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1.0  Introduction 
The purpose of this report is to present and critically analyze the factors that are influencing an organization to maximize its customer value by identifying and understanding the customer needs.
Using annual company reports, sales patterns, customer trends, and sales trade reports will aid in identifying ways to value the customer experience increase loyalty.
The focus of this analysis is to represent the CRM impact and how CRM helps the organization to engage consumers and models to improve CRM.
This report aims to show how Selfridges as an organization engages the customers within a business through CRM by using research and analytical thinking in presenting graphs to demonstrate the findings. 
By the end of this report using research, literature, and recognized models will present in detail how to identify the customer needs how to enhance and maximize the customer experience satisfaction.
The base of this report will be using models from academic literature and will describe ways of performing better customer experience and engagement.

2.0 Customer Relationship Management in modern business. 

2.1 The Customer definition, its importance to the business and CRM. 

Many times, people ask, what is the difference between a client and a customer?
There is no difference, a client, a customer or consumer is someone who has entered the business to purchase goods; this activity can be physically or virtually.
Being a customer implies someone to buy a product or services in exchange for money, which will bring profitability to the business.
Until the 90's the companies could not identify the needs of a client, not understand their shopping habits, number of visits in-store or the amount of money they have spent within the company or on a particular product or service.
Around 1997 Customer Relationship Management was born, nowadays known as CRM. 
A company to be profitable, grow, and expand it needs consumers to spend their money on the products or services offered; therefore, clients are so valuable to the business.  
CRM's primary purpose is to redefine the relationship between customer and company. It is a dynamic process which manages and engages a mutual interaction between the client and the business with computerized tools to "support" each other along the journey. In one word, the customer is the foundation of CRM in the 21st century (Brian Bergeron 2013). 
The interaction between the two is saved and monitored by computer software and recorded into a client preferences database. This database very often allows the company to review the clients shopping pattern by regularly and automatically checking the sales, marketing, and management. 
The same way a company engages with its customers; they can also disengage and dissuade the clients that bring no profit to the company, which is also called browsers or window shoppers. Browsers or dormant clients in the database are waste of resources for the company, and they should not be considered marketable
The CRM database was invented to gain customers trust and loyalty for the copany, which otherwise would go elsewhere to spend their money.
CRM is the company's way to organize and use their resources in such a way to maximize the profits in a long-term investment return known as ROI (return of investment).  
Customer Relationship Management's purpose is not to give freebies to its clients but to nurture and to take care of the kind of customers which are profitable to the business and keep returning. This type of client needs recognition and  


3.0 Customer Relationship Management in Selfridges 


In 2015 Selfridges numbered around 3,000 employees who work directly with the Department store and another 3000 employees or so are working within the brand retail concessions. There is four Selfridges department store in the UK: one in Birmingham, two in Manchester and the one on London's Oxford Street, which is the headquarters of the company as well. 
Selfridges, as an organization, has an average of 15 million visitors every year and an annual turnover of £538m. 

With a trading profit up to 15% year-on-year to £49m to the year ending 31 January 2006, Selfridges keeps its position as a business and at its core are the clients. 
Selfridges CRM looks relatively simple; however, this system gives back to business more than it looks. 
Most department stores understood that by taking care of their customers are taking care of themselves as a business to thrive. 
One of the main reasons why Selfridges invest nearly a quarter of their annual profits into CRM, Customer Service, and Public Relations is valuing the customer. 
Main factors that influenced Selfridges to value their customers are to increase the footfall, keep and working to increase the returning count of clients as well as encouraging its customers to use the company services and products as often as possible and for an extended period. 

Through CRM Selfridges can now identify the types of clients it has in its database and to focus on the customers that spend regularly or in high amounts and slowly dissuade the dormant clients or browsers, which are brining no profits to the business. 


