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[bookmark: _Toc5568573]Introduction
In this subject we learned about how and what things can influence a customers experience at business and how this can translate into their willingness to buy good from that business. These are complex factors that are often tangled with many other complex and confusing human behaviours. 
In this report I will talk about my experiences from working as a taxi driver. In my job as a taxi driver I have worked at the entry level when I was driving a taxi but didn’t own it and then later I was promoted to managerial positions where I was part of the team making decisions on how the business and the employees would be moving forward. In this report I will reflect upon my experiences from the time working as a taxi driver and small company manager and try to relate it to the things I learned this year in school. 

[bookmark: _Toc5568574]Factors that will have effect on customer experience 
There are many things that can affect how a customer perceives a service. In this report I will discuss a little about the factors that can affect the customer experience in the context of a taxi driving service. 
[bookmark: _Toc5568575]Accessibility
We live in an age of readymade easy to use products and services. Take for example the typical online entertainment services like facebook or youtube, if they a video or a post is hard to find, this is it takes more than a few seconds to be found, the consumer is likely to lose interest and move on to the next thing. 
In one way this is great for the public, it forces the businesses to develop better services that can respond to consumer demand on the fly and at the end of the day give us all a better experience in everyday activities. (Cox & Dale, 2001)
However, the downside of this is that it takes a quite a bit of hard work from the businesses side to develop such as fast and responsive systems. In the case a of cab hailing service things get a bit trickier because unlike in a online service, we as a cab business have to contend with both online and the physical side of things. 
We have an online booking system but that is ultimately bottle necked by the responsiveness of your cars. We can’t go over the speed limit to pick up a client, we can’t always promise under 10 minutes response time, there are considerations that out of our control such as traffic, etc. 
To balance this out we try to make as many optimizations on the website and app as we can, in the however it is a common complaint we get that our drivers sometimes show up late then estimated. 
[bookmark: _Toc5568576]Ease of use
As with fast responsiveness, ease of use is also something people now days have become accustomed to quit a bit. For the majority of services it means that the user is able to intuitively understand what the service is about and how to use for their intended goals without needing to read long and cumbersome guide. (Rose, 2006)
Generally, ordering taxi to come to a location and pick the customer up and drop them somewhere is easy. However, when providing more complex packages such as pick up and return trips from airports when someone goes on holidays it can be a bit more complex to organise them whole thing. This is a service popular with families going on holidays for extended periods and not wanting to have to worry about a ride back home when they return. 
Trying to make sure the customer can easily give us the correct details is a process we try to make as seamless as possible using a functionality that we purchased for our online services that allows to scan flight tickets and automatically send a driver to pick the passengers. 
[bookmark: _Toc5568577]Language
This is not often thought of by the everyday English speaking person. Given how most of the TV, internet, movies, etc are all generally published in English one would could forgiven to think that everyone speaks English or understands the language to some extent, this is however not so true. Because in a city like London with the diverse variety of people there is an equally diverse variety of languages. (Reves & Medgyes, 1994)
Often the people we come across are people who moved to the UK recently and have not had the opportunity to fully develop their English skills. Or we meet foreigners who are reluctant to speak English. This is an odd situation for a normal English speaker, we are exposed to English everyday and expect it to  usable everywhere. However, if we consider putting ourselves in the shoes of someone from France, China, Russia, they are equally likely to expect to have their language to be a sufficient mode of communication for basic things. (L.Mattys, 2010) This is compounded further by the fact that we advertise our airport services with pictures of many different flags in it, which propels the idea of a company who has a multilingual staff. 
Language aside from different countries also has another dimension on how it used. For example we have all read contracts or letters from government institutions and we have also read advertisements on the street or newspapers and have read text messages from friends and family. They all speak differently and are adapt at the types of information they are convening, be it information about your pay and working hours, you immigration rights or be it if you need to grab milk on your way home.
In general what we try to do is learn a few key words in the most popular languages and use a mixture of sign language. It’s not ideal, however, these special customers are also not a major factor among our client base so we don’t force our employees to spend to much time learning languages. Unless of course, they do it in their time out of work. 
