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UNDERSTANDING AND ENGAGING CUSTOMER EXPERIENCE
































Executive summary
In the perspective of a business organisation customers are the most essential aspect that decides a successful organisation. Customers tend to have various types of demand and perceptions while going to buy any product in the market. This report has been focused on the various needs for customer satisfaction in respect to Morrisons. In UK the organisation has been a strongest player in the retail segment. The report puts emphasis on the background of the organisation along with critical inspection of the factors that are directly responsible for determining customer value. The various factors for customer service has been analysed that are directly related to customer satisfaction. 
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The satisfaction of potential customer by meeting modern quality standards of products and services helps an organisation to acquire positive consumer base. The value of customer experience needs to be attained by modern organisation for influencing their potential customer as well as rival companies. It is a known fact that conserving sustainable resources and meeting the practical standards of fair trade allows retail organisations to maximize their ability to provide better quality products and services. Morrison’s is considered to be one of the retail organisations in UK that seeks higher customer experience and inspect issues that restrict them to acquire repetitive buying decision from consumer. 
This report has analysed the factors required to influence customer value and system that allows Morrison’s to maintain the quality process. In this report, a brief on educational sustainable development and analysed the importance of quality control along with the stages of customer buying decision. 
[bookmark: _Toc7451558]Background of company 
Customer experiences of Morrison’s are considered to be on the positive scale because they have acquired influential position in UK retail sector. The supermarket chain of Morrison’s has not only covered major regional space in UK with 498 stores in England and Scotland. In order to have higher influence among consumer, Morrison conducts business through online and offline mode of operation. It allows them to not only satisfy the general requirements and feedbacks from online consumer but also interact face to face with offline consumers. Morrison has been considered to be the strongest rival of Tesco and acquired annual revenue of 1726 million GBP (groceries.Morrisonssmorrison.com, 2019). 
In order to serve proper products and services to consumer, Morrison employs a motivated workforce of 110,000 employees. High employee base allows them to not only meet the requirements of consumer but also have necessary influence over employees as well. It has been found out that Morrison has invested more than 48 million GBP to modernize offline stores and provide latest technical utilities to employees for managing the turnover of staff (employeebenefits.co.uk, 2007). This investment has made them capable of achieving resilient workforce and also maximise the flexibility in work for employees of the company.  
Refer to Appendix
[bookmark: _Toc7451559]Brief on ESD 
Sustainable development has been the major influence over modern companies to acquire potential consumer base by meeting the demands of consumer through maintenance of natural ecosystem. The concept of education of sustainable development was particularly devised by UNESCO to not only promote accessibility of business but also preserve the environment for human population. It has been prioritised by UNESCO that education of sustainable development involves education for climate changes and innovative approach for maintaining biodiversity of nature (en.unesco.org, 2019). Training and education employees of Morrison with sustainable development can help them to maintain innovation along with CSR approach. 
[bookmark: _Toc7451560]Critically analysing the factors responsible for influencing ability to maximize customer value
[bookmark: _Toc7451561]Factors of customer service 
Professionalism
Morrisons customer service is particularly focussed by conducting business with professional conducts. Berguson (2002) stated that professionalism helps in understanding the specific requirement of consumers and increasing the credibility in buyer-seller relationship has highlighted it. The statement of author is relevant for Morrisons to not only increase company influence over consumer but also help in expansion of business. Treatment of consumer with professional value and approaches are necessary part of Morrisons to manage the workforce as well as result in positive interaction with consumers of the company.  
Training and development
Higher number of Morrisons workforce needs to be trained with advanced methodology of customer service. It is a necessary ingredient for meeting the standard quality of service and also trains employees to handle difficult consumer. The primary objective of training and development of Morrisons employees is to make them aware of company goals and vision so that subsequent steps can be taken to provide better quality of service. Gummesson (2002) has stated that proper training of employees is a necessary approach for acquiring a skilled workforce that can provide needed customer service. Morrisons can seek skill based training of employees so that objectives of company can be met in efficient manner. 

