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UNDERSTANDING AND ENGAGING IN CUSTOMER EXPERIENCE


Executive Summary
Customer experience is termed as the impression that customers leaves after purchasing nay products. Unilever keep its focus to deliver products on time to its customers and they are promised to meet high standards that are exceptional beyond the expectation of customers. The experience of customers in the environment of work and technology that is used to build relations with customers has been elaborated in this assignment. In this assignment, challenges and benefits of maintaining relationships of customerin the work environment of Unilever have been described. However, this assignment entails the factors and systems that influence effectiveness of an organization in meeting customer demands and maximize brand value of Unilever have been analyzed. However, at the end of this assignment proper conclusion has been made that reflects on the understanding and engaging in customer experience. 
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1.Introduction
Customer relationship management (CRM) is regarded as the process to maintain interaction with current and potential customers. CRM uses technique of data analysis to preview the history of customers to improve the standard of business. Customer engagement is referred as one type of communication between customers and the company offered by the company and chosen by customers. It is also regarded as the process of encouraging customers to share experiences with that company as a brand and business. A strong strategy of customer engagement helps to promote its business and brand throughout the world. Customer service is referred to satisfying needs and demands of customers. Unilever aims to deliver its products in time to its customers and they are committed to meet exceptionally high standards expected by customers. Technology has become a crucial part of customer relationship management as maximum number of customers wants to send email or log in to a specific website for purchasing products.  In this assignment, the experience of customers in the workplace and technology that is used to build relations with customers has been discussed. However, this assignment also deals with benefits and challenges of developing and maintaining good customer relationships and critical understanding of quality process in the workplace. This assignment also focuses on the factors and system that influence the organizational effectiveness in meeting customer needs of Unilever. 
[bookmark: _Toc26327496]2. Critical understanding of quality process in the workplace
Quality process refers to the quality requirement of an organization such as Unilever to outline the specifications, objectives and resources that are required (Agnihotri et al. 2016). In workplace quality can be managed by simply following 3 management activities of quality that are: 
· Specifying standard of the process
·  Observing the process of development products
· Defining the software
As per the view of Badwan et al. (2017), quality can be managed at three levels for an organization such as in organizational level, process level and in individual level. In organizational level after proceeding with quality process, quality analyst of Unilever needs to individually oversee quality of product that meets the requirements of customers or not.  As per the ISO 9001 standard quality process in an organization follows 8 basic principles and that are developed by a small group of quality standard experts (Barrick et al. 2015). Unilever follows those 8 principles to meet customer demands and it owns 405 brands with a turnover of 55.5 billion Euros per year they are the following:
1. Customer Focus: Unilever focuses on the customer’s needs and try to meet these demands as per their requirement. Customer focus also involves understanding the need of future requirements of customers. As influenced by Cassidy (2016), thirteen brands of Unilever has gained sales over 2 billion euros. Developing and improving product quality help to keep it market reputation high all over the world.
2. Leadership: Good and ideal leader is the key player of an organization. Leadership skills help to train and maintain communication with its employees that can be effective for that organization. As per the view of Fraj et al. (2015), leaders are responsible for changing the internal environment and engaging employees to meet organizational goals. Organizational success involves in achieving organization goal and objective with each employee of the organization that make changes by the leader. 
3. Approach of process: Organization can improve their performance when leaders are capable of managing and controlling process of the organization. They should be able to give proper input as it will in turn produce resulting output for an organization. 
4. People involvement: As per the view of Han and Hyun (2016), an organization became successful when it is able to retain competent employees and empower them to achieve the organizational goal. Organization should give proper training to improve knowledge and skills of employees and engaging them to recognize achievements for it. 
5. Continuous improvement: Management of Unilever should maintain and manage the performance of each employee as per the marketing trend. They have to accept the change in market and responds with that change to create opportunities for its own organization. Higher department of Unilever should consider the change in opportunities and create new opportunities to make greater customer retention. 
6. Approach in decision making: Success of an organization depends upon establishing decision based on some evidence that tells about the concept of gathering input from multiple numbers of resources. Approach in decision making also entails the identified facts as well as a cause or effect of examine the decision (Greveand Schlüschen, 2017). Decision maker plays a key role while taking decision at the right time or in critical condition of that organization. 






Figure 1: Principles of Quality process
(Source: by researcher)

7. Approach of system to management: Organization is able to get success when management department manages all logical quality and takes approaches for modifying schedule of that organization.
8.  Relationship with suppliers: Unilever carefully manages it relationship with its suppliers of raw materials and partners. As per the view of Fraj et al. (2015), it helps in nurturing positive and productive involvement of the organization. Suppliers and partners when happy with Unilever they provide positive feedback and support the organization for a long time. 
