


[bookmark: _Toc523482128]Abstract
This report, using an organisation of chose, aims to show an understanding of customer experience as well as engaging customer experience. Additionally, by using academic literature this report will start by firstly defining who are customers, what types of systems have organisations have got in place customer relation, also by using research this report plans to be critical on quality processes within a workplace, so that there is an understanding of what can be the barrier effecting the organisation from meeting customer expectations. On the other hand, by showing an evaluation of values, beliefs, attitudes and the management theories, this can help this report show a critical understanding of the organisations ability to maximise customer value. Furthermore, by analysing the customers experience within the organisation, various factors such as communication, training and management support were identified as having a major effect to the organisations ability to maximise customer value.
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Fixated on a comprehensive concept of customer experience, Abbott (1955) and Alderson (1957)“what people really desire are not products but satisfying experiences” (Verhoe & Lemon, 2016). Other theorists such as Hirschman and Holbrook (1982) recognised how human emotional behaviour is important in the characteristics of decision making and experience. According to Verhoe and Lemon (2016) other academics argued that whenever an organisation interacts with a customer leads to customer experience, irrespective of its nature and method (Verhoe & Lemon, 2016). This expression considers customers experience overall nature, by integrating the customer’s perception, emotional, physical and social answers to all exchanges with the organization (Verhoe & Lemon, 2016). Recently organizations have broadly defined customer experience as “encompassing every aspect of a company’s offering—the quality of customer care ,of course, but also advertising, packaging, product and service features, ease of use, and reliability. It is the internal and subjective response customers have to any direct or indirect contact with a company” (Meyer & Schwager, 2007).
Dixons Retail is considered the prime electrical consumer retailers in Europe and the group’s main objective is the sale of consumer electricals as well as mobile device goods and connectivity. For Dixons to meet their customers’ expectations they need to show that they understand them, so Dixons are always looking to empower their people with new technology. Dixons Retail is the largest consumer electricals retailer in the United Kingdom and Ireland. The retailers core focus is selling consumer electricals, connectivity as well as having a important set-up engrossed on care, support, maintenances, distribution, setting up hardware and services. Dixons Retail’s aim is to be a multi-channel retailer were Currys PC World Carphone Warehouse are the only national consumer electricals and mobile device store in the United Kingdom as well as Ireland (Dixons Carphone plc, 2018). Furthermore, Dixons objective is to give their consumers the product and services they need to seamlessly connect their home, office and travelling lives. This approach drove Dixons to success by seeing record profits of 501 million U.K sterling at the end of April 2017 (Microsoft, 2017). The consumer electricals retail market is divided between specialist electrical stores then all-purpose stores which retail electrical goods as a share of their broader offerings. Furthermore, the consumer electricals market is split into two sections: ‘assisted’ and ‘unassisted’. Therefore, one of Dixons Retail’s stores Currys PC world (CPW) see themselves as the assisted channel market as they are a specialist electrical store who assist customers complete their purchasing process by advising customers on products, add on services, distribution and setting up (Dixons Carphone plc, 2018). On the other hand, the unassisted option would be single channel internet stores in addition to all-purpose stores who have a tendency to not suggest all these services. Even though, Dixons Retail being a specialist, the store remains the main starting point for consumer’s in the electrical market and they are constantly adapting its organisation to the way consumers purchase items, this includes increasing their online presence. Therefore, to accomplish the objective of critically analysing Dixons ability to maximise customer value, studies have been directed to find out the impact of service quality, customer relationship management and customer loyalty programs.
