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Executive Summary
Understanding and engaging in customer experience from both customer and organization viewpoint in British Telecommunication plc (BT) as one of the world's most established communication organizations. It was the first the organization to develop communication network countrywide in UK. The organization attach great value and importance to its long and rich heritage. Their heritage policies explain how they work to conserve and share its national heritage. BT Group plc is a British global media telecommunication holding organization headquartered in London, United Kingdom. BT commitment is to effectively improve every part of their customer experience. BT employees at all levels pay attention closely to customer care and reviews their personal objectives annually in order to sustain customer service relationships. The structure of an organization includes its culture, building relationships, service and shared values of what the organization stands for. 
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INTRODUCTION
This report is based on British Telecommunication Group plc, its business operations are on phone and online services, not face to face. The report will illustrate the structure and development of the organization in building customer relationship, and meeting customer requirements by applying different factors and systems tools to maximise service. The structure of an organization includes its culture on how things are done, relationships and shared values of what the organization stands for. BT uses different factors for example, customers feedback to tell them on what makes them effective and where to improve for a better service. Employees also take part writing feedback reports on the service they give in departments across the organization. BT understands that to be able to offer great customer service, the organization must know customers’ needs, expectation of service and care for them. This report will critically analyse the factors that influence BT’s ability to maximise customer service through customer relationship management. The goals, growth and profits of an organization are influenced by the customers satisfactory so, maintaining of good customer relationships is valuable. 
This report will identify the organizational system used by BT in tendering greater services to their loyal customers like good technology and tools. It is understandable that customers’ needs are permanently changing, and customers are more informed and demanding with certain expectations on the services they receive. It is approved by the business practice that the biggest asset of an organization are customers, as they more aware of what they want and desire (British Telcom Group, 2018).
British Telecommunication History
British Telecommunication (BT) is one of the world's most established communication organizations, from all the way back to The Electric Telegraph Company, incorporated in 1846. It was the first organization to develop communication network countrywide in the UK. The organization attach great value and importance to its long and rich heritage. Its heritage policies explain how they work to conserve and share its national heritage. BT Group plc is a British global media telecommunication holding organization headquartered in London, United Kingdom. Its operations are in around 180 nations and it is the biggest provider of fixed line broadband and mobile services in the UK, and furthermore gives membership subscription TV and IT service. BT Company is now global and operates worldwide distributing its products and services to its customers internal and external. They have a strong set of assets, including a leading position in the UK in fixed and mobile access networks, with strong and clearly segmented brands. They have deep relationships with a wide range of customers including 30m consumers, 1m businesses and around 1,500 multinational corporations. The organization also enjoy close strategic partnerships with key content, technology, device and service suppliers. BT’s strategy evolves to continuously making sure they develop power to allow them act on the challenges and market opportunities like focusing on converged connectivity and services. BTs commitment is to effectively improve every part of their customer experience. The “BT purpose is as simple as it is ambitious, to use a power of communication to make a better world” (British Telecommunication Group, 2018).
Understanding Customer Expectations of Service
According to Parasuraman (1991) a research study shows that some organizations not only have competitive advantage in customer service, they also obtain solid customer loyalty and build permanent relationships. It is argued by the authors that it is vital to understand customer expectations and respond better to them, by provide superior services. They were two different kinds of expectations that was found during this research, both of which can change over time and from one service encounter to the next for the same customer. By responding suitably to these expectations, managers can expect emerging and acquiring a “customer franchise”. Acknowledging the expectations of a customer, it is a requirement to delivering excellent services, it is natural for customers to assess and evaluate organization’s services by comparing perceptions with expectations. In this research of understanding customer expectations of service, customer pay good money and expect fair treatment of good service in exchange. Most times customers believe that the more money paid, or the higher price for service or product the better services should be. Even though it is expected to receive good service for high costs, in my opinion, a low cost of a product and service should not be valid excuse for poor service. Organisations have a chance of improving on their reputation of customer service by delivering the equally good service customers think they are buying. Parasuraman (1991) findings suggest the expectations of the customers’ have two levels; desired and adequate. The one that customers hope to receive is the desired service level, which is a combination of what is believed by a customer “can be” and “should be”. Next one is adequate service level, this is found acceptable by customer, this is partly based on the customer’s assessment on what the service “will be”, this is the “predicted service” by the customer. This may vary between situations and customer. It is likely that higher service expectations come from customers who are more experienced in the world of business. It is undeniably that customers will look for and expect good product quality for good price and quick service so, BT uses these expectations to beat its competitors in the market. BT operational services and sells of products are through Phones, online and touch point between them and customers this has allowed them faster service, also working with open reach for even faster home services.