[bookmark: _Toc5568578]Memory and general friendliness 
We often come across call centres where our call is often forwarded to different departments and every time we talk to someone new we have to explain we just said again. When this happens once, it can be fine, but when this happens multiple times on the same phone or regularly when dealing some customer support, it can become a major frustration (Z. Justin Ren, 2008). This is a concern of almost all industries that serve the mass public, where they have so many people calling them that it becomes difficult to keep track of accurately who’s been saying what without keeping long log books. 
Some services that I know from personal experience, such as the customer service of the student finance England, actually keep a detailed track record of who has called them, when and what for what reason and what was discussed between the call centre staff and customer. However, in this case its more likely they do this avoid legal issues when the customers have complaints.
Regardless of the reason, it is something that I as a customer find very useful to have. And it is something I have tried to slowly implement in my workplace. We have some customers who use our services frequently. This is often due being close to our main centre or having our number recorded in their contact book and not being bothered to search on google. Either way, these people generally have a set trajectory, traveling back and forth from the airport, or having us pick up their children or relatives, etc. We try to keep their number in our data system so that when we get a call form them we can simply ask them confirm if it’s the usual and get the closest driver to them. 
What it seems to show is that being a reliable service that people can trust often leads to them coming back to us again and again. This bring to a full circle, being able to reduce the clutter makes the customer more likely to come back to us and reinforce this business opportunity. 
[bookmark: _Toc5568579]Online reviews 
Now days people have ever more access to information regarding what they buy and who’s selling it. It is often broadcast on tv that some companies sales went down because their executives did something that got on social media and people disliked in and thus in retaliation the consumers of that company started boycotting the products of that company. (Hahn, 2018)
As an individual citizen who’s concerned with my community and as a consumer who’s mindful of the end effects of his purchasing options, these online reviews and ratings are a great tool that empowers the masses to hold bigger companies accountable for their actions with the power of the consumer purchasing power.
It’s great for everyone on a personal level, however for small businesses this can be a tricky situation to navigate. This is because larger companies usually will have hundreds if not thousands of people leaving reviews, ratings, comments and feedback on their product. Because of the large numbers if one bad review pops up the majority of the other reviews can make up for the reduction in rating. (Zhang, Narayanan, & Choudhary, 2012)However, a smaller business that is not serving as many customers is  unlikely to have many people writing reviews for them on platforms such as trustpilot, and because of this one bad review can become a sticking point. It is also worth noting that people are more likely to leave a detailed bad review given that they are most likely upset and angry at the service, then people are to leave a good review for a what they expect to hold a high good standard service. 
This applied to our situation is even worst. Most people will not think twice about leaving a review but when they do it’s because something went terribly wrong which makes reviews a source of contention that we need to keep a sharp eye on regularly. 
[bookmark: _Toc5568580]Loyalty programmes
As mentioned in the section regarding reviews, customers often base their opinions about a company based previous experiences. This as shown before can be a source of problems but if managed correctly can also be turned in to a source continued review. Now days loyalty problems are ever more common, we see this in form of reward cards at convenience stores such as Asda or Sainsbury where they will have services such as nectar cards. The basic concept behind loyalty systems is that you encourage customer to buy from your business and in return when they buy a lot of things or continually buy from you for a long time you provide them additional bonuses such as lower prices or some other form of convenience that they might like. Another common example of loyalty programs are frequent flyer miles whereby airplanes try to make the passengers use their carrier and use this to add up credits which can be used to upgrade flight classes or sometimes get tickets for free. 
We do have some frequent customers and we have tried something similar with them. On their first trip or even while they book the fare online or on the app we will give them an option to sign up for repeat service scheme which basically boils down to if they use our system regularly within every two months, that fare will be reduced a set percentage. 
