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INTRODUCTION
The goal of every organization is to grow their business and customer base. Customer service or customer relationship is a very important aspect of any organization. When your customers are not happy, they might be forced to look elsewhere for the same products and services that you provide. Therefore a good customer service is an ingredient for increased customer base and loyalty. There are many factors that can increase customer values. 
This assignment will focus on the factors that can influence the ability of an organization to maximise customer values, the systems that support quality processes and how effective those systems are in meeting customer requirements using Carphone Warehouse as a case study.
Charles Dunstone and co-founder David Ross started Carphone Warehouse in 1989 from their balcony. They had a start-up capital of about six thousand pounds and sold car phones. They eventually opened a mobile phone shop on Marylebone Road in London. As at 2007, the business has grown to become one of the top successful telecommunications businesses in the UK with a turnover of over four million pounds. It has extended its operations to different parts of Europe where it has immense customer following making it one of Europe’s mobile communications retailer. Between 2007 and 2014, Carphone Warehouse was involved in mergers and acquisitions with different businesses which included Opal Telecom, Best buy, Samsung and recently Dixons. (Dixons Carphone. 2019). One of the main focal points of Carphone Warehouse is the desire to deliver excellent customer service. They value their customers and would go to any length to make sure they are happy. (Carphone Warehouse, 2019). 
Carphone Warehouse has built its marketing strategy on three main objectives,
· To make sure there is continued growth in its market share in all the regions they have expanded to
· By maximising its customer lifetime value. This it plans to do by identifying new products and services and also provide such level of customer service that encourages repeat business.
· To become the major provider telecommunications services in the United Kingdom
To this extent, the new Chief Executive of Dixons Carphone which took over Carphone warehouse, Alex Baldock has said that their main focus will be to improve on their customer experience. They also intend to invest about £30million to give the employees the right tools to service the customer. (Rigby, 2018).

CASE STUDY
1:1 FACTORS THAT INFLUENCE CARPHONE WAREHOUSE ABILITY TO MAXIMISE ITS CUSTOMER VALUE
In discussing these factors, let’s take a look at customer value. According to the BusinessDictionary (2019), customer value is “the difference between what a customer gets from a product, and what he or she has to give in order to get it.” This means that it is the value of the product or service to the customer in comparison to what they paid for it. A customer values a product that he or she gets at the price they think is sensible and when this happens they are likely to buy more. 
Carphone Warehouse offers products and services like helping their customers to find the best deals on mobile phones, tariffs and networks. The factors that help them to maximize their customer values are and not limited to these are
· Price
· Time
· Quality
These factors have gone a long way to help them build a strong customer base.

1:2 PRICE
Price is something that can reduce or increase the value that a customer places on a service or product. Carphone Warehouse offers competitive prices to their customers. This they do by comparing the prices of the different products or services the customer is interested in and offering the customer the best deals. They also make sure that the prices are always within the range of what the customer can afford. 
Another aspect of price is that Carphone Warehouse has a strategy of giving offers to both old and new customers by reducing the prices on selected products and services where necessary. They can also reduce the price on a particular phone or service just to keep a customer satisfied. In doing this such customer would be glad to continue patronising the company.
Carphone Warehouse also uses add-on offers to attract new customers and keep old ones. Services like warranty, extra features on add-ons for free. They also have a price promise to match the price of their competitors and give you a better deal. (Carphone Warehouse, 2019). They also allow you to trade in your old phone for a new one at no cost to you.

