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[bookmark: _Toc531872266]Introduction
In the 21st century, the business pattern has been changed due to the emergence of new competitors in the market. The owner thinks about the customer more than the organization’s profit. It is a good sign for a business as the time demands of customer orientation. But still, there are some problems in every organization of customer dissatisfaction. The organization needs to think more about the customer’s satisfaction by considering improving the quality of services or products. Sometimes the organization may charge a high price for the products or services but it does not a matter if the organization provides the best quality of products and services. The organization needs to focus on customer satisfaction more and more for their own success (Duteurtre, 2008). Satisfied customer comes to a particular business institute again and again and creates more customers for that products and services through word of mouth. I will try to focus on the factors of customer satisfaction such as quality of products and services, customer services, customer centrality, customer values, buyer and seller relations, managing customer expectations, value and purposes of customer relationship management and finally buying decisions by considering fair trade and sustainable resources in this report. These ingredients can increase the level of customer satisfaction. This report is based on customer experience of Leicester Square Kitchen. Leicester Square Kitchen is a restaurant business in London. They are providing foods and hospitality services to their customer. I am the manager of Leicester Square Kitchen always considering the customer experience. Some organizational background of Leicester Square Kitchen is given below. 


Selected company: Leicester Square Kitchen
Type of business: Restaurant 
Type of industry: Hospitality 
Vision statement: Maintaining service quality and keeping a long-termrelationship with the valuable customer.
Mission statement: Providing best services rather than a competitor. 
Values: Leicester Square Kitchen considering customer values rather than organizational values. They always consider customer is god for the business. So they treat them more than the customer. 
Leicester Square Kitchen is situated at west London, England. Leicester Square Kitchen was established in 1670. The restaurant has achieved some additional advantages from the location of the organization.The organizational values of the company are important for any kinds of business. It helps the employees to understand the rules and regulations of the company. Obedient employees work for achieving the organizational goal where Leicester Square Kitchen’s goal is providing the best services to their customer so that their customer will get the highest level of satisfaction. Leicester Square Kitchen is preparing a plan to achieve the organizational goal by keeping customer satisfaction in the center point of their plan. 

Figure 01: Plan for customer satisfaction at Leicester Square Kitchen
[bookmark: _Toc531872267]Source: Bergman, 2010
 Impact organization's ability to maximize customer value
Value has a different meaning. It means the price for particular products or services to someone. It means the brand image of the organization to someone. Some people consider value for money or some considers money for value. 
“Customer value is the awareness of what a product or services are worth to a customer versus the possible alternatives.”
It is also shown in an equation form such as “Benefits – Cost”. But we have to keep in mind that customer not only pays the price of the products but also they provide time, efforts, energy (Bergman, 2010). So every organization should consider the customer value and increase the customer value always. 
There are several factors that influence customer values. Some factor influence to maximize customer values. I am focusing on those factors which help to maximize the customer value of Leicester Square Kitchen. 
[bookmark: _Toc531872268]Some general criteria to maximize the customer value for any organization: There are several ways to create real values for the customer. These are given below: 
Firstly, Price factor is always significant. The customer should realize that they are getting more benefits than they are paying for the product. 
Secondly, the organization should give some extra benefit without changing the price of the products or services. For example, Coca-Cola provides 25 ml more for Christmas at the same price. 
Thirdly, making it more convenient for the customer to buy a product or service so that the customer frequently shops for the same experience (Anderson, 2004). 
Fourthly, the image of the company and brand values also creates the customer value. 
Fifthly, for business to business,the organization should give a proper justification of price,notjust a price. 
These five points are very much important for the organization to develop customer values. But there are some other specific points which can maximize the customer value of Leicester Square Kitchen. These are given below: 
[bookmark: _Toc531872269]Customer service: 
Customer service means a customer gets service before, during and after the purchase of the products. A good customer service means helping a customer efficiently and in a friendly manner. Providing good services is one of the best important tasks for any organization which make them significant from others (Davis, 2011). Leicester Square Kitchen provides good customer services to their valuable customer. Leicester Square Kitchen is running a restaurant business. They are selling products but still, they are providing some services such as the good environment of the restaurant, numbers of the washroom, 20 minutes service (they don’t take more than 20 minutes to prepare foods) and so on. They also provide pre-book services. The customer can book the tables before they came. It saves time. The customer can order what they want to take from the food menu and tell the time when they want to come. This is very good benefits for the customer and the customer do not have to pay for this. Leicester Square Kitchen tries to maintain a clean and well decorated environment as hygiene is one of focal points of the company. All of these services increase customer value. The organization always considers the best customer service for their customer and profit is now a by-product (Johnson, 2006). Leicester Square Kitchen uses fresh ingredients for their foods. They consider the health of the customer. So it is clear to us that customer services affect customer values. It helps the organization to maximize the customer values. Every organization should provide the best customer services. As a manager of Leicester Square Kitchen, I am trying to launch online service like providing information about the menu and facility to make online reservations and live chat. This is likely to increases customer values. They can order for food from home and have food delivered in no time. Our delivery man will provide it to their destination without any charges. I think it could be the best customer services facility from Leicester Square Kitchen. 
[bookmark: _Toc531872270]Customer centrality: 
Customer centrality means customer needs, demands and wants totake place of all organizational decision’s starting point. The idea considers that the customer should given place of the center of the organizational decisions basis (Johnson, 2006). This is very much concerning matter for the success of the organization. Being a manager of Leicester Square Kitchen, I always try to keep in mind customer needs, wants and demands to make any decision of the organization. When I want to launch any new dishes I think about the customer taste. I also consider the benefits of the customer. When I fix the price of any products, I talk with my senior regarding purchasing ability of the customer. If I produce the goods and set a price but the customer can’t afford than the project will be a loss project. So I always consider the purchasing ability of the customer. We prepare any foods for our customer to keep in mind that it should be healthy and effective for them. Because of the healthy customer can come again. 