3.1 Selfridges CRM Process

Customer Relationship Management (CRM) is means successfully managing the relationship between customers and a Selfridges as an organization. CRM acknowledge the function of technology the importance of self-knowledge as a company, the nature of the customer-company relationship, and the demand for quality and consistency in service. 
CRM is based on a process rather than an ad-hoc approach to include the client's expectations. 
For example, when a client shops the first time in Selfridges at the end of the purchase, they are asked if they would like to receive offers and newsletters from the organization or to leave a feedback to their experience in-store. 
If the customer agrees, their details are taken and input to the CRM system.
For the system to work successfully, a minimum of details has to be taken, such as their email address name and gender. 
Once they have given their details, Selfridges can start profiling and enhancing their next experience in-store. 
All clients having their data recorded in the database will receive monthly advertisements regarding newness in-store as well as promotions or are asked for feedback related to products, service, or even their last visit in-store.
For example, if a client who is in the CRM database shops very often for wine a computerized profiling takes place and to those specific clients tailored adverts and newsletters are sent by email or post, such wine tastings, new wine brands launches, exclusive products, also high spenders can even win prizes comprised from bottles of wines up to few days holidays to wine ranches. 
In this way, Selfridges ensures maximizing the value of their clients and increase the loyalty of the client by giving back a little treat. Following these steps ensures the organization keeps the quality and consistency within the customers and increases the sales and fidelity. 
On the other hand, if the client hardly shops, once a year or less it could flag in their system as a dormant client or visitor and slowly they will stop receiving news, promotions and soon they will be eliminated from the CRM database to focus on the loyal clients.
In an organization such as Selfridges, CRM is just a part of how the company meets the client's requirements. Everyone who gets in contact with the clients plays an essential role in client fidelity. 

4.0 What do customers want and how Selfridges can improve and exceed customer expectations? 

According to John A. Goodman, he mentioned that over two decades of researches from the CCMC, which includes the National Customer Rage Study 2017 identified seven critical trends in the customer expectations in regards to the service they receive.
· Consistency in delivery
· Clear brand promise
· Transparency 
· Easy access and convenience
· Immediate resolution of problems
· Genuine empathy (when things go wrong)
· Recognition of the customer

Customers expect the promises to consistently meet across all the outlet of the company no matter of the location or time of the year. 
For client consistency in customer service delivery is more important than the price of the product they purchase. 
John A. Goodman mentions that big organizations such as Amazon or eBay encourage their customer to review and rate the products and customers satisfaction, ultimately to eliminate the retailer which do not meet the customer expectations to make the shopping platform satisfactory to the client. 
Clients have an excellent eye for transparency, and they do appreciate it when they see it. Many customers do not like to read long directions or contracts. 
This medium is one of the reasons why companies must be transparent with the services they offer and to communicate this to their clients explicitly. 
Transparency in customers service implies the candid explanations of specific issues which might arise. Customers do not like to be sent from department to department, at the end of the day is their money, and they expect perfect customer service. 
Clear brand promise if company prides itself as a brand having the excellent customers service, clients want to see this when they are in contact to the company, be it shopping in-store or online, phone enquires or even complaints. 
Easy access and convenience when dealing with complaints or enquiring when will be new products launch. Customers want access to be comfortable with no too much waiting and to be convenient. 
Immediate resolution of the problems and genuine empathy towards things go wrong in the shopping process. Recognition and knowledge of the client are on their list as well. Over the past ten years, the meaning of excellent service evolved to personalized shopping, even recognizing the client's history with the company. Most of the nowadays, clients emphasize a lot on efficiency and effectiveness of the business, not to mention that they value the warmth and consolidation. 


5.0 Maximizing customer satisfaction and loyalty. 

Organizations are continuously growing and are using much intensive research through their CRM systems, survey, and customer feedback. There are several ways to improving Customer Relationship Management by following simple research methods and implementing them within the organization.

The DRIFT Model.

There are different models of maximizing customer satisfaction. 
John A. Goodman mentions in his book the model DRIFT Do it right the first time one of the best ways on how to improve the customer service. 
In the DRIFT model presents a series of steps an organization should take to show the customer there are valuable to the business as well as maximum their loyalty. DRIFT stands for minimizing the problems encountered by the customer to make a purchase. 
It should provide accessible services to its customers, such as the possibility to complain or give feedback by providing them with secure channels to do so, such as phone customers service or online feedback surveys. 
When customers are encouraged to get touch with the company, they must listen and learn from the mistakes also answering promptly to their questions as well as dealing proactively with the problem's customers might have. 




DRIFT Model: 

1. Do it right the first time DRIFT.
2. Encourage clients and provide them with easy access products, review and feedback.
3. Offer customer service (to listen to the needs and fix issues).
4. Maximum customer satisfaction (happy customers).
     1_____________________2______________________3____________________4
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Ecommerce model (E-CRM).