1:3 TIME
Time is something that is precious to both the company and the customer. In Carphone Warehouse the customer advisors try to get it right the first time. This is because according to Ashenden (2016), most customers are impatient when they have queries that need resolving. They want immediate solution. When you get it right the first time, the customer will be happy with the service given and time saved. From the time a customer walks through the door till when they leave, effort is always made by staff to make sure the customer experiences an excellent level of customer service by serving the customer quickly and efficiently. Customer advisors always apologise to the customer for every minute wasted in shop.
Also follow up to this is that employees have been trained to know when to upsell or cross-sell certain products or services to a customer to save time and maximise the customer’s value. They are also trained to give advice that is beneficial to both the customer and the company. For example, when a customer tries to upgrade their contract, you can advise them to get a new phone at a cheaper rate. This works especially where the current phone is old and lacks certain features. In this way, the customer gets a phone deal they are happy with and the company also makes a sale whilst retaining a customer. (Karl & Stewart, 2011).
A customer can make a phone call to the shop and receive the same excellent service without leaving where they are. This also saves the time of having to come instore. Carphone Warehouse advisors are trained to attend to telephone conversations with dexterity. They try as much as possible to resolve issues on the phone quickly. So this means that the customer can make a phone call to Carphone Warehouse customer services at their own convenience to resolve their queries. (Ashenden, 2016).
When customers make purchases online, the products are immediately sent out for delivery. Also all deliveries are free. Carphone Warehouse makes sure that goods are delivered without undue delay.

1:4 QUALITY
Most customers will rather have quality service than speedy or fast service that does not fulfil their expectations. Zeithaml and Bitner (2003) when it comes to quality service, Carphone Warehouse have certain factors that are of great value to them in maintaining their customer service. A few of them will be discussed below.
· Product Differentiation: They have a good understanding of what the customers need are therefore able to segment them according to their needs. This is important as you cannot give the same service to two or more people who wants to buy the same products for different reasons. For example two customers might want to buy a television and one knows all the small details they need, whether it amoled or HDR whilst the other customer is buying his first television. With the first customer, you will spend less time with him as all you will need to do is to provide him with information on the latest technology in the television 
Department whilst with the second customer, you will need more time to explain the technology, sizes, different picture resolutions. In fact, it is like talking him through the whole process of choosing the best product for him.
· Service Quality: Kotler (2015) has defined service quality to mean an intangible action or activity which can be offered by one party to another and does not affect ownership. The main point of providing excellent customer service is to satisfy customers. Hence, Parasuraman et al. (1988) have identified the five dimensions of service quality which are Reliability, Assurance, Tangibles, Empathy and Responsiveness.
1. Reliability: Carphone Warehouse have trained their employees at all levels to be able to provide accurate information to the customer when requested to do so. They are also trained to get it right the first time. There customers have found them reliable at fulfilling their promises. They don’t let the customer down and when they do, they make up for it. They are precise and consistent.
2. Assurance: Carphone Warehouse employees know how to be courteous to the customer, they make them feel comfortable when they in the store and over the telephone, they always come across as friendly yet very professional. They always manage to make the customer feel confident and safe when conducting business with them whether it is instore, over the phone or online. This is because they are good in customer service and also have a good understanding and knowledge of all products and services offered by Carphone Warehouse. It does not matter who is serving the customer, any other advisor can pick up from where the previous person left off.
3. Tangibles: When you walk into any Carphone Warehouse shop, you will first be greeted by a smiling customer service advisor wearing a neat uniform who will take inside to find out what you need and how best to attend to you. You will also see a wide range of technological products. These are for you to feast your eyes on whilst waiting to be served which doesn’t take time at all. They have all manner of modern technology to serve you with. The environment is well organised and there is a lot of information about products and services in all areas and departments of the shop. For example, you will find customer advisors in every aisle or section of the shop willing to help or advise you about a product or service. You will also find different brochures and materials that reflect new deals or products in the store.
4. Empathy: According to the Collins Dictionary (2019), empathy is “the ability to share another person's feelings and emotions as if they were your own.” I love this definition because it really resonates with one of the values of Carphone Warehouse. The customer is treated like a person and not a number. The customer advisor will always refer to you by your first name and by looking at your account online will remember what the last issue was. They always have your best interest at heart and have convenient opening hours. Some of the shops open from 8am to 8pm making it possible for people who went to work to still be able to come instore to shop or have their queries answered.
5. Responsiveness: They respond quickly and on time to customer queries. They always keep the customer informed concerning their issues and when services like upgrades are to be done. The customer is not left wondering what is going on but is rather carried along. The services are always on point. The advisors are always willing to help a customer feeling overworked. The attitude of the customer advisors towards the customer is always positive. They tend to put the customer first before profits. When your customers are happy, they can always refer family and friends to you. Also when there is the need, the employees always return your calls on time. 
6. In addition to all of these is that the customer is given the opportunity to leave feedback as to how well and helpful they found the service they received. This helps the company to ascertain areas that needs to be improved upon and customers are given incentives to encourage them to take the time to leave their feedback. According to Ahmed (2018), “by asking for your customers’ feedback, taking it into account and crediting them for it, your business can increase the value customers place in your products”.

