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Introduction 
Customer experience is considered as one of the most influential aspect when it comes to determine the values and processes associated with an organisation. This assessment comprises of major factors that are related with the development and application of customer oriented experiences in order to develop as an organisation in a wider context for companies like Arcadia group. Increase in customer value and application of different areas that influence the performance ability associated with an organisation is a major constituent included in this discussion. In order to have an overall understanding of the possibilities related with developing customer expectations and relevant experiences there are different aspects that need to be considered. They provide a relatable approach in order to enhance major areas like decision making process, importance of quality control, maintenance of a good customer relationship. In addition to these, the assessment also reflects the organisational quality control and their respective effectiveness in meeting customer requirements. A perfect depiction of major factors in order to facilitate an understanding and engaging in customer experience has been provided in this essay.          
Thesis statement 
Analysis customer experience and requirements are largely associated with the development of major factors that enhance in improving the quality and management of an organisation. An effective and proper analytical study of these aspects helps in developing a more compatible and healthy business operating environment. 
1. Factors influencing an organization's ability to maximize customer value
Customer value consists of two aspects- one is desired value and the rest is Perceived value. Desired value points out to customers’ expectations from a service or product. Whereas Perceived value stands for customer experience whether good or bad after receiving the service (Kumar and Reinartz, 2016, p.53).  The factors that influence the organization to increase its customer value positively in the context of Arcadia group have been discussed below.

Figure1: Factors in customer value
(Source: As influenced by Kumar and Reinartz, 2016, p.53)
Quality modules and standard
Service quality is a combination of the perceived value of a service and perceived performance of the service. An updated service quality not only increases economic competitiveness and profitability but also helps to meet customer value (Hussain et al. 2015, p. 171). In Arcadia group, an international retailing company situated in UK, which has now become an online clothing site, service quality turned into a major factor in keeping the customer rate. Quality standards determine the origination of the purchase intentions of the customers in Arcadia group. According to Kumar and Reinartz (2016, p.39), customer value is consistently turning into a corporate goal. Thus, in the world of high reaching online shops, traditional shops like Arcadia identified the urge for better quality standards in the service and mainly in the products to expand their business globally. The company works on its quality modules and levels as customer value is not an ultimatum for the organization and rather its process. The consumer’s whole impression on the superiority or inferiority of the organization is basically dependent on this factor  (Lemon et al. 2016, p.71). The pressure on Arcadia is not only to modify the quality standard but also to keep the old positively reviewed quality to avoid customer dissatisfaction. Apart from that, the service quality of Arcadia affects the decision-making process of the customers. In order to increase the service quality, the company hired over 24,000 employees from all over the world to manage its newly expanded physical markets and also digital shops (arcadiagroup.co.uk, 2018). The intention behind it was to satisfy its customers more by giving them clothes related to their national context and thus increasing the customer value. The company’s one of the main focus is to understand their customers, fashion, their brands to deliver great products to the world.  Arcadia faces great challenge in keeping the cost of products affordable to their customers and in maintaining the product quality simultaneously. During the period of cost hikes, the company loses their average customer rate and this directly affects their profit making and productivity. 
Customer Service
Customer service includes the advice and assistance that the company provides to their customers at the time of using or buying their products. It gives importance to the needs of customers by delivering finest quality service during, before and after the consumers' needs are met (Khodakarami and Chan, 2014, p.29). Arcadia has over 1,000 employees who work as a group with the same passion to make the customer service as comfortable as possible to their customers. A special HR team works on training their employees to bring out the best in them so that they can provide the expected customer service.  Arcadia owns over 900 shops around 40 countries. Thus, they modify their services every now and then to make sure that their international customers can enjoy the equal shopping experience as they would in UK. Arcadia shifted their focus to attention over every detail to balance an environment that is fast-moving. One of their goals is to offer a beautiful shopping environment for the consumers. However, according to the management team, they have lot to work on their store development issues as they have over 2,000 stores shops in US, EU, and UK (arcadiagroup.co.uk, 2018). They are trying to establish new sites for shops and to design new in-store concepts that will make each brand feel something special to their customers. Like any other newly emerged online companies, Arcadia lost several customers for their poorly secured transaction issues. It is only about the product that an organization delivers but also their behaviors, approach to their customers that affects their profit making (Lemon and Verhoef, 2016, p.73). Arcadia fails occasionally to deliver products within the predetermined time that offends consumer expectations. 
