Soraya Devine Beckford Baptiste 
ID: 1709426
Lecture : Dr Rexon 
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Abstract: In this assignment I will be identifying an organisational context on how they  demonstrate the importance of understanding and engaging in the customer experience. The organisational context will be  in depth when looking at how to improve customer experiences and  how to engage critically to meet their needs. 
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1.0 Introduction
Customer service is the process of ensuring customer satisfaction. This can also be seen as caring for customer and treating them with respect. My chosen organisation is Starbucks which will be discussed throughout this assignment. The Starbucks Corporation is an American coffee company coffeehouse chain. Starbucks was founded in USA Seattle, Washington in 1971.The company operates over 30,000 locations worldwide. The company is controlled by Mr. Schulz who serves as the chairman of the board, president, and CEO.  The organization is managerially-controlled due to the fact share ownership is widely dispersed.
According to Schulz about 75 percent of shares are held by institutional and mutual fund owners and only 25 percent is held by insiders. (Starbucks 2011)

Having good customer service influences customers to return frequently as this gives a feeling of belonging. With the positive interactions this can attract more new and existing customers to the environment. Customer experience is about the quality of customer care therefore when dealing with  customers  it is imperative that  good interpersonal skills are demonstrated to  influence the way company is portrayed. Starbucks  uses  adverts  and promotion as a way to attract customers.Products are  packaged  in an appealing way to ensure customers are satisfied. 

There are different ideas or ways of what  “customer experience” means. This makes it challenging to manage interactions and to serve customers, while staying on top of business goals which include the growths as well as profits. A company cannot survive without customers therefore understanding the idea of knowing the customers needs and wants can make the organisation have a major impact on productivity. 


This is a diagram that is used to demonstrate customer expectation. 

The Project management triangle
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According to the moodle prestation looking at the project management triangle, shows the customers expectation and how companies need to continue to better their quality, pricing and give a more efficient service. Using this customer expectation triangle can assist a business to understand what competitions they face on the market and how to use quality,price and time to inform customers on the business practice. However, other companies can try to compete within one two or three of these factors (QPT) and remain economically viable with no effects to loyal customers. Starbucks states that the  ‘core value proposition is not just focused on the quality of the coffee but the actual experience of drinking coffee in a Starbucks store’ (Starbucks 2011).  


2.0 An analysis of customer services of starbucks 
According to starbucks 2010 annual report customer satisfaction score continues to increase. The report mentions the key drives for which plays a role in tracking a number of sales per customers ( Annual report 2010). The Starbucks organisations issue loyalty membership card to help analyse the returning customers and customers give direct personal information to be apart of offers, deals or discounts. Murphy explains that Starbucks' store managers are equipped with personal laptops that help them share their experience with other store managers via the company cloud, and they can exchange opinions to improve customer satisfaction (Murphy 2011). Customer service is used to highlight the relationship between Starbucks’ products and all customer groups. The customer have a choice on what preference of  products they would like and what they value most in each product category. For Starbucks, this information can be important if the company has to decide which product lines to develop or discard.

Goodman states that ‘customer service must include other customer interaction such as customer onboarding’ he also states that ‘the strategic view of customer service is not to look at the cost but to look at the competitive differentiator. (Goodman, J. A. 2009).

In starbucks the use of merchandise is a great  way to market customers and engage them to have a positive memories to come back to the organsation. The use of customising starbucks cup with a customer names helps to promote a unique selling techniques to the market to engage the customer expectation when experiencing the organsations environment. The increasing customer experience arise because customers interact with the business this can be done through person-to-person,  a website or the Starbucks app, this is effective when done through touch points, which influences the multiple channels and media, resulting in more complex customer journeys. 

Touchpoints helps collect customers data to communicate and gain information on a customers interests and opinions, the information collected will be such as; age,date of purchases and what has been bought. This information is collected through different touch points and what is stored in the computer system. Adrian payne states that ‘the full potential of Customer Relationship Management will only be realised by addressing CRM from a later strategic perspective’. His book develops this strategic approach to customer relationship management through a process approach that is beneficial to the company. (Adrian Payne 2006).

One analysis that Starbucks uses is customer Relationship Management , this is how to be able to  manage and build a relationship with existing customers and to focus on creating loyalty towards the starbucks business.  Customer services help find the importance on how to consider customers needs and how to manage customer relationships to build the business to keep customers returning (buisness.gov.au July 2018).  

One of the most successful CRM launches was the Starbucks mobile app, this is so customers could pay using their  mobile phone with better promotional offers and deals.  According to the annual report within a year Starbucks handled over 20 million transactions in total. Social media is also part of Starbucks' CRM, as they have a very strong presence on websites such as Twitter and Facebook where they interact and maintain a relationship with their customers. (Starbucks 2011). 