2:1 IDENTIFY THE SYSTEMS THAT SUPPORTS YOUR   ORGANISATIONS       QUALITY PROCESSES
There are many systems that could support an organisations quality processes and these systems are very effective in helping the organization to maximize profits and retain customers. For Carphone Warehouse, some of the systems include easy to use websites, social media websites, customer feedback, and customer segmentation, staff training, technical and sales support system. Most of these involve the use of different touchpoints.
In recent years, almost everything has been digitalized, so if you are not making the use of the internet for your business purposes, you cannot maximize the full potential of your customer base.
Carphone Warehouse have built an easy to use website, on the online platform, where customers can do about everything that they might want to do instore. From purchasing products and service to customer service to delivery. This is a system that has helped to increase customer base and maximise profits. There is a live online chat advisor who is ready to help the customer to get the best from the website. The customer can also use the live online chat to also make complaints or upgrade their products. The live chat is used to easily resolve issues in real time. Carphone Warehouses uses the Salesforce.com Service Cloud Software solution for its online platform system.
In addition to the website, Carphone Warehouse has a social media presence on Facebook, Twitter, YouTube and LinkedIn (Carphone warehouse, 2019). The customer service and marketing teams are always monitoring the social media platforms both to create awareness of new deals on products and service and to immediately resolve issues concerning customer service that is raised on such platforms. The social media platform is an important for harvesting new customers and retaining old ones since most people are on social media. When they see the level of customer service responsiveness displayed by the company, they are more than willing to do business with the company.
Following up to these systems is the omnichannel support system. This is a system which allows you to store a customer’s details on all your platforms, whether it is on social media platform, instore or on the phone line in real time. So whenever and wherever a customer’s details are pulled up, it is registered and updated on all systems. The main key to this is a centralized customer support platform (Borowski, 2019). Carphone Warehouse uses this software to give its customer advisors an edge over other companies.
Carphone Warehouse also uses customer feedback and surveys to improve customer services. It is important to gather feedback from your customers as this will help you to know what services to improve and the ones that are not needed. It also helps you as a company to identify areas for staff training.
There are different ways to collect customer feedback, it can be online, over the phone, through email, instore or through surveys. Whichever way you choose, the important thing is to create the questionnaire in such a way that it is easy to get the information you need.
One of the points for feedback is the social media platform, when you engage people on social media, you can quickly respond to what they are saying. It does not matter whether they are your customers or potential customers, your response is the magnet that can pull them to your business.
Surveys like was earlier mentioned is another great way of getting feedback. Using survey on your website can be daunting especially as customers do not want to waste their time filling pointless surveys. Some of the ways to overcome this is by not asking too many questions and by offering the customer an incentive or a freebie. For example you can offer a chance to be entered into a prize draw after completing a survey. This could encourage a customer to complete the survey.
Using website analytics: The Company can use website analytics which is a software that tracks the activities of the customers who visit the website. This a good way of collecting feedback because your customers don’t have to answer back. What website analytic does is to track all visitors to your website. So you can see what they have been looking at, where they came from and what sites they go to next. You can track their sales preferences and know what to market to them. For example you can use an FAQ page monitor customer service. Feedback is a way your customers tell you how they feel. Listening to them and taking actions to keep them happy and also keep you ahead of your competitors. Carphone Warehouse uses cookies to monitor customer traffic and behaviour on their website.
Another system is customer segmentation. This is a system where customers are grouped into different categories. A company might not need to use all of them but would find most of them useful at one point or the other. The categories are demographic, geographic, behavioural, lifestyle, attitudinal and preference. You can segment your customers into any of these categories to find out how to best service them. People buy things for different reasons and purposes. If it is a product mainly used by women, then you have to target that particular demographic sector. Segmentation helps a company to reduce time and duplicity whilst encouraging good customer experience and high sales and profit. You can get the information for your segmentation from the website analytics also.
One major system which is very important is employee training. It takes well trained employees to deliver exceptional customer service experience. Any resources spent on staff training is well spent. That is why the chief executive of Dixons Carphone business which includes Carphone Warehouse has reiterated that the company has budgeted about £30million pounds to give the employees the right tools to excel in customer service and also to give the customer an improved and better experience. (Rigby, 2018).


