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Executive   Summary
This report sheds light on the importance of customer satisfaction of a business organisation and the factors which influences customer satisfaction. In this report, Waitrose, UK has considered as the case study in order to understand the influencing factors of customer satisfaction and effectiveness of the quality process of Waitrose in terms of gaining customer satisfaction. This report starts with and introduction, which introduces the importance of customer satisfaction for the company. Next part of the report highlights the factors influencing the customer satisfaction including Quality modules and standards, Customer service, Customer centrality, Value and purpose of customer relationship management (CRM), Buyer seller relationships, and managing customer expectations. Next part of the report critically analyse the quality process of the organisation that is Waitrose in this case, and the effectiveness of those process in case of meeting the customer satisfaction. Process of purchasing decision, importance of quality control and customer value of the company are analysed here and their impact on customer satisfaction. At the end of the report some recommendations are provided based on the topis of report. Conclusion of the report provides some brief idea about the overall report and the main idea behind it. 
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[bookmark: _Toc521598093]Introduction 
In this era of globalisation, business organisations are looking for expanding their business into different markets, which eventually increase the competition in market. Thus in order to make a strong position in the market and earn maximum amount of profitability, primary concern of organisations has shifted to increasing satisfaction of customers. They are leaving not a single stone unturned in case of satisfying their customers and implementing their marketing strategies in a way that is focusing on the requirements of customers. Business organisations are now investing a huge amount of time and money in analysing the pattern of the purchasing behaviour of the customers and positioning their products in market based on that. Even though brand reputation is one of the prime factors that influences the purchasing behaviour of the customers, some small and medium organisations with limited brand value are now providing various offer in order to satisfy the customers and increasing their loyalty. This report provides the important factors that create an impact on satisfaction of customers and effectiveness of the quality process of company for meeting the customer requirements. Waitrose, UK has considered in this report in order to analyse the organisational way of increasing customer satisfaction. 
[bookmark: _Toc521598094]1. Factors maximize customers’ values in organisation
[bookmark: _Toc521598095]Quality standard and modules
Quality standard of the product indicates specification, requirement and various other characteristics and guidelines which are followed by a company in order to maintain their product values. Quality of the product is maintained in order to meet the primary purpose of the products or services. As per the view of Min et al. (2015, p.224), quality standard is one of the most important factor for business organisations which influences satisfaction level of the customers. Customers have specific expectations and requirements at the time of purchasing a product or availing services from a particular company regarding quality standard of the product. Thus it is necessary for companies to meet that quality standard in order to gain satisfaction of customers by fulfilling their requirements and expectations. Waitrose, which is a food retail company in UK, has voted as one of the top supermarket due to maintaining the standard of their product which has helped them in earning the maximum amount of customer satisfaction. According to Saeidi et al. (2015, p.342), quality of food is the most important factor that influences buying order of the customers. Thus, as a food retailer, it is extremely important for Waitrose to maintain the quality of their food. However, they have successfully maintained the consistency of the quality of the food which has helped them to earn the top position among the UK retail markets based on the customer satisfaction. Apart from that Radojevic et al. (2015, p.14) mentioned that quality of products or services has a huge impact on purchasing decision and brand loyalty of the customers. Thus the quality of foods of Waitrose supermarket has helped them in earning the loyalty of the customers. It also depends on the purchasing behaviour of the customers which resulted in net revenue of 6.3 billion British pounds by the year 2017 (Waitrose, 2018). 
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Figure 1: Monthly reach of Waitrose Food Magazine in 2017
(Source: The Institute of Customer Service, 2018)
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Customer service is another important factor of the business organisation that has a huge impact on the customer satisfaction. As per the view of Izogo and Ogba (2015, p.251), customer satisfactions heavily rely on the customer service system of a business organisation. Thus every organisation ensures that their customer service employee can easily connect with customers in order to provide them a helpful and pleasant service experiences. Elias et al. (2015, p.275) mentioned that the effectiveness of the customer service method can be directly measured by the level of customer satisfaction for that particular organisation. An effective customer service can be identified by the readiness of customer service employee in case of mitigating the issues faced by the customers at the time of purchasing or payment or other factors. Apart from that the helpfulness and well-behaved and mannered attitude of the customer service employees also create a huge impact on the satisfaction level of the customers. 