The process of service is a crucial one for an exceptional customer expectation. According to Parasuraman, et al. (1991), ten dimensions were integrated into five main ones that are used to reach customer expectation. This resulted in the development of SERQUAL model for “Service and Quality” The five dimensions of customer service expectations; 
Reliability – This is being able to do and complete a guaranteed service reliably, accurately and precisely. Customers expect the services they pay for to be of a certain standard and dependable therefore giving them a peace of mind. 
Responsiveness – This is the enthusiasm to give assistance and support to the customers as quick as needed. Customers expect a quick response when they have questions or a problem to be dealt with urgently. Be available and willing to help.
Assurance – Employees must have knowledge of the products they are selling, able to answer questions, politeness in serving customers, be able to portrait trust and confidence. Customers need to feel secure and reassurance of that the product they are paying for will do what it says it will do.
Tangibles – The physical appearance of the business premises, personnel, communication materials and general equipment should be in a presentable condition. They should match the customer expectation seen on ads, and websites. For example, a clean warm waiting area, access to a cup of tea and drinking water available while waiting for service. 
Empathy – Understanding of customers individual needs by paying attention and giving the care. It about assuring the customers that you understand what they are going through, and you are there to support them fully. This could be undelivered service, unsatisfactory service or a miscommunication. 
Customers see the dimension of reliability as the service “core” and so have higher expectations here. All the five dimensions of customer services expectations are as important, followed they provide outstanding customers service as well as creating better, loyal and reliable organisation customer relationship. 
Customer Service Value
Customer service - is the general ability to recognise, and identify customer needs, providing them an exceptional fulfilling service. This is a very demanding service which needs commitment and an extensive understanding from the organization to meet customer expectations. Organisation need to go through the process of reviewing the service provided to the customers time to time if it is what they expected or even better. Good customer service will bring more customers through referrals and recommendations from friends and family therefore, growth to the organisation.  
Value - is the worth in terms of money of the technical, economic, services and social benefits a customer and company receives as an exchange for the price paid for in the business market. An organization should be clear on what they need from the customer in advance, also understand what the customer expectations are and be ready to negotiate its value. For example, “the organization might offer to provide the resources to gather the data at no charge to the customer and guarantee to share all ﬁndings” (Anderson and Narus 1998). However, customers should be aware of their personal information they are putting out there and how it is being used.
BT explains its values as not only to make profit but to deliver to their customers a superior service of what they want and pay for. BT understands the customers need to feel highly valued and appreciated for their business relationship. But they also should understand that they may have different values from those of the organization. It is important for the organization to be careful not to offend customers against their beliefs. Culture and norms, their preferences should be respected. The main important objective is to make sure that a customer perceives total value of the product cost and total usage. The BT retail Strategic goal is to continuously develop and heighten customer loyalty, satisfaction and quality, whilst cutting expenses by stopping fails and changing the business by empowering internet technology use. 
Factors to Maximising Customer Service Value 
BT group has built a team of trained employee over who are the core foundation of its success in its production and long service. Customer champions (2018) explains the five factors that are used to maximise customer service Value; 
Selecting the right staff – recruiting and selecting the right candidates is a key to a high achieving employee and they contribute to success of the organization. Preferably get people with a positive attitude towards work and those with employability unique skills to bring to the organization.
Training and developing of staff in soft skills – frequently train employees in customer service through workshops for effective customer service skills. For example, Problem solving skills, decision making and staying Calm and firm during a conversation with a difficult or angry customer are all essential skills. The right training helps the company maintain and attract the right employee staff with great skills. Empower employees to be able to have flexibility in finding solutions, employees should be able to act on customer queries without delaying to first seek approval from manages, this will save time and money for the organization. They should have some level of authority to deal with customers cases. 
Collecting customer feedback – This is asking customer what they think of the service provided or a product bought, it could be positive or negative. This can be done via email, text, online or verbal. Customer feedback is a valuable tool in all organizations it helps in improving services and avoiding repeating the same mistakes but find solutions. Gaining an understanding from the customer’s viewpoint is important. It helps build trust between the organization and customers, the company will gain as the customers will keep coming back. Without the company looking from the customers viewpoint, they would not fully understand their real needs. This also involves respecting customer buying decision, Beliefs, issues of sustainability like ethical consideration in quality, recycling and other social responsibilities.
Customer assurance – a customer should be offered a refund and compensation in case of mis sold product or services, where it is necessary and given a verbal or written apology for inconveniences caused by the organization. This could be good for the organization’s reputation and keeping customer relationship. The customer could have incurred loss of earnings and time waste.