Figure 02: Customer centrality
Source: (Davis, 2011)
Price: When Leicester Square Kitchen sets the product price they consider the purchasing power of the customer. This idea helps to gain more customers to the organization and it maximizes the customer value. 
Quality: Quality is the prime concern of consumer. But the consumer is the prime concern of Leicester Square Kitchen. We consider the consumer’s needs, demands and wants. So we can prepare the best foods as per their taste. We also try to make the different taste of the same foods. Because of some people like sour, some likes sweet and some likes spicy. 
Service: Service in a restaurant means some extra benefits for the customer. We provide foods in between 20 minutes of order. It increases our customer value. 
Strategies: Strategy is a process of planning for achieving a long-term goal. Our strategies are keeping long-termrelationships with our customer. So we make software for customer relationship management to maximize customer values. 
[bookmark: _Toc531872271]Customer relationship management: 

Customer relation between organizations is an important matter for the organization. It impacts the organizational value and customer value both. Good relation between customer and organization helps to maximize the customer values. CRM means knowing the customer. The organization needs to know the customer very closely (Graham, 2014). In a large business, there are too many customers and there are several ways of interacting with firms. 
[bookmark: _Toc531872272]Customer relationship management system of Leicester Square Kitchen: We use a standard system of customer relationship management. It helps our various ways. Now I am going to discuss the customerrelation management system of Leicester Square Kitchen. 
Firstly, we take several information of customer from the customer such as name, age, gender, date of birth, profession, favorite food and beverage, comments or ratings on foods and beverage, a suggestion for improving services and so more (Duteurtre, 2008). 
Secondly, analyze the collected information from the customer. We categorized the customer based on age, profession, DOB and favorite foods and demands. 
Thirdly, we send this information to the several departments. We spend most of the information on the marketing department. Marketing department uses this information to keep in touch of the customer. We wish them for their birthday. We offer them several packages to celebrate their birthday in our restaurant. We offer a discount on different types of occasion. We inform them about our new dishes. 
Fourthly, we consider the value of a customer. The overallthe process of CRM system of Leicester Square Kitchen works on maximizes the customer values. 
[image: ]
Figure 03: Customer relationship management
Source: Duteurtre, 2008
Sales: There are several ways of sales. Being a manager of Leicester Square Kitchen I am suggesting to launch some online based sales system by following the CRM system. For example, telephone sales, web sales. We can add online selling system on our websites. Our loyal customer can order their favorite foods from our restaurant by telephone of websites. 
Marketing: It needs to inform the customer regarding our foods and services by using phone calls or SMS and also by distributing restaurant pamphlets. 
Services: We can add some more services to our customer to maximize the value of the organization such as memberships and seasonal discounts. 
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Figure 04: How Customer relation management system supports marketing
Source: Blythe, 2009
[bookmark: _Toc531872273]Managing customer satisfaction: 
Customer satisfaction means customer derives satisfaction from product and services based on whether their need is met effortlessly. Customer satisfaction is an important step to gain customer loyalty. Customer satisfaction is being influenced by product quality, service quality, price, consumer emotions, and specific product or service features and the perception of equity and fairness (Sheppardson, 2011). 
	Influencer
	How to influence customer satisfaction

	Product quality
	Product quality influences customer satisfaction. It is very much needed for the organization. The high quality of the producthas influenced the level of customer satisfaction. Being a manager of Leicester Square Kitchen I always consider about the product quality. Basically, our main products are foods and wines. So we always consider the taste of the foods and expiry of foods item. We always consider the health of the consumer to keep in minds. Leicester Square Kitchen has experience of more than 300 years. So we have a great prestige’s to become popular in the UK. So we need to maintain the quality of our products. So our customer is very much satisfied as we hope. Finally, it could be concluded statement that product quality influenced customer satisfaction hugely. 