Figure 1: Factors for customer service
(Source: Based on Goodman, 2009)
Improvement in quality standard
Quality control is a necessary requirement of modern organisation to meet the systemized quality standards and manufacture products which are in high demand. Maintenance of quality control assists Morrisons in advancing their services and allows them to follow necessary protocol for increasing the production of demanded products. It cannot be denied that quality control result in repetitive business opportunity for Morrisons and make them capable of identifying the specific issues of consumer with any particular product or services. The management of quality control is a necessary approach for Morrisons to reduce liability risk which is the essential requirement for positive branding of Morrisons products. 
Responsiveness
Morrisons prioritise the customer service by implying a customer feedback forms for both offline and online purchase of the products. It enables them to attend to negative reviews and dissatisfaction of consumer by maintaining a positive yet professional outlook toward interaction. The need to acquire multiple communication approach helps Morrisons to not only acquire higher customer influence along with improvement in customer interaction with development of good rapport with dissatisfaction of consumer. Attending customer reviews in shorter span of time is a valuable approach for Morrisons to provide efficient and fast customer service.
[bookmark: _Toc7451562]Evaluation of customer centrality 
Customer centrality allows retail organisation to align business services that can meet every demand and requirements of consumer. In order to have positive influence over consumer, Morrisons progresses the sale and manufacturing of products that are specifically required by their consumer base. As per the opinion of Goodman (2009), customer centrality allows manufacturing organisation to progress business with the help of consumer loyalty and trust. The author’s statement can be considered relevant for Morrison because they have acquired fourth position among all the retail stores in UK. It certainly implies that Morrisons have been identifying the target market for application of relevant market approach in branding and promotional requirements of company. 
The relevant business approach can help in acquiring higher receptivity to customer queries but also make sure unnecessary issues from business circle can be avoided. The customer centric approach allows Morrisons to examine business requirement and align their services to acquire higher consumer value. The views of Leppard and Molyneux (1994), suggested that customer centric approaches allows an organisation to focus on only those products that can generate value among consumers. This could be considered as an important step for Morrisons to save higher expense by not resorting to unnecessary products and services. 
On the other hand, Assael (1995) has said that customer centrality equips an organisation to provide impartial services and know their potential customer base. The statement of author is important for Morrisons to make sure their potential consumer base do not switch over brand but also meet the marketing trends in UK. The customer centrality of Morrisons can be said to be correspondent with customer-centric theory. It has been highlighted by Bishop (2012), that customer centric theory helps an organisation to strategize business approach as per mass requirement of consumer and build a proper stakeholder chain within the organisation. The application of customer centric theory can help Morrisons to know about products that creates customer interest and satisfies the potential consumer base of the company. 
Customer centrality is also required by Morrisons to bridge the communication gap among internal and external stakeholders of the company. The primary requirement to satisfy the customer base of company can be achieved by customer centrality of Morrisons and also improve the core competency of company. On the contrary, Buttle (2009), has stated that customer centrality of business is beneficial in neutralizing internal conflicts within organisation and attain primary objectives. The attainment of company objectives and vision is required by Morrisons to prioritize their business activities that can help in achieving higher customer satisfaction.   
[bookmark: _Toc7451563]Value of Customer Relationship Management (CRM) 
The purpose of CRM is to manage customer requirement by streamlining the business process and achieve positive relationship with customers. It has been opined by Christopher et al. (2013) that CRM technology can allow companies to manage their task and initiate process as per the priority of company. 
Usability of CRM in sales
The application of CRM can allow Morrisons to improve sales record by meeting the requirements of business. As per the views of Forsyth (1999), automation of sales cycle from CRM technology can help maintaining the effectiveness in work and also promote the sale of company. The author’s statement is relevant for Morrisons to track purchase history of consumer and manage task as per the contemporary requirement of company. The necessary engagement of Morrisons with Zoho CRM software allows their employees to access information about business from a single platform. 