1. [bookmark: _Toc523482130]Dixons customer engagement metrics
[bookmark: _Hlk523345553]Organizations find engaging with consumers to originate from perceptible value out of communication a very difficult task. Nevertheless, various companies such as Dixons are positively achieving this.  This section will discuss how Dixons essentially engages with their customers in this era’s global market. Through cases the next paragraphs will also discuss how Dixons stores engages with their consumers and spring value out of that engagement.
Dixons Carphone Warehouse is engaging with their customers in various ways, firstly this report will discuss Carphone Warehouses scheme ‘speeding up and simplifying repairs’, which involves Dixons repair processes. Previously Dixons did not have a tracking system for customers to know when their repair device has been repaired. This approach of where customers do not have an idea of where there product are, would cause Dixons to disengage with their customers as consumers behaviours have changed and they are reluctant to give their product and not know the progress of their repair. Dixons introduced RFID solution by TrackerPoint to be able to return repairs to their customers on the promised date. According to Kumar (2014)  “RFID has helped us ensure we achieve this by automatically tracking each job throughout our facility” (Swedberg, 2014). Due to Dixons having many stores across the country they process many mobile devices for repair and being able to track these is a very difficult job. However, due to the implementation of RFID readers, Dixons have tags which they can now put on repairs and with the help of RFID, TrackPoints software collects data interpret read data so that Dixons can share this information with their staff as well as customers. With this automatic real time service Dixons is offering their staff is trying to engage with their customers and get value out of the engagement.
Commercial director Earle (2016) said  “We remain committed to offering our shoppers the best products at the best prices, whatever their budget. By leveraging our position as the UK’s largest electrical retailer, we’re able to offer shoppers prices that are the lowest in the UK on must-have products, along with hundreds that have been frozen to 2016 levels.” (Dixons Carphone, 2017)
Whilst Dixons is more and more taking part in consumer engagement tasks to originate value for themselves, those tasks give benefits to the customers too. Currys Pc World are engaging with their customers through the launch of ‘Lowest price’ campaign. Launched on the 1st February 2017, Currys Pc World announced their campaign were they intend to guarantee consumers to have at least one branded product a week cheaper than any store within the United Kingdom. This campaign as well as another campaign which Dixons offer called ‘Price Promise’ gives Dixons consumers guarantees that Dixons are offering great value on their products as well as they will be able to match or beat their competitors’ prices even though the competitors an offering the product on promotion or even if they have bought their item, for up to seven days they can still match the products price with Dixons competitors. Dixons engages with their customers in a way of creating a great value experience for their customers, to which gives value to Dixons as customers will have an bigger demand and user-base to Dixons Stores.
These examples above show how Dixons spend so much time and resources in engaging with customers, with the sole purpose to change a purchaser’s tendency to purchase a product or service into an actual sale. Most customers forthcoming purchases are reliant on the customers previous experience with Dixons as well as being aware of the brand. Consequently, customer experience good or bad has resulted in a customer to be expected to form an awareness about Dixons brand and talk positively or negatively to others about Dixons. Customer engagement has been studied for a very long time but engagement metrics are stimulating (Maund, 2018).
[bookmark: _Toc523482131]1.1 Conceptualizing Customer Experience Value (CEV)