	Price
	Price means the economic value of product and services. Price is being set by adding profit with the cost of the goods sold. Price influences customer satisfaction. If a customer feels that they are paying more than they get in return than they will be dissatisfied. So the organization needs to fix the price by considering the purchasing power of the customer always (Davis, 2011). Leicester Square Kitchen fixes the price of the products by considering purchasing power of the customer and also market competition. 

	Service quality
	Service quality also impacts the satisfaction of the customer. Service is not visible for the customer but it creates huge impacts on customer satisfaction. Leicester Square Kitchen is selling the products to its consumers. But they also provide several services to the customer. So the organization needs to focus on service quality also. Being a manager of Leicester Square Kitchen I always prefer service quality of my organization. We always think about the customer’s satisfaction. Satisfied customer means a high quality of services. 

	Consumer emotions 
	Consumer emotions are another important fact for the organization. There are several types of consumer comes in an organization. So the organization needs to treat them as per their emotions. Leicester Square Kitchen always gives some importance to the emotion of the consumer. We always prefer consumer emotion because of its influence the customer satisfaction. As a manager of Leicester Square Kitchen, I consider the customer value to improve the satisfaction level of consumer. 

	Specific product or service features
	Leicester Square Kitchen is selling different types of foods for dinner, lunch,and breakfast. But they have some iconic food and services for the consumer. Some customer comes for some specific products or services. It means they are satisfied with the organization. 

	Perception of equity and fairness
	Fairness means fair value of the services. The organization should treat with all the parties equally. If an organization treat different behavior with the different consumer than it will create dissatisfaction. Leicester Square Kitchen always tries to treat with the entire consumer equally. So the customers are satisfied with Leicester Square Kitchen. 

	Personal factors 
	Personal factors influence customer satisfaction. So the organization needs to emphasize the personal factors of the consumer. It improves the satisfaction level of the consumer. Leicester Square Kitchen always prefers the personal factor of the consumer. 



Finally, managing customer satisfaction depends on several factors. So every organization should maintain the proper value of customer satisfaction. 
[bookmark: _Toc531872274]Quality systems and its effectiveness in meeting customer requirements