Usability of CRM in HR
CRM technology can be implied by Morrisons to manage human resource by identifying their skills and implication of such approach for the benefit of company. The opinion of Foxall and Goldsmith (1994), has highlighted that CRM technology is necessary to identify any skill gap and also make a projection of resources required to meet business requirements. It cannot be ruled out that application of CRM technology can assist Morrisons in induction of experienced and skilled employees through automation process. 
Usability of CRM in customer service
The interconnection of working individuals through a single software assisted platform is essential for Morrisons to update information on real time basis. This particular technology is considered to be relevant for Morrisons for monitoring the progress of work and also result in satisfaction of consumers of the company. Morrison can apply CRM software technology to recognize a pattern in customer purchase and also automate the customer service. It cannot be denied that automation of customer service can be of tremendous help for Morrisons to mitigate customer issues.
Usability of CRM in Marketing
The application of CRM is considered to be necessary for making simplified marketing approach by any organisation. Morrisons can acquire necessary advantage by mapping out their next sale option through analysis of customer purchase history. Since CRM technology has the capability to connect employs in a single platform, Morrisons can apply this process to garner customer information from social media and other online approaches. It is indeed an authentic approach for understanding consumer demand and promotes only those products for increasing the brand recognition of Morrisons. 
[bookmark: _Toc7451564]Factors responsible for customer satisfaction 
Accessibility
Morrisons needs to make sure that new as well as existent customer base can be able to identify products that are specifically provided by the company. This factor is considered to be important in improving the accessibility of consumer. Greenberg (2010) has opined that customer accessibility influences the customer of company to make better purchase decision.  
Language
Language is the most important factor for retail organisation like Morrisons for understanding the requirement and specific demands of consumer. It is required by Morrisons to employ only those individual that can hold fluent conversation in English as it is the highly preferred language of UK.
 
Figure 2: Factors for customer satisfaction
(Source: Based on Assael, 1995)
Convenience
The convenient factor of company is also being scrutinized by consumer for making a repetitive purchase from same brand. Inspired by the opinion of Foxall and Goldsmith (1994) it can be stated that transaction convenience, pre purchase and post purchase convenience helps an organisation to have positive influence over consumer. Application of convenient factor can allow Morrisons to experience less struggle while initiating the business process. It also includes post purchase behaviour from employees which tends to create better customer service.  
Real time service
Real time services are needed by Morrisons to handle customer queries on real time basis and helps in meeting the purchase demand of consumer. The application of real time services is an important factor for acquiring customer satisfaction and allows them to experience higher influence among rival companies. 
Emotional and logical satisfaction
Satisfaction of consumer does not only depend on meeting the emotional requirement from company but also need logical satisfaction while making a purchase. It has been opined by Buttle (2009) that emotional satisfaction of consumer results in positive influence over consumer whereas logical satisfaction results in trust and loyalty towards a brand. Morrison can utilize this opportunity to provide logical reason for financial expense of consumer toward a product. 
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Customer value can be defined as the level of satisfaction a customer intends to experience while buying any product or a service from an organisation. Based on the information gathered from the study of Harrison (2005), it can be stated that customer value intends to have a process of purchasing a product in exchange of certain benefits which can be data, knowledge or time. It cannot be denied that customers are the soul for running a business. Without presence of customers a business organisation cannot thrive or success. Therefore it is very essential for an organisation like Morrisons that it puts effort to understand about the perceived benefits of which customers are searching for while buying or choosing a product over the others. Another important point of customer value is that any products are not bought because customers like them. Most of the products are purchased on the basis of their value. 
Measuring customer value
It has to be noted that without measurement of customer value the benefits cannot be perceived. In the case of Morrisons the organisation needs to put more emphasis on customer value as it will help in making the brand value more strong. As per the viewpoint of Håkansson and Snehota (1995), it has been evident that products which are identically twin can compete only on the basis of cost. But in the case of products which are different cannot be competitive just by cost. For these products the features will be used for differentiation process. It has been noted that there are certain drivers of value which intends to be product function, quality, service, branding, marketing, product price and past experience. These are the factors that have a direct impact on a consumer’s perception. Morrison needs to analyse all these factors in order to understand the perceived value. 