Customer centrality
Customer centrality is a management viewpoint where the requirements, predispositions, and wants of the customers are considered to be the initial outlook for managers of any business in the process of decision making. This strategy instructs to develop and revise the service to nurture faith and loyalty with their customers (Khodakarami and Chan, 2014, p.27). Arcadia uses this factor by developing methods to keep in touch with their customers. The company provides gift card facilities for occasions like mothers’ day, Birthday or just an ‘I am thinking of you day’ to attach the products with customer emotions (arcadiagroup.co.uk, 2018). This enhances long-term customer engagement objectives of the organization. Arcadia group claims that nothing is more important for them than their customers. Thus, their customer team creates a perfect shopping experience by working all day long from their multilingual contact center globally to mitigate customer queries. Moreover, the group takes care of their stock and helps in avoiding fraud by creating a secure environment for their customers.
Value and purpose of Customer relationship management 
Customer relationship management is a method that manages company’s interactions and relationships with its potential customers.  It is the relationship between the customers and the business. Customers expect a lower price and utilization of their money wisely while company expects profit and returning customers in exchange for refined service. CRM bridges and balances these two contrary factors by giving importance to both. Thus, the purpose of CRM team of an organization is to understand the development areas of services and products to keep up with the changing needs of the customers (Kumar and Reinartz, 2016, p.59). Arcadia follows the latest discount patterns where their customers can share their discount cards with family and friends that eventually increase the customer rate. The company believes in providing satisfying experience to each and every customer their positive experiences can be extended from that particular client to others. CRM team of Arcadia works on methods to make the shopping experience profitable mutually for both the business and customers.  Advertising is one of the wisest techniques in Arcadia to increase profitability as customers often buy products such as designer clothes that they do not basically need if the advertising can allure them into buying them. The online sites of this company keep an update of the clothing style and interests of a particular customer and notify them about certain clothes when they are in stock. Detailed pieces of information of customers are filled up after their shopping is complete to deliver distinct services to distinct client. 

Figure 2: Value of CRM
(Source: As influenced by Berguson, 2002, p.41)
Buyer-seller relationship
The buyer-seller relationship poses both benefits and challenges to the business in context of Arcadia. Benefits of buyer-seller relationship work through customers and efficiency. Proper identification of opportunities in the relationship increases per customer value. Rates of customer churn can be avoided by increasing improved customer experience through customer relationship (Berguson, 2002, p.41). A positive customer relationship gives affirmative impact on perception of brands and eradicates threats of brand damage (Goodman, 2009, p.33). Arcadia offers an attractive service by providing incentives such as announcements of sale seasons to make the customers buy more than usual. Other than that the efficiency level of the service is increased via technology, information and process sharing. Improved customer relation in Arcadia made the organization more flexible in a way where the company re-evaluates its systems keeping the customers in mind. The company now indulges more in researching customer data to identify their needs that indicates new roads for growth. The benefits that the customers experience after the increased use of customer relationship are that their choices have been increased in choosing and buying products. On the contrary, the company suffers from poor Return Of Investment for investing heavily in non-effective CR strategies. Due to Governmental interference, Arcadia cannot go through detailed customer data and thus end up collecting irrelevant data that ultimately do not help in profitable customer recognition.  