Quality of the organization means worth of the company. Leicester Square Kitchen is very much aware ofthe quality of the organizations, foods,and services. There are several factors which influencethe quality systems and its effectiveness in meeting customer requirements. These are an appreciation of the importance of quality control, buying decision-making process, Buyer-seller relationships (Duteurtre, 2008). This is discussed below: 
[bookmark: _Toc531872275]Appreciation of the importance of quality control: Quality control is a process through which a business seeks to ensure that product quality is maintained or improved with either reduced or zero errors. Every organization should control the quality of products and services (Blythe, 2009). But it is mandatory for the hospitality industry to control the quality of products and services. Leicester Square Kitchen is selling foods and services so they need to consider the quality of products. If they fail to maintain a standard quality then they will lose some customer and may be sued by the laws. So the Leicester Square Kitchen needs to maintain the properquality of products and services. They are following several quality control processesto maintain products quality. 
[bookmark: _Toc531872276]History of quality management: The total quality control management was launched in 1920 in Japan. In the beginning of 1940 to 1950, there were several theories developed by the Americans Feigenbaum, Juran and Deming and more. 
[bookmark: _Toc531872277]Total quality management: 
Total quality management is a long term success through customer satisfaction. All the member of an organization participate in improving process, products and services, qualities, culture in which they work. Total quality management has 8 principles. These are: 
1. Customer focused: Basically customer determines the level of quality of products and services. No matter how does a company give efforts to improve the quality products and services until the customer recognize the quality. 
2. Total employee involvement: All the employees work for achieving one common goal. High performance of work systems integrates continuous improvements with normal business (Hall, 2011). 
3. Process centred: It is a fundamental part of the systems. A process is a series of steps that take inputs from suppliers and transforms them into outputs that are delivered to customers. 
4. Integrated system: There is several specialists work in an organization. But sometime it is needed for the organization to work together to improve the quality of services. 
5. Strategic and systematic approach: A critical part of the management is strategic and systematic approach. It helps to achieve vision, mission and organizational goal. 
6. Continual improvements: It is a process of never ending of improvements of quality of the products and services. The organization finds out ways to become more competitive and more effective in the meeting consumers requirements. 
7. Fact-based-decision making: In order to know the performance of the organization it is required to analyse the quality of the products and services and how much satisfied the customer. 
8. Communications: Communication is another important process for the organization to develop the performance of the employees. Better performance improves the quality of the services and products (Duteurtre, 2008). 
[bookmark: _Toc531872278]Kaizen: Kaizen is very much significant concept for the quality management of the organization. Kaizen is core principles of quality management generally and specially within the methods of total quality management. This process is originally developed and applied by the Japanese companies in 1960s. Kaizen continues to become successful philosophical and practical aspects of some of the best known Japanese corporation. The aims of Kaizen organization are typically defined as:
1. The organization should be profitable, stable and sustainable. 
2. The organization should eliminate the waste of time, money and materials. 
3. The organization also should improve the systems, process and activities. 
Key concepts of Kaizen: 
1. Every is a key word of Kaizen. The organization should improve the everyone’s performance in every aspects of the organization in every department, every minutes of every day. 
2. Evolution rather than revolution. The organization should improve 1% continuously to 100 things is more effective rather than less disruptive and more sustainable than improving 1 things 100%. 
3. Everyone should work in a team or group. Because of there are several skilled people work in an organization. So if every employee tries to join in a team to improve the quality of the organization. 
4. It is expected that everyone should involve in the process of participating, analysing and providing suggestions to improve their own area of working (Ortiz, 2014). 
5. Every employee is empowered to participate fully in the improvement process of the organization and taking responsibility, checking and coordinating of their own areas of working. 
[bookmark: _Toc531872279]ISO 9001:2015: ISO 9001 is the international standard for the requirements of quality management of any organizations. The organization needs to maintain some basic standards to get the sign of ISO 9001:2015. No matter of size of the organization. Every company can get this seal of ISO 9001:2015. Organization of all types and sizes find that using the ISO 9001:2015 standards and helps them:
1. Organize process 
2. Improve the efficiency of process 
3. Regular improvement 
ISO 9001:2015 does cover several facts of quality management. It follows the plan-check-act methodology. Specific sections of the standard contain information on topics such as.
1. It requires for quality management systems, including documented information.
2. Responsibilities of management. 
3. Product realization and including the steps from design to delivery. 
Achieving ISO 9001:2015 certifications: Every organization should follow some standard rules and regulation to achieve the ISO certificates. This process is:
1. Follow the guideline of ISO standard of 9001. 
2. The organization should fulfill their own requirements 
3. Meets customer requirements and regulatory requirements 
4. Maintains documentation 
[image: iso 9001 timeline]
Figure 04: ISO 9001
Source: DeFranco, 2000
It is a followed by more than 1 million organization from 160 countries of all over the world. It helps the organization to maintain a good quality of services. 
Leicester Square Kitchen is following total quality management tools for maintaining quality of the organization. They follow all the principles of TQM so that they can fulfil the customer requirements. The organization needs to focus more on quality assurance centre. The organization need to focus on performance of the employees to improve the customer services. Total quality management of the organization is very much effective for any kinds of business. Hospitality industry needs to maintain quality of the products and services is mandatory (Eliot, 2016). Finally it could be concluded that Leicester Square Kitchen is fulfilling the requirement of the customer by adding different types of services and values to the customer. 
[bookmark: _Toc531872280]Buyer and seller relation: 
Buyer means who purchase the products and services from the seller who sales the products. It is necessary for any organization to keep a good relation with supplier and consumer. Buyer and seller relation effects the customer satisfaction (Poornima, 2017). Buyer should follow some ethical sourcing and eco nutrition which cover the following key areas. 

Figure 05: Buying decision
Source: Blythe, 2009
In the food business, these areas are emerging are key trends on menus on shelves. These are given below: 
1. Restaurant and hotel is growing their own herbs, salads and soft fruits. 
2. Urban food projects such as roof garden and community garden and so on. 
3. Charity projects also produce sustainable goods. 
Awareness of the food safety is more than demanding safety. Consumers are very much health conscious so they are buying food from safe zone a highest quality and ethically sourced. 
Five points that are underpin ethical food choices. These are given below: 
1. Transparency: The customer has rights to know how is made food for them. 
2. Fairness: Producing foods should not cost on others. 
3. Humanity: The organization should consider about the suffering on animals. 
4. Social responsibility: Worker are entitled to decent wages and the organization should give incentives for the best performances. 
5. Needs: Preserving life and health of the customer than all other things (Johnson, 2006). 



[bookmark: _Toc531872281]Conclusion: 
[bookmark: _Toc531872282]As a manger of Leicester Square Kitchen customer service provided to obtain customer satisfaction. The various theories associated with obtaining customer satisfaction provided above gives a deep understanding of the aspects that can provide the customers with all their needs. At the restaurant I try to make sure that these theories are incorporated in the daily activities of the company. This has helped increase the popularity of the organisation to a large extent and at the same time helped build a new reputation for the restaurant associated with customer value.  
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Figure 9.6 Customer Relationship
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