3.0 THE EFFECTIVENESS OF THE SYSTEMS THAT SUPPORTS CARPHONE WAREHOUSE QUALITY PROCESSES
These systems have mostly been effective in meeting customer requirements in the sense that it has helped to increase customer value. This is so especially in regards with having a beautiful and easy to navigate website. When you look at the website, it literarily has everything you need including the live chat which is like the next best thing to being physically instore. The fact that customers don’t have to waste their time inputting their details over and over is plus for these systems. This is because all systems are updates promptly with customer details and preferences. 
The social media system is doing great but could also be means of losing some customers. This could happen in an instant where other users on the platform who most likely do not know the genesis of a case could discourage a potential customer from doing business with the organization. So adequate care needs to be taken whilst responding to queries on a social media platform. It could have both negative and positive effects on the business.
The customer feedback system has been very effective in generating sales and increasing Carphone warehouse customer base in the sense that a lot of attention is paid to what people say. When a customer does not feel valued, they could just move over to the competition. So the quick response and resolution of issues are of utmost importance. That being said, you cannot please all your customers at the same time. At times the system could fail, or end up not properly updated for some reason, this results in disgruntled customers. There are also customers who make excessive demands that are difficult to meet. It is best to let such customers go whilst on focusing on more valuable customers.
Employee turnover always impact on the level of customer service thereby upsetting the whole system. Despite that, most of the advisors are well equipped to give the customer an excellent customer service.
The effectiveness of customer segmentation cannot be said to be 100% because there is still the loophole of advertising and targeting the wrong demographic group.

CONCLUSION
This report has discussed a lot about Carphone Warehouse, the factors that influence their ability to maximise customer value, systems that support their quality processes and the effectiveness of those systems. In concluding, it will be necessary to reiterate that this is all about the customer and his value and experience. In any business, the customer is the most important person and asset. They aim to exceed the customers’ expectations by providing exceptional service to the customer. They achieve this by putting in place processes that can add value to the customer. Some of these are investing in staff training. The staff are trained to give the highest level of customer care. They are also trained to use every opportunity to turn anyone that walks through the shop doors to a potential if not actual customer. They are very polite, persuasive and professional.
Furthermore some of the factors that Carphone Warehouse can depend on to maximise their customer value and stay ahead of their competition are majorly Time, Price and Quality. Armed with these factors, any organization can expand their customer base. When the customer is served on time without necessarily having waste most of their day in the shop or online, the customer will believe that the service is good. Nobody wants to stay on the phone forever listening to some annoying background music waiting to be attended to online nor do you want to navigate all over a website just to get the information you need. Also, a customer that places an order for a phone does so because they need to start using it immediately, Carphone Warehouse makes sure to deliver packages or services promptly thereby saving the customer the frustration of the long wait for something they ordered.
The quality of service provided is top notch. The quality of the products are good. Carphone Warehouse meets all the criteria for the five dimensions of service quality as propounded by Zeithaml et al (1997) which is known ServQual. The five dimensions of service quality are Assurance, Empathy Responsiveness, Tangibles and Reliability. These are the ingredients with which the company can stay ahead of the competition. No one is perfect, therefore it cannot be said that Carphone Warehouse has done or performed all it takes to give perfect customer care. There are still some flaws and failures in some areas and these need to be improved.
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