When looking at customer services critically and analysing all the factors that influences the organisation's ability to maximize efficiency and productivity. There are five dimensions of service quality as highlighted below.  According to the customer survey, Starbucks enjoy hearing customers questions, comments and feedback to ensure that every starbucks experience is the best it can be for all customers who visit. Another way is to analyse the servqual model this was designed to capture consumer expectations and perceptions using the five dimensions that are a measuring criteria to evaluate the service quality when working.

The 5 dimensions of service quality 
1. Reliability 
2. Assurance 
3. Tangibles 
4. Empathy 
5. Responsiveness




Customer Relationship Management can be described as a relationship between the business and all customers that visit. However, each party contributes and expects something from the relationship. For example customers expect value for their money and a lower price.
Customer relationship management helps manage the work setting interaction with current or new potential customers who engage with the customer service when visiting. Starbucks uses data analysis about customers' history with a company to improve business relationships with customers, to help the driving sales growth of the company. Customer Relationship Management (CRM) helps organisations by ;

· Outlining processes
· Build customer relationships
·  Increase sales
·  Improve customer services
· Increase profitability.


Customer Relationship Management involves reporting, communicating via ; phone calls, email and meeting history, accountant awareness, using the calendar and scheduling and knowing how to sale track.  Customer Relationship Management is used to analyse customer service for example by the use of the quality of coffee provided to customers. It is also important to monitor the process of the coffee beans to distribution around the world to keep the company at a high expectation.  

Another way is to ensure that employees  provide an intimate and uplifting experience each time a customer comes and leaves.it is important to have a good atmosphere, with a friendly approach to appeal to the public.It ia also important to encourage lounging and layouts as a highlight for customers to be social as another selling tool.

When using CRM Starbucks looks at the relationship between a business and its customers, using each party which contributes and expects something from the relationship. For example, customers expect value for their money and a lower price and companies expect money and high profit. Some customers expect  a certain degree of loyalty in the exchange for goods and services. When looking at (CRM) there is a system which is used as a effective tool which is used  to contact management, sales management and productivity.  This system looks at processes and automates tasks to improve the efficiency and efficacy of customer relationship management when in an organisation. 

The exchanges nonetheless needs to be mutually beneficial and profitable to both the customer and the business.
Principally there are four stages of the buyer-seller relationship which is highlighted below.
1. Identification of relationship partners
2. Development of the relationship
3. Maintenance of the relationship
4. Re-evaluation of the relationship or its termination
 (A.Payne 2012)

According to Payne there are a number of factors that have impacted organizations’ ability to build more sustained relationships, especially for those businesses with a large customer base. The main ones include:
 ● the increasing power of computers
 ● the decreasing cost of computers, in real terms 
● the increased storage capacity of computers
 (A.Payne 2012)

Using the Customer Relationship Management theory is the corporation which has been created show the uses of positive experiences,  therefore all customers can retain and  exist as loyal customers. Using things such as discounts can help customers recommended the company to their friends and family which then helps to build a loyal customer group rating, referrals help keep customers and to dissuade them from acting in ways that may lead to unprofitable relationships and lost of business.

According to Payne Customer Relationship Management key components is the relationship with employees and customers which is monitored by using the self served channels which includes customer sales, customer market , customer field service , customer service and customer analysis and reporting.This also includes the use of technology and has a high importance to the organsations. (A.Payne 2012)
 
Customer Relationship Management  is a technology that is used to create consistent, repeatable and measurable results. Customer Relationship Management is associated with equipments which includes;  computers, electronics, telephones, etc or manual processes involving telephone calls or visits in the branch.
 Using technology helps develop good experience when using mobiles to communicate and by sending and receiving email, login on the phone to contact a company. However, they may be interacting only with a technology such as the use of website, email which will give customers a way to interact with the company.



2.1 Factor that influences starbucks ability to maximize customer value 
Starbucks focuses on the following factors which include;  atmosphere, quality coffee, customer service, and employee satisfaction. These factors help to measure the effectiveness when meeting customer requirements and their individual needs and values.   

Customer value is the satisfaction that impacts on the customer experiences, this can be achieved by the taking action which is relating to the cost of that action. Customer value are also based on the benefits of a marketing offer to a particular customer application.There are two types of customers that have influence on customer value, the external and internal customers. Customer value can be created through extending the positive experience from particular customer or a target group using customer profiles to help identify customers needs and expectations.

External customers have a choice for example, if they like the service they can take the business elsewhere, they can sign checks, pays employers, and make sure that paycheck are possible. Without external customers a company would have no revenue or a reason for being in a business. The products and services is the main goal and objective when pleasing customers to meet their needs. External Customers are those that exchange money for goods and services. Where as at Starbucks the external customers or consumers will be from the public that come into the business and buy coffee for themselves or friends and family .Consumers such as stakeholders will include other businesses which are based around the Starbucks stores, as well as those impacted by the environment around coffee plantations, which has an ethical purchasing policy.