Waitrose, among a huge number of supermarkets in the market of UK has gained the maximum amount of customer satisfaction which makes them one of the top super markets of UK. Waitrose has gained the five star score for customer satisfaction due to their high level of customer service (Smithers, 2017). Waitrose was the only chain that gained five stars for the helpfulness and availability of their customer service employee. Based on the view of Ludin and Cheng (2014, p.462), it can be said that even with a higher quality level of the product, organisations cannot achieve the customer satisfaction in case their customer service is not up to the mark. Poor customer service and improper behaviour of the employees can even create dissatisfaction among customers. Thus it can be easily said that customer service is one of the prime factor that can influence the customer satisfaction and helps in creating a strong bond with the customers. 
[bookmark: _Toc521598097]Customer centrality 
Customer centrality is another factor that helps the business organisations gaining huge amount of customer satisfaction. As per the view of Hao et al. (2015, p.232), customer centrality can be described as a view of some which keeps the requirement and demands of the customers at the most important factor for all their decision making procedure in their organisation. Customer centrality is applicable in more or less every business organisation as customers are the most important factor of the business and they are the only source of revenue and profitability. Based on the view of Orel and Kara (2014, p.120), it can be said the idea of customer at the centre of every decision of the organisation is the primary driving force for all the marketing strategies of the company. This is one of the important factors for the customer satisfaction strategies of Waitrose as they put their customers and their requirements before anything. 
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Figure 2: Factors of Customer centrality at Waitrose
(Source: Ludin and Cheng, 2014, p.462)
This approach of Waitrose reflects on all their decision making procedure which resulted in positioning them as one of the top supermarket chain in UK based on the level of customer satisfaction. Customer centrality creates impact on every aspect of the organisation as it makes customer as the driving factor for all the customer services. Be it the quality or type of product or the customer service facility of the organisation everything depends on the choice and requirement of customers. Customers are also influenced by this amount of importance from a business organisation which eventually made them satisfied. 
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Customer Relationship Management is another important factor in order to run a business successfully. As per the view of Hussain et al. (2015, p.169), every organisation provide a great amount of effort for making a strong relationship with their customers. This is generally because of the fact that stronger the bond with customers, easier it is for the organisation to gain competitive advantages in the market and earning a huge amount of revenue. Ennew et al. (2015, p.189) highlighted the fact that some of the organisations are implementing technology in their Customer Relationship Management in order to make it more effective. Waitrose earns a huge amount of revenue every year which reflects their strong relationship with their customers. They have gained a huge amount of customer satisfaction and become one of the top supermarket chains in UK which has strengthened their relationship with their customers. Gera et al. (2017, p.5) mentioned that system of CRM helps the organisation develop their prospects into their customers with the help of effective strategy in case of sorting and managing the information of customers and the organisation. 
The primary purpose of a CRM system of a company is to establish some effective strategies in their business in order to attract their customers and retain them. Fornell et al. (2016, p.93) highlighted that CRM system of the business organisation track their marketing, ROI measurements, customer services, forecasting, and lead generation. Purpose of CRM system includes increasing the integration of those aforementioned areas and measure and track the customer relationship value. CRM system of Waitrose is designed in such a way which helps them in achieving their goal of maximum profitability and increased efficiency. Their system of CRM ensures that the current or potentials issues and challenges faced by the customers are addressed and heard properly which in turn make their customer service facility one of the most effective one. 