[bookmark: _Toc26327497]3. Customer’s experience of the organization
As per the view of Hassan et al. (2015), experience of customers refers to the impression that they leave after purchasing any product. It depends on the customer satisfaction and customer involvement or engagement for any organizational product that helps the organization to meet organizational objectives. Customer experience is a key component by exceeding the expectations of customers that they have committed. Unilever maintains its brand value over year after year by providing accurate and supreme quality of product on time to its customers. Opportunity of Unilever lies within the ability to deliver products that have been promised to their customers with additional care and support. As stated by Kangu et al. (2017), brands of Unilever involves Knorr, lipton, lux, dermalogica, heartbrand, magnum and many more that have annual sales of billion Euros across the world. These brands keep its customer demand and needs beyond their expectations from their product. 
They are continuously improving quality value of their product and try to give those products as less as possible so the maximum number of customers will be capable to buy their product. Market value of some brand product is higher and can only be bought by wealthy customers and it is out of bound to a poor family. As per the view of Lee et al. (2016), Alsa, lyons, maille, maizena, fanacco, buavita  and many more products increased brand value of Unilever. This product hence increases revenue and profit of this organization with fulfilling needs of customers. Unilever genuinely supports it consumers through new behavior and help them to find a way that they are looking for. This in turn helps the consumers as well as theorganization for future benefits and increases the visibility at general level. Brands have to navigate to fulfill the needs customers and to rectify available resources. 
Unilever makes its position at the top of customers mind through wide range of advertising and retaining brand value. Inspiration, education, help, inform, reward and entertain are the six components that drives business of Unilever into a better performance and a better experience of customers (Mao et al. 2016). As stated by McFarlane (2016), the reality of today is based on fragmented landscape of media and wide range of increase in marketing and advertising make it faster than ever before. Existence of ‘Google’ from that customer can search for what they want in real time and e-commerce that consist with vast amount of products can simply reach to the customers as before they are not expected. 


[bookmark: _Toc26327498]4. Technology and its use on CRM
CRM is a technology or a process that is used for consistent, measurable and repeatable results. Technology plays a key role in each and every aspect of today’s business world. Communication with an organization has become faster and easier than before. Customers want to build a good experience when they pick up the phone, send emails and log in to the phone to communicate with an organization. Communication in terms with customers is vital to show properly it's needs towards the organization and they are able to create products as per consumer needs. Implementation of technology in one way of communication helps a customer to become progressive and aware about the latest trend in the market. As per the influence of Navimipour and Soltani (2016), Customer Relationship Management (CRM) and Technology in combination results in effective and productive business for Unilever. 
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Figure 2: CRM software
(Source: Navimipour and Soltani 2016)
CRM cannot move further without technology, as technology serves as the partner of CRM in terms of meeting the requirements of customers. Maximum number of time CRM is associated with components such as laptop, computers and telephones through manual process involves calls through telephone or visiting a branch. Combination of these two helps in the organization to be more updated with the technology and they can compete with other organizations. Social media hence in turn entails the use of the internet enhances the relationship between customers and company even if they are far from each other. As per the view of Noe et al. (2017), database is referred to as the soul of Customer Relationship Management (CRM) helps to store and organize all details of consumers with the help of technology. 
Database collects information of users and gathers those information for faster communication process (Nyadzayo and Khajehzadeh, 2016). Customers give more attention to technology when it provides faster question and answers from a specific website. It helps to add value for the experience of customers by providing useful advice and services to them. Technology is able to predict responses of customers, help to ask relevant questions and give answers to avoid questions that are repeated. Due to the rising use of technology and gadgets customers can access to their adorable e-commerce website from remote area and they get on time services from that site. Automation calls distribution is considered as an automation system that is capable of answering and routing calls based on the number and characteristics of the call. It is the idea to distribute query to that employee who is able to provide a proper answer to the queries. Several factors such as geographic location of a call, complexion of the call, types of caller ID and accounts are the components of routing.  
As per the view of Rahimi (2017), localization is the process where a computer system is able to identify the origin of a telephone call and it directs the call to that representative who is capable of speaking with customers in the same language and accent. The representative knows about the local culture, significance and values of an organization and they know how to avoid irritating customers from specific locality. This in turn saves time of the representative and it can provide its valuable time in other work or in communication with other people. Data aggression is the process of transferring data from various resources to specific region, though it can be easily evaluated and accessible (Ren et al. 2016).   



[bookmark: _Toc26327499]5. Benefits and challenges of developing and maintaining good customer relationships
An organization such as Unilever faces various issues while building a relationship with customers. Company and its organizational good relationship have certain benefits in business in making higher revenue.  