However, internal customer do not have choice and can be anyone in the organisation. Internal customer has a relationship with the company and may or may not purchase the products from the organsation. This can be a person who works within the company, such as  general employees and Managers, and Chief Executive. Internal employees,deliver the product to customers, however stakeholders and shareholders are the additional internal customers in the workplace. In Starbucks the internal customers will be the people that work within the business of Starbucks, this can be anyone from the board of directors, supervisors and team members that serve coffee to all the customers they meet. The board of directors role is collect data, ensure business is productive and collate feedback from customers.

PORTER’S GENERIC STRATEGIES
Another factor that influence the customers value are two basic types of competitive advantage combined with the scope of activities  to achieve them. There are 4 generic strategies for achieving this performance in the starbucks company which are;  cost leadership, differentiation, and cost focus, cost differentiation. Theses 4 factors are from the Porter's generic strategies, this describes how a company pursues competitive advantage in their business. (M. Porter 1980). Porter is a theorist who studied economics, business strategy, and social behaviours. He was one of the founders of the consulting firm The Monitor Group and FSG, a social impact consultancy.He believes that a company must choose a clear course in order to be able to beat the competition (Miller, D. and Friesen, P. H. 1986). 

Porter’s Generic Strategies is another  model that describes how Starbuck pursues competitive advantages across all of the organsations all over the world. With Porter’s Generic Strategies there is a competitive advantage which offer lower costs than competitors to allow the company to command higher prices. One of the main strategies that influence customers at starbucks is the use of sustainable and responsible sourcing policy, this helps to differentiate its products from competitors.

At starbucks the company offers lower prices than their competitors this is an overall cost-leadership to a wide selection of customer groups that visit the business. At starbuck all offers that are given are lower prices than their competitors  therefore this cost focus their influences on the niche markets scale scheme. The differentiation focus offers distinct and unique product categories to the menus list at Starbucks to promote a higher price in niche market.
 Koehn states ‘the generic strategy is also manifested in the company’s culture. While competitors emphasise low cost, Starbucks Coffee emphasises a warm friendly environments so people can enjoy and relax’. (Koehn, N. F. 2002) 


2.2 An analysis of starbucks system and its effectiveness
One analysis system starbuck uses is Pestle, this analysis help to monitor and measure Starbucks effectiveness when running the business and when meeting new and frequent customers who visit.  This part of the PESTEL/PESTLE analysis framework identifies the impact of governments on business to improve strategic management

Political
At Starbucks they experiences the following political external factors in macro-environment. One of the factors are regional integration of markets which is an opportunity that can help propel the companies marketing strategy and introduce new customers from all areas and countries.  Governments around the world are improving infrastructure, which helps to develop all different  companies and creates the opportunity for Starbucks to access more markets and suppliers. However, bureaucratic red tape is a threat as it persists in most countries which causes political problems. Another political factor is that suppliers at Starbucks are located all over the world in different countries. Since the organsation is world wide political pressures increases. This can have influence towards the business as it can affect the political condition that vary nationally where all stores or supply chain are located. (Gillespie, A. 2007). 
Economic  
Starbucks faces the economic external factors in its remote environment one of the economic factors are the high growth opportunity to develop all countries around the world and the declining unemployment rates in the countries to help create opportunities for Starbucks to gain more revenues from various markets around the world. However, the rising labour  cost  is  on going as it affect  the developing countries. Therefore this external factor impacts on Starbucks spending and on all ingredients,which includes coffee beans from developing countries. 
Social 
Starbucks address the social factors of the increasing demands for specialty coffee, from all over the world, this is a growing coffee culture and a growing middle class areas. Therefore  the company has the opportunity to widen healthier products to attract customers who are health-conscious when visiting Starbucks cafés. Another social factor at Starbucks is the behavior patterns of the people that influence the culture of the organsation when visiting. There are certain norms and beliefs of the local people that directly affect the food chains and coffee chains. Starbucks uses change to help the policies for ethical consumer. change of the policies from the ethical consumer to help promote the best quality in the business with lower prices. (Gillespie, A. 2007). 
Technology 
Starbucks experiences technological external factors in for example the rising mobile purchases to improve technical opportunity for  its mobile apps and linked services to gain more revenues through mobile purchases. The company also has the opportunity to improve its supply chain, this is to promote the effectiveness on new technologies coffee farmers use. However, the rising availability of home-use specialty coffee machines is a threat to Starbucks because it increases the availability of substitutes to Starbucks products.The global best brands like Starbucks are taking the maximum benefit of technological reforms in the society. 
[bookmark: _xx2wegg5us59]Legal
Starbucks legal external factors product safety regulations this is an opportunity as by using employees performances to help satisfy product safety regulations and regulations on ingredients. GMO regulations outside the United Kingdom is a opportunity as starbucks is already performing well in all other countries. However, increasing employment regulation is a threat at Starbucks Coffee’s as it affects the access to the labor market. This external factor also impacts Starbucks through increased spending for human resources which also is a threat. Starbucks has to ensure that it does not run afoul of the laws and regulations in the countries from which it sources its raw materials as well as the home markets all over the world.
Environmental
Starbucks faces environmental external factors Across the globe. People and governments are favoring the brands that favor the environment. Across the globe, people and governments are appreciating all the new brands that help the environment. The environmental responsibility of the brand has helped higher the popularity of its new brand image. Starbucks brands are also able to obtain higher loyalty from their customers growing popular support for environmentally friendly products which helps promote the investment in environmental issues. (Koehn, N. F. 2002)
Another way to analysis the effectiveness is looking at the corporate mission of the company along with its vision statement and business model which help to seek where Starbucks wants to go as an organisation to improve customer service and customer satisfaction.The Starbucks mission statement states ‘to inspire and nurture the human spirit one person, one cup and one neighbourhood at a time ’(Starbucks 2011). The mission statement promotes that quality and special environments improve customer satisfaction, which helps them to feel wanted and comfortable and this is effective as the company is meeting the appropriate customer needs. 