Managing customer expectations
Customer expectation is the desired value of the customers that is formed before the shopping experience depending on factors like status of the store or the previous shopping experience of the customers from that store (Assael, 1995, p.69). A superior service can be delivered if the company understands that customer expectation is a major prerequisite for that. Customers make an automatic comparison between their expectations and their perceptions to judge or grade a store. Thus service performance depends on this factor (Forsyth, 1999, p.61). Customers expect the service basics such as a competent customers service, a simple return policy, comfortable environment, payment security and last but not least, a satisfactory product delivery (Foxall  and Goldsmith, 1994, p.71). Arcadia provides a vast range of products where high-cost products satisfy the customers for whom investing more money is equivalent to a satisfying service and also the customers who search products in affordable yet reliable products. The company provides a fair service by retaining the loyalty those customers expect from them for investing so much money there to avoid customer mistrust and resentment.  
2. Provide a critical understanding of your organisations quality processes and its effectiveness in meeting customer requirements  
Buying decision making process including ethical considerations such as fair-trade, sustainable resources 
The impact of various ethical considerations is widely recognised in terms of developing an efficient quality management in order to influence buying decision of the customer. According to views of Badgaiyan and Verma (2015, p.149), availability of factors such as fair trade and sustainable resources add a major advantage to the customer oriented benefits and thus initiate a mechanism that reflects efficient customer service in terms of product availability. In order to evaluate the customer decision making process there are different aspects that need to be recognised. Some of the most influential steps related to the development of an understanding related to customer decision making process are:
Recognition of problem: Mostly, a customer is driven through some sort of problem while consideration of needs and wants related to a product. The decision making process is highly associated with the development of major aspects that relate to resolution of any respective issue or problem (Terlau and Hirsch, 2015, p.163). In order to maintain the quality and requirement aspects of a potential customer an organisation like Arcadia group, needs to acknowledge the fact that reflects the need and requirement aspects of a decision making process. In order to develop a customer centred perspective of development the quality management team needs to facilitate the various aspects that can lead to problem generation and thus applying the different quality management strategies accordingly. 
Process including searching of relatable products: In order to sustain the needs and respective solutions related to the identified issue and problems the customers examine different products on the basis of their respective quality and accessibility. This provides an opportunity for organisations like Arcadia group, to examine their product in terms of quality requirement of customers in order to have a positive influence over their decision making process. According to the views of Ashman et al. (2015, p.135), the organisations need to concentrate over basic requirements in terms of getting through with the growing relatedness in a specific market.      
Evaluation of alternative options: A huge availability in number of product based organisations has also influenced the customer buying decision making process. A more precise level of quality attainment and customer oriented product development has been accepted as one of the core values by product based companies like Arcadia group. This has lead to the development of a more competitive aspect in terms of enhancing the customer buying experience (Mason and Doherty, 2016, p.462). 
Decision evaluation: Loyalty building is one of the most influential factors that are largely dependent over the aspects of decision evaluation process. In this section of customer decision making process there is a evaluative analysis by the customer in terms of their purchase which is ultimately for developing major objectives for future transaction or in other words a loyalty building (Quarshie et al. 2016, p.89). At Arcadia group, a major factor that is considered to be the driving force behind loyalty development relates with providing quality products to its customers. In other words, it facilitates the development of major challenging aspects for competitive analysis of the relatable situation in terms of process improvement. 
Ethical considerations such as fair-trade and sustainable resources:  In addition to the provided qualitative analysis of customer decision making over the product selection at an organisation, there is another aspect that largely responsible for influencing the buyer decision making and orientation of the production process with respective customer requirements (Harris et al. 2016, p.310). Various ethical considerations such as fair-trade, sustainable resources comprise a larger segment of customer satisfaction and development of trust as well as loyalty factor in the current scenario like Arcadia group. Apart from the product quality and brand popularity, this is the area where customers are largely focused in order to perform buying actions. The availability of factors like fair trade and sustainable resource reflects the development of majority customer support in order to analyse basic business ethics like good and appropriate actions, social care and development oriented processes, reciprocity and social supporting and responsibility. According to the views of Buis et al. (2015, p.45), these aspects are not related to corporate marketing and big data analysis. In spite of that, these are driven through human values and social relatedness of the customers. Availability of these ethical considerations has a major impact over the development of an organisation in terms of its customer base and product popularity. Majority of the factors that reflect advantages associated with the application of fair-trade and sustainable resources relate with the development of sustainability in income, customer empowerment, individual and community wellness and planet health. These factors are largely appreciated with the customers in course of their decision making process and thus is largely kept in mind by the producers like Arcadia group. 