[bookmark: _Toc26327500]5.1 Benefit
1. Enhances better customer service: Good customer relationship helps in business with strategic advantages and it produces a personal touch in the existing business of Unilever. CRM helps to maintain and treat each customer individually rather than in a group, so in this way it is able to gain the attention of customers. The system of CRM allows an employee to understand specific needs of each customer as they help in increasing their market revenue. Business of Unilever always pays attention on the requirements of customers and the products they buy. This kind of strategy helps to rectify the service error and problems of an employee that customers complain about it of the organization (Rahimi. and Kozak, 2017). 
2. Innovating new customers: CRM system helps in identifying potential customers and keeps a track of their profile. They can also use those potential clients to gain more clients or customer in returns. New customers when added to a business of an organization it results in future growth of the company. Growth can be maintained only if the existing customers follow that organizational products and never left the products of Unilever in future.  
3. Increase in customer revenue: A good relation with its customer ensures constructive campaign and CRM of Unilever filter the data of a consumer. It in turns saves the money of a customer because helps the customer by showing a product that has been already purchased. As stated by Resta et al. (2015), system of CRM is able to coordinate with data of customers and ensure that conflicts will not arise in purchasing the same products. Customers when be warned about the same product and they do not purchase it, hence it saves money of that customers. 
4. Helps the team of sales to close deals faster: CRM system is able to provide fast and efficient solution to a customer. This provides quicker responses to an issue of any customers and they understand the problem hence sales team of Unilever closes the deal faster. 
[bookmark: _Toc26327501]5.2. Challenges
No business can achieve greater success without customers who are loyal. As per the opinion of departmental head of Unilever, customers are the biggest asset of an organization. Maintaining trust and delivering long term relationship helps in success of profitability of any business. Challenges faced by Unilever when they are not able to keep trust of its consumers. Therefore, sometime consumers do not believe on the quality of the product. Now, it has become a trend to review a product on social media, if the product is good then company can get good benefits. According to the product effect on the reviewer, if it is bad then in general customers do not buy that product. It affects on the revenue of the Unilever brand and it decreases its brand value. Again retaining attention and trust of customer are bit difficult to overcome that condition of organization. Hence, it entails to produce ideal quality of products that suits on every people. 
[bookmark: _Toc26327502]6. The factors that influenced the organization’s ability to maximize customer value
Unilever is a reputed company with millions of plants and offices across the globe. As per the view of Lee et al. (2016), it has huge business yield and offers a great range of products to choose from. The company has huge customer base in the market and is one of the leading companies in the world. All these things are possible because of hard work and application of some factors that influenced the organization’s ability to grow and maximize its customer value. These factors involve performance metrics of customer services. These are as follows- extraversion, conscientiousness, cognitive abilities, employee training, on the job experience, store service climate.
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Figure 3: Factors influenced to maximize customer’s value
(Source: Rahimi, 2017)
a) Extraversion- It is a human trait consisting of a group of personalities that often contributes towards one’s performance in the organization. Research has shown that extroverts have a higher desire to excel in their jobs and thus have a higher performance rate in customer service compared to introverts. There must be many employees in Unilever who are extrovert in nature, thus providing better job outputs towards customer service and values. 
b) Conscientiousness- It is also a human trait consisting of a group of personalities, which includes dependability, responsibility, hard working and striving for attainments. These people possess great capabilities related to job performance and will be a great asset in customer service (Rahimi, 2017). Unilever can recruit these kind people by conducting a proper interview or can develop its current employees according to these personalities. 
c) Cognitive abilities- People having higher cognitive ability (often measured in IQ) are prone to provide better customer service. They will learn faster than others, draw more information, and will utilize their skills more effectively. Unilever can develop cognitive abilities among its employees or recruit ones having them in order to improve its customer service.
d) Employee training- Training speeds up the learning process of the employees within an organization. It is seen that skilled employees tend to perform better in their job roles than the employees who have not received any sort of training. However, it is not true for all kinds of job roles. Jobs having less complex service seem to gain less from training that the jobs having more complex services (Rahimi, et al,  2017). Here, Unilever can set up training programmes and classes in order to make them more conversant in the field of customer service.
e) On the job experience- Person having more job experience will naturally perform better in their job roles increasing its efficiency. That is the reason why now-a-days most companies prefer individuals with some experience rather than fresher. Unilever also applies the same strategy while recruiting candidates. 
f) Store Service Climate- Store service climate plays an important role regarding the performance of the employees. A store having a favorable and motivating climate for work shall have greater efficiency among its employees and the job quality will drastically increase. Research has found this to be highly effective in places where a large group of people performs. The work environment for Unilever is kept good for maximum employee productivity.                 
[bookmark: _Toc26327503]7. Systems that support organization’s quality processes
The quality process of an organization contributes toward the quality of the services and the products that the company is providing. A quality management system is required in order to control and manipulate this process. It is a combination of business processes which are set up to benefit the organization by providing products which meets customer satisfaction. An effective system of quality management is profitable for the company and its employees. The quality from gathering raw materials and resources to ultimately delivering the finished product or services will thus enhance (Ren, et al, 2016). It also helps the employees adopt standard operating procedures and to perform the tasks more efficiently. The use of quality management structure implemented by the companies is not a new thing. The purpose of quality systems have changed slightly in recent times. Previously, a quality management system was used to benefit process efficiency and its other fields in an organization. 