Starbucks guarantees perfect coffee to their customers, which can only be delivered by high engagement of staff, this is to promote good effectiveness and to make customers feel comfortable when visiting the setting(Starbucks 2011). Fiegerman states that ‘ companies are increasing participating in customer engagement activities to derive values for themselves’ (S. Fiegerman 2012)

Outcomes of customer satisfaction 
There were there different levels of satisfaction outcomes: very satisfied, just satisfied and dissatisfied. These outcomes are very important to marketers as they will determine the future purchasing behavior and loyalty of these customers. The top box score is the percentages for the top one, two or three highest points on a purchase intent, satisfaction or awareness scale. This is an effective way to measure the satisfaction and the effectiveness that carriers out to meet all customer needs to maximize customer value 
Starbucks Top box score 
Top box score - higher standards 
First Box very satisfied 64%
Second box Just satisfied 29%

Third box Dissatisfied Bottom 37%



3.1 Summary of finding, conclusion and recommendations 

Overall, When researching about Starbucks I have found out that the use of social media has a major impact on customer experiences and the services when meeting customers. Starbucks uses social media to meet customer needs and consistently reaching out to all new and existing customers to receive feedback to improve customer expectations and satisfaction to meet all needs. I also found out that employees in Starbucks engage with the the customers to build an relationship to make customers feel comfortable in the organsation which has impact to let existing customers bring more customers to the business and introduce consumers such as farmers to help promote Starbucks is high quality coffee. Another finding is for starbucks to maintain a consistent and efficient service by using technology to help enable this, one technical service Starbucks uses is touchpoints, this can be done from all over the world so that the customer feels valued, and be able to make payments through starbucks app this helps ensure that all improvement customer to services is quick and easy to navigate. 

The recommendations that  the company could utilise is to be more  creative when it comes to coffee flavoured drinks for example,  orange spiced mocha, white chocolate cappuccino this is so customers can have a large vary selection to meet needs.  I would recommend Starbucks as they have a large premium product strategy which is effective as they produced the highest quality coffee from all over the world this is to give customers the best experience and service when drinking coffee.  To  help promote their competitive advantages. However, Starbucks should actively come up with new ideas when preparing drinks  to ensure that no tea houses in the local area steal customers or consumers. Another recommendation is that Starbucks should accept changes when it comes to customers purchasing habits for example, adding more value to the value chain helps to expand starbucks on the market. By changing websites annually, adding features to communicate with customers suppliers and employees to gain a range of different ideas to better the services at Starbucks. Another recommendation is for Starbucks to participate and support local events in the community to build relationships with customers in the local area and also help children to education in developing countries to promote public relationships internationally. Also Starbucks can increase its sales by converting the satisfied customers into loyal customers. However, that will require better handling of customers by partners and shortened service time to ensure investment sales improve the ‘service’ to enhance the value proposition in the business.

In conclusion, based on the Starbucks annual report and customers expectation the  company demonstrate effectiveness, friendliness and cleanliness. 
The overall strategic framework demonstrates that the company has the ability to maximise customer value, which is the satisfaction that impacts on the customer experience. However,  to understand what drives value for customer and to create a win-win price Starbuck put his customers first. Starbucks is a well known company and has a reputation for quality, pricing and efficiency as outlined in the customer expectation tool.
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