[bookmark: _Toc521598099]Buyer-seller relationship
Relationship between buyer and seller is very important as they are the two main pillar of the business. As per the view of Chandel (2015, p.32), sellers maintain a strong relationship with their buyers in order to gain competitive advantage in the market. Buyers interact with other people and this social interaction and their word-of-mouth works as promoting factors for the business that company. Customer satisfaction is the main factor for identifying and measuring the relationship between the buyer and seller. On the other hand Jie et al. (2015, p.105) stated strong relationship between seller and buyer influences the loyalty of the buyers and their purchasing decision. Better the relationship, more preference will be given by the buyer to the seller while purchasing any product. Waitrose has an effective system of Customer Relationship Management and Customer service which are the primary contributing factors for the company to gain top place among the supermarkets of UK based on the level of customer satisfaction. Zhang et al. (2015, p.452) stated that relationship between the organisation and their supplier is also important where the organisation is treated as the buyer. 
In case of Waitrose, they maintain a strong relationship with their suppliers in order to get the raw materials for food with fresh quality within a reasonable price in order to keep the quality of their product intact. Relationship of Waitrose with their customers and suppliers helped them in gaining the competitive advantages in the highly competitive market of UK as the satisfied buyers promote the business of the seller in the market. This thing increases the number of buyers for Waitrose and eventually increases the amount of their annual net revenue. Relationship between seller and buyer depends on the aforementioned factors including quality standard of the product, effectiveness of customer service and the system of Customer Relationship Management. Waitrose has successfully established a strong relationship with their suppliers and customers as they have those factors as their strength. 
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Figure 3: Impact of buyer-seller relationship at Waitrose
(Source: Hussain et al. 2015, p.169)
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Managing the expectation of the customers effectively is the indicator for the customer satisfaction. According to Sengupta et al. (2015, p.666), customers get satisfied only when their expectations met the reality after purchasing any product or services from a particular business organisation. However expectations of the customers are not limited to the quality standard of the product or services. Expectation of the customers are associated other factors like price of the product, customer service facility and customer service employee, system of Customer Relationship Management as well. Thus based on the view of Williams et al. (2015, p.1837), it can be said that the organisation invest a huge amount of time, money and attention for analysing and identifying the expectations of the customers. Based on those identified expectations they implement some effective strategies in order to fulfil those expectations as it is the only way to achieve satisfactions among customers. However, Paul et al. (2016, p.607) contradicted that, competition between the supermarkets are getting fierce with the over rising of price. Thus along with the expectations of customers regarding the value for money, which remains their top priority, they also have expectations regarding the in-store appearance and availability of the fresh and quality products. Waitrose has successfully managed the expectations of the customers which have contributed in making them the best supermarket in the market of UK on the basis of higher customer service level and five star score in customer satisfaction (Briggs, 2018). Their fresh and quality product along with the magnificent appearance of their stores has fulfilled the expectations of their customers. 
[bookmark: _Toc521598101]2. Critical analysis of quality process of organization and effectiveness in meeting requirement of customers
[bookmark: _Toc521598102]Process of purchasing decision making
Decision making process of a customer is influenced by several factors which can be individualistic perception, self conception, learning as a result of information processing and so on. Waitrose has bagged the top slot among UK’s best supermarkets (Smithers, 2017). The achievement is backed by a well managed level of decision making option offered to the customers.  In order to understand and evaluate customers’ decision making process some influential steps can be taken by marketer that are discussed in the following:
Problem recognition: In order to meet the needs of a loyal customer an organisation like Waitrose essentially looks into the quality aspect and a management team for ensuring the same (Rani, 2014, p.52) stated that generally every customer makes the buying decision based on certain aspects of needs and wants associated with a product. The degree of approach to resolve any issue or problem faced by the customer helps in their decision making process. Efficient management is the key to address and reduce customer issues and concerns.
Choice of alternative options: Any organisation faces competition from its closely related organisations. The Waitrose chain of supermarkets also faces an ever rising pressure to meet customer requirements alongside staying ahead in the market compared to its competitors such as Tesco, Morrisons, J. Sainsbury PLC.  Customer oriented selling strategy and quality assurance is some of the key factors in tackling the competitive market.