Ethical behaviour and standard – Aristotle (1985) considered the virtues of an ethical person and he believed bravery, truthfulness, justice and generosity to be the greatest attributes a person could observe and internalize. When reacting to emergencies or problems, a person’s first responses are regularly the ones that have been practiced. Responding in a way that is ethical and good, this is because strong ethical behaviour and standards have been adopted. Similarly, developing behaviour based on fairness, courage, integrity and decency prepare the leader for ethical responses to moral dilemmas and situations that require immediate action.
There are other different methods used to maximise customer service value one of them is using Customers Contingency Table. Its purpose is to allow employees understand the needs of their customers internal and external, so they can help them fulfil customer expectations. To be able to understand and learn the level of customer satisfactory internal and external, organization employees may use Customer Contingency Table. A combination of mind mapping, brainstorming may be helpful in recording customer needs, requirements and level of their expectations and above. The benefits of this method are to help link the business customer and their level of requirements (Maund, 2018). (Example of Customers Contingency table is in Appendices figure 1)
Effective system in meeting customer requirement
· Touch points - are integrated and used differently by customers for different services depending on situation, preference and the way they feel. BT customers use accessible and effective touch points, like reserving a product online to pick up later, choose an alternative delivery point, for example a customer may request their products bought on amazon to be dropped at a nearest Morrison or post office where they would pick it up in their convenient time. Next day deliveries and solving customer questions through live chats quickly saving time and money. There are also premium services which promotes their sale. 
· Effective communication – via emails, skype conferences, phone calls, texts, leaflets of promotions, paying attention on customer communication is very essential for any business whether its long term or short-term service. Effective communication builds relationships and helps meet customers’ needs by providing the right service and product at the right time therefore avoiding setbacks and disappointments. It starts with asking questions related to the situation to attain clarity on how to serve customers’ needs. Clarity on decisions and actions to be taken should be communicated well to the customer, it gives them assurance and removes disputes and confusion. Customers gain experience based on the information that the receive from the company’s touch point.
· Quality System – BT has a quality of operation, special logo design on their products which give it class of originality, promotes its brand which sets it away from other products. Nowadays there are so many imitations of brand names and designs and so by the way it is labelled, packed and delivered is important to a customer.
A Regular and good communication between an organization and their customers builds trust and reliability and so customer requirements are met. For example, a customer may buy a product and have problems following instructions on how to use the product, if there is open communication with the customer service and they get the support they need, the customer will leave satisfied and is highly likely to buy from them again and recommend others. BT has a very quick response to customer calls and most cases if the problem is externally, a technician is sent within a short period of time. This lays a strong foundation of business, customer relationship with long term sales (Small Business 2018).  Employees should be actively involved in the functioning and development of the organization so that they are fully motivated by being part of the organization’s success. Key elements of successful organizational management are having a set up suitable initiative style and effective two-way communication with employees. When Employees have open communication with managers and senior managers within the organization it gives them confidence to put their ideas forward and contribute more in decision making.  Building a positive supportive working environment for employees despite personal differences in culture, norms and values will equip them with a need for achieving high. BT International plc sells ﬁxed-voice, broadband, mobile and TV products and services to individuals and households in the UK. Business oﬀers communications services ranging from phone and broadband through to complex managed networks and IT services and cybersecurity protection. BT International plc also assist other communication providers to serve their own customers and several public services counts on their technology in the UK and Ireland.
More often customers’ needs change and they upgrade to new products and services like, Wi-Fi, or products for example, iPhones, iPads, latest BT offers on broadband, one month free, buy a one product and get the second one. This is an advantage to the organization if they keep in contact communicating with their customers then they will make sales. This also help the organization know what other services that the customer may be interested in. There are many other telecommunication businesses rising and so there is always BT competitors trying to entice customers with low prices and free vouchers. BT offer quality, value and outstanding customer services, most of their customer are have been with them for a very long time and have grown with them. BT international plc customer service are committed to running their business responsibly. The organization strives to maintain high ethical principles and to respect human rights. It also means doing their best to encourage high standards in their chain of supply and business.
Customer Relationship Management (CRM) 
CRM can be characterized as an organizational methodology that aims at understanding and make an impact on customer behaviour through significant communication so as to enhance customer acquisition maintenance, loyalty and productivity (Ngai, 2005). It might likewise incorporate the end of the relationship, should the customer turn out to be unbeneficial to the organization (Du Plessis, Jooste and Strydom, 2001). Customer Relationship Management is the relationship between an organization or business and their customers. They both contribute therefore have a level expectation from each other. The customers expect value for their money, trust, reliability, good service and lower prices. Organizations will expect to make profit from services provided and products sold, as well as loyalty from the customers. The reason CRM is an important tool in the organization perspective is it helps in building relationships with customers, for example gaining customer trust, loyalty, retention therefore bringing about the development of 1:1 relationship with these customers. If an organization is building a relationship with its customers, through trust and gaining loyalty, the customer should have knowledge of their personal information the company holds. In that case they should have data protection agreed so that customer details are not sold on to others.