The main reason why businesses including ours tries to aim for repeat customer is because they are reliable source of income. And as shown by some studies, often only twenty percent of the existing customer contribute for as much as eighty percent of a companies future growth. (McCall, 2013)
[bookmark: _Toc5568581]Marketing
This is an area that is very easy to understand for some business, but a bit more complicated for others. Take for example Sainsburys, when they need to market a new product or inform the general public that something is going sales, all they have to do it a put a few advertisements on the TV and on search engines such as google or say on youtube videos. This will get the attention the majority of their customers and also to take note of is that most of their customers do use these platforms for daily activities. (Bardakci, 2003)
However, consider another company, take for example SalesForce which is a business to business company that provides sales and data management services to other businesses. You will rarely see their adverts on youtube on next to your google search. This is because their customers are generally using different mediums. If you go to a conference on business or an exebition or a start up trade show, then however you will be likely to come across from representatives from SalesForce trying to pitch their services to the new companies or trying to introduce new features to existing customers. 
In some cases, where the clients are bespoke or very high value. Say for example, a company such as airbus selling a few dozen airplanes. They will not put out advertisements on google to atrackt their clients, they know that people who’d buy these will not be looking for business opportunities while searching for something on google. For these high value cases a company might recur to using highly trained sales and marketing teams to set up a meeting with the airbus team and take their brochure directly to them and give as many presentation as needed to make sure the marketing material gets across. 
Marketing therefore, be it to the mases or to select few high value customers, is the primary way in most businesses grow their client base and as such it has become one of the main ways in which customers are likely to first hear about a company. 
[bookmark: _Toc5568582]Re-engagement and follow ups 
This is an area that some of the larger companies struggle with. Using our previous example of Sainsbury, it would not be viable to employee a staff to large that they can track and ask about updates or feedback form every customer. However, for medium and smaller companies, in particular those selling high value goods to a small number of clients, being able to properly follow up a past sale or an engagement of any kind is of vital importance. 
This is an area that is highly dependant on data management. A business can have hundreds if not thousands of clients that ad some point used their services but do not any more. Keeping track of this many people from the perspective of the employees would be impractical. Therefore, some form of data management platform is needed (this is the kind of service SalesForce, used in the previous section, provides). (JShaw, 2001)
Once the information management side of things are sorted, the business can assign people or set up automated replies to customers who have had a gap between buying their goods and contact using a casual informal email asking about their current whereabouts and if they are still looking to buy their service. In the event they do not want the service anymore, why? These kinds of follow up questions are generally included in a follow up to a client.
Depending on how well these are written, again we refer back to the previous section on the importance of language, customers can be left feeling that they are actually values human beings of being used as simple statistics. 
From my personal experience I can say that this has a massive impact on how one is likely to reply to that same business in the future. For example, I once bought a shoe from SportDirect and gave them my email address to send a copy of the invoice, what a mistake that was! Sure they followed up on the quality of the shoe was and attached a short feedback form which I was happy to fill in. However, this was followed by many, many emails posting about new products and discounts etc, to a point where I, the customer, became angry at them and consequently generally disliked entering their store in the future. 
This example goes to show how a good intention can also backfire if not managed correctly. From my research what I found is that large companies that serve the masses are the ones who find it difficult to re-engage with clients with falling in the “spam box”. 
However, smaller and bespoke businesses have a massive advantage here as they, due to the lower volume of clients and the nature of their business can make more nuanced approaches and write emails that actually seem genuine. 
This is an area that we have at the cab business have been trying to invest in for some time. 
[bookmark: _Toc5568583]Quality process at my workplace
As mentioned in the previous chapter of my report there are many factors that contribute to how customers experience the service provided by a business and so far we discussed some of these. It is worth noting that we are not going too in depth of how each factor affects different types customers but instead trying to provide the understanding of how the overall interactions between all the factors can ultimately do to a business. 
In this chapter of my report I will talk about how some the factors mentioned earlier are dealt with in my current workplace. 
[bookmark: _Toc5568584]Marketing and subsequent re-enjoyment 
As mentioned earlier, marketing is generally how a customer will first come across a company. In some cases it can happen through the word of mouth vie friends of family. 
For our taxi business, most of our clients come through our website or app or simply by ringing us on the phone. However, the phone number is usually found by our clients online via google. Therefore, we can conclude that majority of our clients find us using search engines. So this is where put most out effort. We hired a search engine optimization consultancy to deal with the aspects of online presence, given that there weren’t anyone in the company who was apt with online technologies. 