[bookmark: _Toc7451566]Identifying the system responsible for supporting quality process and effectiveness for meeting customer requirements 
[bookmark: _Toc7451567]System for quality module and quality standard
Quality management can be defined as a system which involves document processes, responsibilities and procedures that are used for the achievement of organisational policies and organisational objectives. As per the views put forward by Kaynak and Herbig (2014), it has been evident that ISO 9001:2015 is one of the international standards which are used in for specified requirements for the quality management. This is considered to be the one of the most common prominent approach in quality management. Quality management serves various purposes such as improvement of processes, reduce waste, lowering the production cost, engagement of staffs, facilitate training opportunities and in setting organisational direction. 
ISO 9001:2015
Morrison intends to use the ISO 9001:2015 standard as for the quality management process on its products. Inspired from the viewpoint of Mooij (2004), it can be said that ISO 9001:2015 is one of the most utilised quality management system in the perspective of the whole world. ISO 9001:2015 tends to directly specify the basic requirements for quality management that any organisation may use for the development of various programs. There are various types of elements for a system of quality management. Morrisons has been using these elements for meeting the needs of its customers along with organisational requirements. The common aspects of these certain elements that have been found are quality objectives, quality manual, data management, procedures, customer satisfaction and improvement opportunities. 
Implementation of QMS in Morrisons
Morrison has have successfully implemented its QMS with the help of a structure that is based purely on PDCA cycle. This has allowed the organisation for continuous development for both of its market products and their QMS. As influenced by Lewis and Varey (2012), it has been evident that there are certain basic steps that are to be followed for the implementation of a proper quality management system. Morrisons has designed their QMS through building it, deploying, controlling, measuring, reviewing and improvement. The design has been build for driving the customers of Morrison. As in the retail sector there are a huge number of products the organisation has build a system that allows the organisation to check and ensure that the products which they are selling have maintained quality standard. This also have a direct affect on the customer demand as ensuring better quality brings loyal customers. 
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Buyer seller relationship is one of the key elements that intend to bring more profitability to an organisation through the help of deep understanding. The relationship in between a buyer and seller is very complex, as it has been found in many studies. As per the views put forward by Payne (2012), it has been evident that viewpoint of a seller to that of a buyer is completely different as both have different demands.  It has been already been found that Morrisons have one of the largest shares in the UK market. This is the result of building a strong relationship with the customers by the organisation. In the recent times every organisation focuses on having a competitive advantage over the others. In order to get the competitive edge a certain section of any particular organisation cannot achieve. It needs working together for achieving the best results. 
Better market opportunities
One of the major advantages of having a good buyer seller relationship is it intends to bring better market opportunities. As Morrisons has effectively worked towards building a customer centric approach through a strong supply chain network. It has targeted market with low cost price approach enabling more customers to buy its product. Customers of Morrisons tend to feel they have more perceived value which has strengthened loyalty towards the organisation.  
Higher profit
Another huge advantage that has been identified due to a strong buyer seller relationship is higher level of profit. In the recent past years Morrisons have been able to make profit through customer centric approach. As customers feel more satisfied they tend to return back to the same products which enable the organisation to get maximum benefit. Inspired from the viewpoint of Piercy (2009), more profits tend to add more brand value. 
Creates brand and product trust to the customers
Buyer seller relationship intends to bring customer trust which effectively helps in getting an opportunity of market development. As more customers are added with higher level of satisfaction this directly affects on consumer perception. Based on the information gathered from the study of Ruskin-Brown (2005), it has been evident that customers with product trust intend to buy the same products repeatedly. Also customers serve the purpose of source of information as a satisfied customer often advises their family members, friends and others to go for the same products. 
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It is one of the major objectives of an organisation to convince a customer by getting into their heads. In order to do so there are certain steps that are to be followed which involves finding decision making technique. Based from the viewpoint of Schneider (2004), the five basic steps in the consumer buying decision process are recognition, search process, product comparison, product selection and evaluation.