According to Bryan Bergeron in a E-CRM model, it shows how to keep the customer satisfied as Brian Bergeron suggests, that companies priding themselves customer-focused should also take in consideration the E-commerce (E-CRM) and should not neglect technology as an essential part of their business. In more simple words, E-CRM is Customer Relationship Management on the internet. 
As part of the customer experience, the organizations should provide the customer with easy access to E-CRM. 
When using online shopping platform such as eBay, Amazon, or the company's shopping website to make purchases, customers expect a smooth service and also are expecting a higher value for their money. The main reasons why shopping platforms should be updated continuously and use of the latest technology is imperative. 
Most companies are moving their business online as is a lot easier to promote their products and services and cheaper at the same time. 
There is no need to pay a physical market space, sales assistants, or pay any utility bills. Having business online should ease the customer's access to products and review their experience. 
The Web is most valuable when the right conditions exist: 
Customers demographics are computer literate to be online easily and frequent. 
The Web can provide better and more detailed information, for example, print media or graphics. 
The cost is a lot smaller than the physical market.
The product variability is higher such as price, specifications, configurations. Updating the price or divertimenti for a particular product is usually a lot cheaper rather than printing. 
The volume of traffic on the site is high. Companies that are customer driven and provide outstanding support on their website have a lower call, or email complain volume. 
E-CRM is more affordable than the traditional market; however, to be successful, a list of rules and regulations should be followed.
As an example of protecting customer data, making the website easily accessible. 
· Affordability 
· Amenably to new technologies
· Availability
· Enhanced interactivity 
· Flexibility 
· Immediacy
· Enhanced customer data collection
· Low marginal costs 
· Omnipresence
· Product personalization 
· Popularity
· Self-documentation 
· User control 
· Fun factor 

GAP analysis 
The GAP analysis is a model of how the organization can compare the service expected with the service given.
The experience is measured based on customer perception. GAP is an external type of analysis and is customer-focused rather than system focused or the organization perception. Hence why when determining and understanding the customer needs the GAP analysis is imperative. GAP analysis identifies the gaps between the customer needs and the customer service delivered, which must be taken into consideration by the company to work for further improvement. 
The GAP model is also called SERVQUAL or Service quality model. In the original questionnaire, there were one hundred questions. However, they have been reduced to 25 to enhance the customer experience and not getting the client bored with questions. This model resulted eventually in 10 dimensions of SERVQUAL model.


SERVQUAL Analysis Model: 
· Reliability
· Responsiveness
· Competence
· Access
· Courtesy
· Communication 
· Credibility
· Security 
· Knowing the customer
· Tangible. 
· Word of mouth communications
· Past Experiences
· Personal Needs

SERVQUAL Model  identifies five types of gaps within the customer experience. A customer-driven company is trying to provide the client with a new product or service. should take in consideration the GAP model 

1.Knowledge gap: 
the knowledge gap is when an organization does not have the right tools to approach the customer in the right manner. 

2.Standard gaps:
The company already has a formed idea concerning customer expectation. However, if the idea is wrong from the begging in or it does not correspond to what customers expect, it can be converted into wrongful quality policies, rules, and regulations.

3.Delivery gap:
The delivery gap is when the company offers a service or product which is different from the customer's expectations. It could relate to how employees handle situations or lousy marketing.

4.Communication gap:
Communication gap arises externally, especially from the marketing which sends to its customer wrong communications and creates wrong expectations among clients. On the same note, the organization can communicate promises which are not what the company can deliver. 

5.Satisfaction Gap:
Satisfaction gap is a massive difference in what the customer had expected and what was delivered by the company. The satisfaction gap can easily relate to communication, product, service. 

According to the Gap model, if companies do not undertake a SERVQUAL analysis in identifying the needs and expectations of its clients, it can have a detrimental effect on the company rating and profits overall. 






Gap Model AnalysisPersonal Needs
Expected Service
Translation of perceptions into service quality specs
Perceived Process
Management perceptions of Customer Experience
Service Delivery
(pre- and post-contacts)
Word of mouth communications
Past Experience
External communications to customers
Consumer
Marketer


















































6.0 Mind mapping in the Modern Customer Experience. 

According to John L. 1994 the mind mapping of the customer journey has four main points of contact known as POST (People, Operations, Strategy, and Technology). 
Each touchpoint affects customer journey and customer satisfaction. Along with the other models, POST is an excellent way of identifying how each of the contact points is affecting the client.
The people control the Operations, Strategies and Technology therefore each point of contact has an important role into affecting the customer satisfaction. 
[bookmark: _GoBack]

7.0 Conclusion
The purpose of this report is to identify the factors that influence an organization to maximise the customer value and to what extent they are going to meet the customers’ requirements.
Based on academic research and personal interaction within the company I have presented few models of how Selfridges continuously works in improving the customer experience and expectations.
The main factors that influence a company to value their customers are the conformance to the requirements, product selection, price vs brand as well as value added service such as delivery click and collect and the relationships experiences. 
According to the CRM model Selfridges will engage will customers which spend a considerable amount of money within the organisation in its all branches
After research on the company data I have identified a series of models and systems such as DRIFT which implies doing it right the first time will maximise the customer satisfaction models which support the organization quality process. 
Using critical analyze of these guidelines helped me understand the lengthy extent of which companies go to value their customer satisfaction. 
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