(Refer to appendix 1)           
Appreciation of the importance of quality control 
Quality control is the method related to a process which facilitates development of product in order to meet the respective expectations of those who are receiving them. Its implications are largely associated in the clothing retail market as in order to ensure the product betterment factor along with the customer satisfaction factor availability of proper quality control measures are a severe requirement. There are different aspects that reflect the availability of accepted level of product development and customer satisfaction (Goworek et al. 2015, p.78). In addition to this, other factors that facilitate the availability of a measure for enhancing the quality control comprise of the quality of raw materials, proper availability of supply chains for efficient and safe transportation of products and availability of recent trends related to product designing and development. According to the views of Kaynak and Herbig (2014, p.69), good quality products are the most initial as well as essential requirement that is related with customer requirements and demands for any industry. 
At Arcadia group, the quality control is largely associated with a distributive natured quality check process that concentrates over different areas of production and sales. These areas are product designing, raw materials quality and their sources, assembling, supply chains for product movement. In addition to this, a major advantageous analysis related to the development of respective quality standards reflect the impact of quality control over factors like maintaining of customer satisfaction and brand loyalty. The economic aspects related to the development of product are also recognised as the risks as well as costs for faulty goods decreases at a larger extent. 
The availability of different theories in relation with the product quality management reflects the association of its impact over major aspects like customer satisfaction, sustainable development, improvement results and brand popularity (Ruskin-Brown, 2005, p.364). Some of the relatable theories that largely reflect the importance of applying quality management to different aspects of a product based organization like Arcadia group:
Total quality management: Total quality management reflects the advantages that reflect a management approach in order to develop customer satisfaction and consecutively success for an organisation in a larger and longer context. It is an extensive phenomenon that reflects the importance of teamwork in order to enhance the developmental aspects related to a product quality improvement. This theory is largely associated with Arcadia group as it includes products, services, culture and various processes that are related to final product development. It is often considered as a customer focused method of improving product and service quality by an organisation (Wellington, 2010, p.127). There are different aspects that comprise the development of an operational theory of total quality management:
Customer focussed: The determining factor that relates with the association of different quality control initiatives like improved design process, upgraded technology and tools, employee training and skill development at Arcadia group is related to customer satisfaction. Thus, each of the factors is focussed with customer needs and requirements.  
Total employee involvement: It reflects the involving and association of every employee at Arcadia group in the present framework of quality improvement. It also promotes a proper utilization of available resources along with development of a set standard of quality all over the production and management departments (Buttle, 2009, p.265). 
Process centred: The process centred development helps the company to accelerate the innovative approach throughout its entire production process in order to achieve developmental results in terms of customer satisfaction and development.  
Integrated system: An efficient integrated system for further provisions in employee motivation and relatively customer satisfaction is a major application of quality management at Arcadia group.    
Strategic and systematic approach of development: It applies with the development of major objectives that are frequently used in order to facilitate optimum utilization of resources through application of strategic and systematic approach of development at the organisation (Christopher et al. 2013, p.365). 
Continuous improvement: A continuous improvement mechanism for enhancing the development of customer oriented product development in terms of quality is a major reflection of total quality management theory.  
Fact based decision making: In order to facilitate an increase in customer satisfaction factor in product development, proper analysis of the facts and trends and managing product orientation accordingly is largely accepted in all major decision making process at Arcadia group. This helps in developing a major fact oriented business conduction process (Goetsch and Davis, 2014, p.147).   