Problem recognition
It has been seen that most of the decision making has a start with some issues. Consumers tend to develop their needs and wants on their satisfaction level. In this consumer has a feeling of missing and feels they need to address it. Morrisons has effectively understood the issues that the consumers have been facing which has provided proper time for advertisements.
Search process
In this step the consumers search for those products and services which intend to satisfy the demands. Consumers mostly use recommendations from friends and families for the search process. According to Smith (1997), trust factor plays an essential role as people take recommendations from only close peoples rather than following blindly on a computer program. Also past buying experience tends to play a huge role as it helps in making the decision process better. 
Evaluating alternatives
The next step in consumer buying decision process is the evaluation of alternatives. Once a consumer determines the product that will make their needs satisfied then they starts to evaluate the product with alternative options in order to find a best deal. Evaluation process can be based on the quality, customer feedbacks, price and many others. Customers choose the products which satisfies all the parameters. 
Selection stage
In this stage customer decide for the purchasing the product after assessment of all the major criteria. They are already taking the risks into the account on the item the consumers go for purchasing. 
Decision evaluation 
The last and final step is decision evaluation in which customers are evaluated whether they are satisfied with the products they have bought. Based on the viewpoint of Solomon (2004), it can be said that the main goal for an organisation is not only for a customer of one time but rather repeating the same over its lifetime. Any bad past experience can directly influence the perception of a brand. 
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Quality is considered to be the most essential factor that comes in for any product and service. As it has been already been observed that Morrisons have huge competition in the market quality becomes one of the major market differentiator. As per the views put forward by Wellington (2010), it has been evident that quality control helps in building a successful organisation which also helps in meeting customer expectations. This 	also intends to form basis for an effective business which affects in minimizing waste and also brings high level of production. Morrisons tends to have put huge importance for its quality control which has resulted in better customer experience along with better production process. International organisation for Standardization has published a quality control system which is known as ISO 9001 which has been used by Morrisons in its QMS.  
Quality assurance
Quality assurance also has a direct effect on brand value as the brand with better quality products. Every organisation intends to practice the QC needs so that they can have a proper quality manual. Quality manual tends to outline the focus for quality along with the objectives for an organisation. Quality manual provides quality guidance for various departments and its function.  This helps the employee to maintain the standard and aware of their responsibilities that are mentioned in quality manual. Based on the viewpoint of Schneider (2004), it can be said that there is a major difference in between quality assurance and quality control. Quality assurance can be referred to be a continuous effort which enhances the practices for quality for an organisation. These continuous improvements can be expected through the quality functions.  

[bookmark: _Toc7451571]Conclusion 
Customers play a very important role in the overall working of the organisation. In case of Morrison’s the value of customer experience needs to be attained by modern organisation for influencing their potential customer as well as rival companies. In order to have higher influence among consumer, Morrison conducts business through online and offline mode of operation. With an aim to serve proper products and services to consumer, Morrison employs a motivated workforce of 110,000 employees. Morrison’s customer service is particularly focussed by conducting business with professional conducts. Maintenance of quality control assists Morrison’s in advancing their services and allows them to follow necessary protocol for increasing the production of demanded products. In addition to this, customer centrality allows manufacturing organisation to progress business with the help of consumer loyalty and trust. It is important for Morrison’s to make sure their potential consumer base do not switch over brand but also meet the marketing trends in UK. CRM technology can be implied by Morrison’s to manage human resource by identifying their skills and implication of such approach for the benefit of company. Morrison’s requires employing only those individual that can hold fluent conversation in English as it is the highly preferred language of UK. It cannot be denied that customers are the soul for running a business. Without presence of customers, a business organisation cannot thrive or success. Focusing on the quality standards, Morrison intends to use the ISO 9001:2015 standard as for the quality management process on its products. However, huge advantage that has been identified due to a strong buyer seller relationship is higher level of profit. Morrison’s tends to have put huge importance for its quality control which has resulted in better customer experience along with better production process. 
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Morrisons revenue
(Source: https://fairlyvalued.com/company/TMHC)
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