Figure 1Set of metrics provided by customers that value Dixons
brand and contribute to Dixons through, purchases, referrals,
influencing others with Dixons offers and also providing feedback
about Dixons on their services and products.
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CRV (Dixons to Customer setting)
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BRV (Dixons to other businesses)
Value linked with future profits from clients referral influences.



Source: (Maund, 2018)
Dixons actions and competitors actions
Dixons Consumer behaviour and attitudes




CUSTOMER BRAND VALUE (CBV)

Profit contributions from customers within Dixons happens in two ways:
· Directly – this would be through customers purchases in Dixons.
· Indirectly-  through not buying anything from the store such as referrals and influencing customers by providing feedback from previous experience.
Dixons being able to identify the right consumers who create value to them can be used to capitalize on profits. CEV framework is used to identify and evaluate the right customer at Dixons, who is engaged with Dixons, and also who produces value. This approach for calculating Dixons customer engagement has five different aspects shown in Figure 1.
Dixons customer behaviour, attitudes and actions have an impact on how Dixons maximizes customer experience. Dixons is always altering their strategies depending on how their consumers are reacting towards their products and services. Dixons marketing activities such as ‘trade in’, ‘price promise’, promotional deals and adverts have an impact on customers as Dixons customers react by taking part in Dixons activities and engage with Dixons through purchases or non-purchases actions, to which has an impact to Dixons actions. This sort of mutual reliance between Dixons and their consumers is shown on Figure 1 at the bottom (Maund, 2018). Four metrics manage CEV; CLV, CRV, CKV and CBV. This approach concept will help this report measure Dixons customer engagement and see what impacts the organisations ability to maximise customer value. CEV frameworks takes into consideration of recent tendencies in social media and what effect it has on Dixons strategies, with giving an efficient tool to understand customer value and the impact the individuals have on Dixons future (Maund, 2018).
2. [bookmark: _Toc523482132]Customer Relationship Management
Customer relationship management is now ever more a priority to companies schedules as it is a factor to which an organisation can maximize customer value. Huge and small organisations across various areas are trying to implement CRM as the most important component of an organisations approach, aimed at two significant motives; new age technology allows organisations to choose market sections, micro-segments, or specific customers, also the new way of thinking within the market has also documented restrictions of outdated marketing and the potential of more customer-focused, process based strategies. Furthermore, based on Payne (2012) theories, Figure 2 shows how CRM is ought to be in three levels:
Figure 2





Source: (Payne, 2012)
CRM is Dixons Retail’s approach to seek out, generate, develop and enhance relationships with carefully targeting customers with the intention of improving customer value and organisation productivity and in so doing maximizing shareholder value. Additionally Dixons Retail’s CRM is always related with applying information technology to implement relationship marketing strategy (Payne, 2012). CRM links the possibility of new technologies, also new marketing intelligence to be able to bring profitable, long term relationships (Payne, 2012). Information Technology (IT) organisations such as Dixons Retail have opted for the term CRM to define their software that influence the promotion, retailing and services functions of the business. According to Buttle (2008), Dixons retail associate CRM with technology and also individuals with management importance claim that customer relationship management is a disciplined method to develop and maintain CRM and technology may perhaps have a role CRM (Buttle, 2008). From many organisations perceptions, they find it very had to derive tangible value from the customer from interaction. However, various organisations are effectively achieving this.
[bookmark: _Toc522879840][bookmark: _Toc523482133]2.1 Types of CRM
Figure 3

Source: (Buttle, 2008)
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Figure 4