Nowadays, it is used in a variety of ways to give efforts in continuous improving its processes and operations. The improvements are done by maintaining transparency, authentication and approaches toward systems (Resta,et al, 2015). The practice can enhance the cultures driven by quality and the profitability of the company. Quality is something that can be defined as the extent to which something meets or exceeds the assumption of the customers. The definition of quality may vary between industries and companies, which varies according to its types.There are nine core elements of a quality management system which are as follows-  objectives regarding quality, quality manual, structure and responsibilities of the organization, management of data and processes. It also includes satisfaction of the customers with a quality product, continuously improving the services and performances, instruments having a certain quality, and control of document.
The product standards and qualities maintained by Unilever are both reliable and safe for the consumers (Rodriguez, et al, 2015). The company focuses on meeting the expectations of the customers in every way possible. A complete interaction process between the business leaders and its employees makes this level of trust possible. This will naturally motivate them to perform better and to come up with innovative ideas that will help to improve the quality and thus expand the business. The quality process consists of many layers like, building supplier quality, perfect quality execution in factories with robust quality, and lastly establishing quality in logistics. As the company cannot optimize their quality in isolation, they improve it across the extended supply chain as part of the overall quality strategy.              
[bookmark: _Toc26327504]8. Effectiveness of the systems in meeting customer requirements
The systems mentioned in the previous section of the report are made keeping the essential strategies and its practical application in mind by experts in the field. They are already proven to be effective in setting up and maintaining the quality of the services and products. They are done in a way so that it can satisfy the customer’s expectations and requirements (Saeidi, et al, 2015). The quality management system applies certain pre-planned procedures to ensure the standard quality of the products and services. The system can even plan to increase or decrease these qualities according to their needs or the needs of the market. Analyzing the customer feedbacks and the hold of the company on the market, one can understand its effectiveness and the effectiveness of its processes in meeting customer requirements. In this case, Unilever offers a variety of products and services, maintaining the highest possible quality within the price segment (Soltani, et al, 2018). The products, especially which are edible are made under great supervision maintaining standards in a hygienic method so that the consumer can have its full nutrition value without causing any health issues. The company also has a formidable grip on the international market which its competitors find hard to beat. Maintaining a good reputation is not as easy as one might think. It requires a lot of ideas, analysis, trial and error, planning and executing in the different fields of the organization. Unilever spent its time and resources in all of these, and today stands among one of the leading companies in the world with huge turnovers (Thakur and Workman, 2016). Some of the quality management in logistics which are being done by Unilever is described below.                                            
Site security ensures the safety and integrity of the products and protects them from theft or other security threats. Design and storage that includes facility and its equipment required to carry out the task properly. Proper equipment is necessary for manufacturing and maintaining the products standards. In loading and unloading, it must be able to carry out the task of inspecting at the point of receipt for any non-conformance. Traceability is another factor in which the company can trace products from the supplier to the customers which adds to its transparency (Wang, et al, 2016). Quarantine and blocking of the products is kept under control, as this step can greatly affect the market and can create a negative impression among the customers which may be irreversible. This is done by quarantine of the defective or wrong products and replacing them with proper ones. Unilever monitors and records quality reasons for customer return policies, accepting returns in exchange of other product or with another new unit of the same product. This is done by the company to maintain its reputation, as delivering a damaged product in the hands of its customer gives a bad impression of the company. Maintenance of the facility and its equipment are done by the company in order to minimize any risk associated with product quality (Zablah, et al, 2016). Cleaning, pest control, damages, waste disposal and management are also kept in mind while running the company without any interruptions like sickness among its employees, unhygienic work environment.                                              
[bookmark: _Toc26327505]9. Conclusion
It can be concluded that quality process in an industry has a great significance in terms of the business growth as well as the consumer experience. Unilever has developed a formidable quality process which is helping the company achieve its standards and maintain a good reputation among its consumers. Here, customer experience of the organization comes into the picture. How the customers feel about the company will determine whether the company stands successfully in the market or not. Technology plays a notable part on CRM, by usage of proper technologically advanced equipment, applying proper concepts of technology in its fields, and by linking different software and applications together for the benefit of the company. Unilever came across benefits as well as challenges in developing and maintaining good customer relationships. The factors are mentioned and discussed that influenced the ability of the organization to maximize customer value. A quality management system contributes towards the support of the organization by improving its quality processes and maintaining a standard. The application of this system in Unilever gave good results in terms of customer satisfaction and quality products.              
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