Loyalty building: Under this factor, customer decision making process is an evaluative analysis which in turn affects their future transactions in other words develops loyalty. One of the recent attractions to hold customers by Waitrose was the special advantage to loyalty card holders who can now choose 10 items they want discounted (Neville, 2017). The offer has revolutionized the way shoppers set their preferences for supermarkets based on discounts offered. In Waitrose, the loyalty card holders can now choose to continuously receive selected 10 items at 20% discount (Waitrose, 2018).   
Customers’ search for relatable goods: Customers examine products on the basis of their respective quality and accessibility. Markets that bring access to high quality and in -demand products are generally more popular among customers. Waitrose provides nutritional information on its website for general awareness of the public. It provides accurate information gathered from sources thereby entrusting its customers.
Ethical Considerations- These include factors such as fair trade, sustainable resources which largely affects customer satisfaction and development of trust thereby earning loyalty. These factors are critically monitored at Waitrose. Presence of such factors like fair trade and sustainable resources indicates development of customer support presenting an analysis of basic ethics in business like social support, responsibility, reciprocity, justified actions and so on. In any organisation, ethical considerations have a major impact in terms of earning customer loyalty and brand popularity. According to Morrissey (2015, p.288), management and practice of fair trade and sustainable resources is in turn related with individual and community wellness, freedom of choice with reasonable customer empowerment. Waitrose has managed to maintain a strong corporate social responsibility (CSR) which encapsulates the ideals and principles of their founder, John Spedan Lewis.
[bookmark: _Toc521598103]Appreciation of the importance of quality control
Quality control is the method or specified set of procedures that is aimed at maintaining standards in manufactured products to meet the requirements of the customer or client. It is one of the major factors critically monitored in food retail market. The level of customer satisfaction has a major impact on their loyalty towards the supermarket or retail chain. In addition to this other factors that influence and/or enhance the quality control source are quality of product, safe transportation and availability of advanced and trendy products.
Juran’s theory of quality management: The importance of quality control can be explained by the Juran’s theory of quality management. This theory focuses on the need to build awareness of need and create opportunity for improvement, set goals for improvement and organise to reach the goals (Goetsch et al. 2014, p.55). It also explains how an organisation can take stepwise approach to achieve quality control standards to meet the acceptance level of customer satisfaction. Apart from this Juran’s theory also explains the importance of real time application of possibilities that can help develop organisational needs. Waitrose operates on the above principles of quality management as the organization believes that quality management is the key to effective operational management. Hence the company also focuses on conducting surveys to obtain valuable feedback. These feedbacks help the company to continuously upgrade its policies as per consumer demand (Refer to appendix)
In the present day, Waitrose is the most successful, constant evolving and largest chain of supermarkets differentiating itself from its competitors by selling high quality product that result in high customer satisfaction. Waitrose commits to sell only best quality of food and hence targets high income earners as the price of its products are usually at premium. All the products are also tested every month and the shelves are stocked timely. It follows certain technical standard guidelines that need to be followed throughout the supply chain. Customer feedback is another important factor Waitrose keeps in mind while carrying out quality checks (Waitrose, 2018).
In order to promote business growth it is important to adopt the latest technologies across various levels. The high standards of food safety and hygiene are being upheld by usage of latest farming techniques. Some of them are ICM (Integrated Crop Management), HACCP (Hazard analysis and critical Control Points) and LIFE (Linking Environment and Farming). Apart from these Waitrose also uses the Greenlight Quality Control, one of the UK’s most recent and highly used industry standards for fresh produce quality management (Waitrose, 2018).

Figure 4: Standards of food safety and hygiene maintained by Waitrose
(Source: Waitrose, 2018)
The company website maintains a graphic representation of food along with their nutritional values and statistical data showing how customers prefer to take them. Based on the views of (Olsson et al. 2015), this can influence customer choice and gives them a sense of empowerment by considering their feedback. The company also maintains a record of purchases during festive seasons and subsequently brings new attractions for the customers every year. Thereby Waitrose believes in customer satisfaction above competition which is the by-product of achieving the former. This justifies the position that the company holds currently in UK.