The Use of Technology in Customer Relationship Management (CRM)
Effective CRM system implementation is the objective of any organization that forms relationships with customers. To encourage this, CRM system hold a lot of guarantee in improving these actions. Regardless of uncertain implementation to date, prescient CRM, intuitive CRM and technologies around there can be a portion of the real benefactors in such manner, which can furnish the organization with an aggressive edge in the commercial business. It must be guaranteed that the CRM system that are chosen are fitting for the organization and utilized deliberately so as to pick up the most extreme advantages from them, in particular the fulfilment of CRM objectives. It is not just the coordination of the system that is required inside an organization. The application of cutting-edge technology which incorporates prognostic Customer Relationship Management and Integrated Customer Relationship Management has the potential impact of helping the organization decide future conduct and making the important changes in their operations. It further empowers the organization to cooperate with the customer and decide essential changes with respect to the organization. This has the impact of expanding the adequacy of the organizational and of the CRM methods that structure some part of their strategy. For an organization have a good relationship with customer they must build customer profile with accurate up to date data, valid data, and know shopping behaviour of the customers. It has been suggested by (Abbot 2001) for organizations to be able to implement customer relationship management, they must have extensive data of customers if it is needed.
Customer Relationship Management Tools - A primary segment of any CRM strategy involves a two-way communication amongst individual customers and the organization externally about each part of the relationship, empowering the organization to change its strategy, involving customer service, product design and channel choices. According to Gubser (2001) There are different ways of technologies used in communicating and interacting with customers and service offer, some of these are;  
Intelligent Email - Email remains a key strategy for client contact for over 70% of online organizations (Gubser, 2001). In research directed by Bradshaw and Brash (2001), 85% of sites welcomed email contact with the organization yet 32% answered to the email sent by the customer (2001). This research further discovered that response times to emails shifted between 40 minutes and four days. The development of artificial intelligence implies that basic and regularly made inquiries (FAQs) can be replied by a computer without the customer learning of the way that the message was really computer generated rather than human response. The quicker and progressively compelling reactions to customer inquiries that are enabled by means of intelligent email altogether decrease client time costs and enable the more effective goals of their issues. As a result, customer satisfactory increase so is loyalty and consequent dedication and standards for dependability.
Live chat -This can be used in case of queries about the services offered by the organization, purchases and delivery of a product. An icon of live customer chat box will appear, once clicked then there is live communication. If a customer had registered their user name while using the website during shopping before, it is likely their information history will be still available to the Customer Service Representative (CSR) and will be addressed by name politely.
Computer Telephony Integration (CTI) – combined as web pages now are equipped with a call back button, whereby when pressed it opens a new window where a customer can enter their contacts for a call back. This function can be beneficial for the organization in making sells and getting new customer, customer service representative calls back with the knowledge of customer needs and determined to make sales by making a customer feel they got a good bargain (Gubser, 2001).
VoIP - VoIP is an innovation whereby an organization's Local Area Network (LAN) or Wide Area Network (WAN) is used to transfer information and voice. This basically implies that an organization no longer needs to have a set of telephone lines so as to interact with the outside world. It allows the organization and representatives to have a direct communication with customers through speakers and headphones. This technology enables sales person to demonstrate new items or administrations while talking with the customer about their different qualities. This can promote website effectiveness overall and builds customer relationships, acquisition and maintenance because of this way of communication.
Ethical Sourcing, Buyer Decision and Issues of Sustainability
Ethical sourcing is defined as a procedure of safeguarding the way products are sourced and that are attained in a right, decent and justifiable way, making sure that the process did not cause harm or unfairness to those involved in making and the sourcing process considered the social and environmental impact. Organizations all over industries are including ethical sourcing policies in their organizational culture and standards. While the essential objective is to guarantee that products and services are performed and produced ethically, this liability goes beyond the deed of sourcing goods and services. Many trading companies are now aware of the labour exploitation, human rights violation, animal violation and environment damage in the third world countries and it has become an important strategy in addressing those concerns (Wong, 2000).
BT is focused on maintaining their business reliably. They endeavour to keep up high ethical standards and to regard human rights. It additionally implies doing their best to encourage exclusive expectations in their supply chain and business. BT's policy which has been long standing is no child labour, forced labour is well monitored internationally to avoid labour exploitation. Worker are respected and have equal rights (BT Modern Slavery Act, 2016). 
BT Group follows a code of ethics, which is to abide by all laws, policies and protocols that in relation to BT, customers and shareholders. Employees conduct of behaviour with colleagues and customers is the reflection of the organization culture and values and so should comply with their code of ethics like integrity. BT follows a recycling policy of product to protect the environment.




