Communications: Communications between different fragments of an organisation like Arcadia group, play a very vital role in creating customer oriented development and management of business accordingly. It helps in developing a coordinative aspect in order to enhance the product quality and relatively its popularity in context of responses from potential customers.    
(Refer to appendix 2)

Figure 3: Total quality management
(Source: Kaynak and Herbig, 2014, p.70)

Juran’s theory of quality management: The theory of quality management provided by Joseph Juran is largely relative to the quality control management aspect implemented at companies like the Arcadia group. It implicates the importance of major objectified aspects that relate with planning, control and their respective improvements (Luangrath et al. 2017, p.102). This theory advocates the need of identifying customers along with their needs also the related activity that needs to be done in order to meet those requirements. This theory majorly focuses over the involvement of top management personals in order to facilitate a customer oriented commitment to quality and product betterment. In addition to this, the juran’s theory reflects the importance of real time application of possibilities that account for a better development of organisational needs.       
             
Figure 4: Important aspects of Juran’s theory of quality management
(Source: Luangrath et al. 2017, p.103)
Customer value  
Customer value is reflected as majorly applied phenomena in order to analyse the acceptance of a differentiating aspect between the product and their respective cost. It is widely divided into two major aspects known as desired value and perceived value. The similarity index between these two factors analyse a respective customer value related to a product. In order to employ its acceptance in customer orientation a major fact of focus can be related to the development of its impact over the decision making process through a relative comparison of perceived value of different products. This perceived value can be calculated through a comparative analysis of perceived benefits of different products in terms of their respective costing factor (Schilling and Neubauer, 2017, p.49). 
At the Arcadia group, there are many value drivers which provide customers a comparative analysis of different products provided by some different companies with similar inclination. Some of them are product function, differentiation points, marketing, branding, pricing, existing experiences, personal basing factors, quality and service related to the products. 
This theory is up to a major extent related with the orientation of product improvement through customer alignment and satisfactory factors. This production cycle is largely associated with important factors like discovering of value opportunities, creation of a market oriented offering, delivering of the values, and communication of values throughout the system of implication in order to enhance its acceptance. According to the views of Badgaiyan and Verma (2015, p.155), this theory is very crucial in order to enhance the customer oriented development of any product based organisation. It reflects the ideology that implicates the development of major objectives in order to ensure quality improvement and product popularity among different sections of the customers.
In context of the Arcadia group, application of this theory is carried out in a more organised manner in order to enhance the customer base and to develop quality improvising factors. There are three basic principles that are applied in order to enhance the developmental factors at the organisation in order to enhance the customer value development and association. The first principle provides an informative application of factors that are related to assessment of customer values in different stages that is before purchasing and after purchasing the product. Then it implicates the delivery of products in two different manner for their assessment at different levels. The delivery of customer value has a very initial step that relates with understanding of customer values.                
Conclusion  
A conclusion can be drawn from this assessment reflects the various aspects that are responsible for development of customer oriented products in a product based organisation. It reflects the importance of various aspects like quality modules, customer service, customer centralirty, customer relationship management, buyer seller relationship and management of customer expectations related to the respective organisation. The analysis of these factors provides a major understanding of the respective workplace quality management processes. In addition to this, an analysis of customer experience in an organisation is reflected in a major portion of this essay. In addition to this there are also some other factors depicted in this assessment that reflect the importance of customer orientation in product and quality management process of an organisation. It also provides an analytical reflection of the subject through application of different quality management theories like total quality management and Juran’s theory of quality management. Application of these theories and their respective impacts in order to achieve a major development in quality management of product based retail industry is largely focussed in this assessment. The major areas that reflect a proper analysis of quality assurance and developmental results reflect the importance of major possibilities that are presented in major portions of this essay. 
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Appendix 2: Impacts of total quality management theory 
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