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Customer value can be described as the difference between the achievement of customers from a particular product and the amount customer want to contribute in order to get that product. It is a business and marketing concept used by the business organisation in order to analyse the satisfaction of the customers after purchasing any product or service from them. In a simple way it can be described as the amount of benefit got by the customers after purchasing any product or service. Satisfaction of the customer depends on this factor as the level of satisfaction will increase with the increase in the amount of benefits received by the customers. As per the view of Rahimi and Kozak (2017, p.42), it also determine the customer loyalty as customers will show their loyalty to a brand only if they get benefitted after buying the product or services of that brand. 
Customers often promote the business to other people in case they get benefitted by the products and services of the business. However, other factors like customer service facility, CRM and others also matters for satisfying a customer. Srivastava and Kaul (2014, p.1029) mentioned that there are two aspects associated with the value of the customers including desired value and perceived value. Desired value indicates the requirement or desire of the customers while purchasing a product whereas perceived value refers to the belief of customers about the benefits they will gain after purchasing a product. According to Bishop (2012, p.25), customer value can be measured and analysed in different level. The attributes of a product that a customer perceived to receive while buying a product can be used to determine the customer value at the lower level. However, in higher level, customer value is treated as the achievement of the desire or goal. 
Customers generally derive value from the attributes of the products and the performance of those attribute at the time of deriving the value of the product. As per the view of Greenberg (2010, p.42), organisations must deliver the customer value in order to receive the high level of customer satisfaction. In case of developing the value proposition in order to deliver the customer value, organisation must remember that the value of a product is assessed by the customers at two stages; before as well as after they purchase the product. In order to deliver the customer value it is important for the organisation to understand the value perceived by the customer. Based on the view of Chandel (2015, p.33), perceived value of a product can be measured by comparative analysis among the perceived benefits achieved from various products based on their costing factors. 
In case of Waitrose, there exist a number of value driver that provide the opportunity of comparing their different food items with the product of their competitor in the market of UK. differentiation point, marketing strategies, pricing, brand value, product quality and other can be considered as those driving factors of Waitrose while analysing their customers value. Quality of the products of Waitrose has made the customers to gain their desired value after purchasing products from them which has eventually increased satisfaction of their customers. As a result they are voted by the customers as one of the top supermarkets of UK. Same thing has reflected in their revenue as well. 
[bookmark: _Toc521598105]Recommendation and Conclusion
From the above report on the customer satisfaction of Waitrose and the factors influencing them some of the recommendations are provided in this section of the report which can be useful for the business of Waitrose. For instance, they should make the view of their organisation as customer centrality which will allow them to keep customers as their first priority while planning or making decision about any strategy or launching new products in the market. This amount of importance will make the customers happy as well which will in turn increase their revenue at the end of the year. Quality standard of the product and their consistency should be maintained in order to retain the satisfaction and loyalty of the customers. With the rise in the product price, value for money is the ultimate concern for the customers. Thus Waitrose should implement strategy for price and product quality in order to deliver and manage the expectation of the customers. Waitrose should invest more on their customer service facility in order to retain the satisfaction of the customers. In that case they can provide various training to their customer service employees so that their skill and experience of handling customer request and queries get improved. 
Thus it can be concluded from the above report, that the satisfaction of the customers is the ultimate goal of the business organisation as the competition in the market is rising constantly. However, satisfaction of customers depends on various factors including quality of the products, customer service facility of the organisation, and effectiveness of the system of Customer Relationship Management. Moreover, strategy of customer centrality, establishing strong seller-buyer relationship also influences the quality of the products. This report has been made based on the case study of Waitrose, which was voted as one of the top supermarket chain in the market of UK mainly due to their amazing quality of customer service and quality of products. Quality process of the organisation are also analysed on the basis of customer value, importance quality control in the business and process of purchasing decision. 
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Juran’s theory of quality management
ICM (Integrated Crop Management), 
HACCP (Hazard analysis and critical Control Points)
LIFE (Linking Environment and Farming)
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