Conclusion
Customer service is the number one stop point for service and product enquiries this can be online or in store. For organization to serve diligently there should be a level of good business relationships with their customer, gain trust, loyalty, be available. Effective communication through all the available channels is a key element in having honest relationships, once customers are happy then they are likely to recommend others and write a good feedback which will increase profit and build a good reputation for the organization. To reach customer expectations in service product and quality, the organization must have a system that that allows them to collect data if needed, from the customers which shows their shopping habits, their choices of products and how frequent. The organization can also update their customers on offers and seasonal discounts as their loyal customers before public sales. This system is helpful in creating data collection by listing customers in groups of how they shop and expenditure. Customer Relationship Management CRM in an organization is very important in maintaining relationships between organization and customers through paying attention on customer retention, customer acquisition and customer profitability. The CRM used well can improve on customer relationship creating reliability in improving company productivity and profit.
In every organization’s success there is a powerful team of management and employees that have shared culture and values. Training is vital in organizations performance and productivity because through training individual’s talent and potential are developed and enhanced and recognized. Employees need to know how to speak to customers in a calm voice and respectful way especially when dealing with unsatisfied unpleasant customer. An organization should be in a position to deliver services and products ordered as promised to a customer so there is no distrust, and if there is any reason of delays or lack of delivery a customer should be well informed. 
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Appendices:
Figure 1         
CUSTOMERS                                      LEVEL OF CUSTOMER OF NEEDS
	Must
	Expectation
	Above Expectation

	Receive
product order
	Easy to order

Added Value

Helpful service
	24-hour delivery

Free shipping

	Receive correct information
	Easy to Deal 
with process

To be treated
like a valuable
customer
	Full
cooperation


External and internal
Key 
Must is the minimum customer requirement - not reaching this means customer dissatisfaction, if an organisation fails to satisfy the customers this may put a business in administration ( Maund, 2018, p. 146). 













The advancement of CRM Technology can be seen from the viewpoint of the dimension of information technology innovation applied to building customer relationships. the development process is identified in four phases (Stefanou, Sarmaniotis and Stafyla, 2003). These four phases are outlined in Figure 2.
The Organization with customers that have a more noteworthy consolidation of technology in their CRM techniques will be more fulfilled than those with a lower level of technology.
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Figure 2: The phases in the development of CRM
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