[bookmark: _GoBack]We redesigned the website to minimize the total number of clicks required to go from initial google search engine to actually placing in a booking order. As part of the search engine optimization the consultants also suggested that we pay google for a featured advert for some time to build up the click flow into our website and the downloads of your app. 
Following these initial steps we manged to get a significant increase in first time customers. However, the cost of maintaining the search engine optimization consultants and paying google for the promoted advertised slots were very expensive. The overall benefits seemed to be on the descending slope after a few months. 
We realised that we possibly reached the limit of fast growth using new customers. So from that point onward we started to focus more on retaining our existing customers. Not having to rely on google paid adds and the consultants allowed us to reduce the cash flow out of the company. 
As stated earlier in the report, being able to follow up and re-engaging with existing customers is a major necessity in a successful business, so we focused on that. From our data base of all the customer emails and phone numbers we could find a few potential customers who might be good candidates for repeat or even regular trips back and forth from airports. These usually tend to be business people or professional who travel internationally frequently and as such paying for parking for their own vehicles at the airport becomes expensive, also they usually prefer not to drive after long airplane journeys. So our directors team came up with a marketing scheme to target these individuals. Initially we drafted a generic email that seemed sufficiently personalized and sent out all of them. Those who replied to us were usually given a call back, aside from speeding up the possible process of making a long term deal it also made them feel more appreciated. And as a result, some of these customers stayed us for as long as they worked their travel intensive jobs and often recommended their colleagues to us. 
This was a great example of appealing to individual persons and being able to grow a sustainable business scheme from it. 
[bookmark: _Toc5568585]Online reviews
As mentioned before, online reviews play and ever larger part in acquiring new customers these days, so it was crucial for us to make sure do our utmost to prevent bad reviews to be uploaded. 
Our first line of defence was to assure a quality service that would leave a customer without any wish to spend time leaving a bad review. We instructed the drivers to be as courteous as possible as any sort of issues, even if it was a rude customer, could lead to a complication in terms of the reviews. We did acknowledge that this put our drivers in a positions where they were told to essentially deal with any abuse that came their way. We put in some hard boundaries with this regard, if the customer is drunk and or simply shouting profanities, ignore him but do make a note of it so we can block his bookings in the future or if needed in the case racial or religious slurs, report that person to the police. And most importantly, we instructed our drivers to never let any bad behaving customer to elevate his behaviour to a physical level. Should that ever occur they were instructed to call the police immediately. So, the general point was to keep things as well documented as possible so if there should be any sort of dispute that doesn’t get solved on the day and then the customer goes ranting online we would the necessary information to invalidate the customers claims. 
Initially we didn’t that many reviews so we tried a new approach. Using the appropriate language to engage with customers, making small talk during the ride, and if the opportunity presented to ask the customer directly to leave a review online. The staff in our company were aware of many companies who simply would ask the clients to write a review at the point of booking but never really re-engage in that request. Our approach was to put a bit more effort and try to approach the customer from a more personal and direct angle to get a good review. What we saw from this was that when asked personally and nicely after an initial conversation to get to know the driver, people where generally much more likely to leave review, even if they were simple one liner. For the first few months after we started monitoring out trustpilot page and actively engaging with clients to get reviews, it could be seen to be growing. 
After a certain point we were confident enough to link the reviews directly to our webpage and display the rating on our app. From this point on the number of reviews started coming in some what regularly. Another side benefit of having driver engage with clients in friendly conversations was that it further contributed to making clients feel more appreciated. 

[bookmark: _Toc5568586]Conclusion
During my research and partly also based on my experience working in the service industry, I found about factors that influence a client. These can be many things including being able to access your service quickly and easily, being treated well at that service, providing reward cards, etc. 
However, the most important aspect of customer satisfaction that I have come to find true from my work experience and the content I learned in university is that you need to main things:
· Provide the service they want and within their expectations;
· Provide a service that is as tailor made for them as possible;
All the other factors mentioned in the report have a relationship with the two above factors. And therefore, I believe they are the principal factors in providing customer support. 
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