Source : (Iriana & Buttle, 2006)
The next paragraphs will discuss how Dixons as an organisation engages with customers  through daily operational processes. Figure 3 & 4 shows Dixons approach to customer relations. Operational CRM is the type of customer relationship management defined by Buttle (2004) as “a perspective on CRM which focuses on major automation projects within the front office functions of selling, marketing and service” (Iriana & Buttle, 2006). Operational CRM automates Dixons processes such as sales and marketing through many different touch points and channels. Automated system channels in Dixons have various different titles, firstly you have technology delivery systems, online shopping, and distribution channels. These services refer to electronic requirements of customer service. For example, Dixons sales department has an IT system called Eclipse, which manages Dixons retailing activities such as taking payment, checking stock, book delivery to enhance sales productivity, by increasing speed of transactions and also Eclipse improves the collection of data, this would mean that the internal communications between staff and management would be increasingly enhanced (Iriana & Buttle, 2006). Likewise, these service automated systems Dixons have in place allows them to automate their services. Additionally, it is important for Dixons use automated services on many channels such as telephone services, Reevo, various websites as certain customers would feel comfortable interacting on various channels of their chose and because social media is free and has become more significant technique for companies like Dixons to collect customer feedback. Dixons customers use social media constantly and it may be easier for Dixons customers to voice their complaints or appraisals. With Dixons neglecting this would mean that they miss out on an valuable opportunity to manage their consumers and products . Dixons ability to reach customers through these touchpoints aids in customers’ requirements being met as well as helping the organisation create a deeper understanding of their consumers.
Figure 4
[image: Image result for microsoft cognitive services]
Source: (Cardoza, 2017)
Microsoft and Dixons created an artificial intelligence by using Microsoft Cognitive Services and Microsoft Bot Framework to generate an informal bot named Cami. As Figure 4 shows Microsoft Bot Framework Cami is a platform that creates, connects, tests and deploys bots to interact with Dixons customers in an informal way. Also to Dixons customer relation the Bot Framework impacts customer value by helping Dixons innovate improvements within the organisation, improving the way the organisations interacts with high amount of users such as giving the user a quick way to find information without having to do extensive work and also the Bot lives in the Cloud which means there is always availability for customers to able to get information at any time. Microsoft Bot Framework works hand in hand with Microsoft Cognitive Services, this service is a powerful tool that collects data and stores to Microsoft Azure Cloud platform as shown in Figure 4 and this allows the bot to recognise languages and images. Azure also has a fraud detection service integrated within so this gives assurances to Dixons consumers in using their services, however after a data breach in 2015 consumers’ are sceptical of purchasing from Dixons because of their system failures (BBC , 2018). Cami the bot that responses to various queries from customers and employees through the organisations website and social media sites. Social media site as shown in Appendix B has integrated Cami to provide a steady online and in-store experience for customers and will help these individuals by researching, reserving, locating products and checking inventory (Microsoft, 2017). Furthermore, Cami is an excellent tool that impacts Dixons customer experience as in research it shows that Cami links customers and employees together. However, from employees perspective and some customers believe the system is outdated and very slow. Payne and Frow (2005) specifically singled out channel integration as an important motivation for many organisations like Dixons. Dixons implement this type of systems across channels to ensure their processes are consistent and of high quality (Iriana & Buttle, 2006). 
[bookmark: _Toc523482134]2.2 Dixons Touch Points
As smartphones are now at an all-time high in terms of ownership, consumers’ confidence in buying products through a mobile device is ‘rising exponentially’. Dixons customers tend to behave differently on multiple devices, with desktop users more likely to engage with the home page contents that mobile device users (Ramage, 2017). With social media and a website now present in different forms Dixons is able to communicate with many different customers (see Appendix A) as well as being able to show what they have to offer. An easily accessible website of which customers can view product information, check availability as well as leave feedback has a massive impact on Dixons ability to maximise customer value. Many other retailers such as John Lewis or independent merchants have a retail presence through stores or online and Dixons have found that nearly 90% start their customer journey online with approximately 65% of them using their mobile phones (Microsoft, 2017).
Some of Dixons touchpoints such as the customer service telephone, consists of using an automated service and these services tend to have an objective to increase customer experience, by increasing the speed of transactions as mentioned, get a better understanding of customer needs, accelerate customer enquiries and feedback. However some customers beliefs is not to talk to an automated service so this can have a major effect of the customer experience. For example, from researching the products price through the internet to price match and reading reviews, Dixons customers tend to use the internet as the main part of their shopping experience. Dixons ensured to use Microsoft’s strategic partners to help them support their processes for a more efficient customer experience and make sure when customers interact with Dixons products, services, staff and marketing materials they are happy. Interviews, mystery shoppers, group meetings, staff interviews, interacting through social media was the way these organisations collected data from customers to be able to engage with customers to provide a better experience. Jones (2017) said  “Through the research, we determined that artificial intelligence could be the key to offering our customers the differentiated, personalized service and cohesive customer journey we are aiming for” (Microsoft, 2017).
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Source: (Roberts, 2018)
Figure 5 above shows the various touchpoints that Dixons customers will complete their activities or actions through. These various touchpoints for Dixons customer gives them awareness of Dixons, aid in discovering Dixons services or products, help consumers purchase and also bond with Dixons. With Dixons using South African call agents for customer service, this could impact the organisation ability to connect with their customers who they serve in the UK. This might impact the older generation within the UK to purchase with Dixons as they use automated services the older generation’s beliefs is the need to speak to a person rather than an automated service. This can impact the way Dixons are able to provide an efficient customer experience. 
3. [bookmark: _Toc522879842][bookmark: _Toc523482135]Corporate Social Responsibility and Supply Chain 
Dixons consumers are very Important stakeholders and Dixons take in account when determining their policies and importance. Dixons consumers exercise their buying behaviour to be a major stakeholder. Purchasing and not purchasing specific products, or from particular Dixons stores, the consumers remain able to strongly effect Dixons. To take necessary measures for survival, Dixons regard their consumers as the primary stakeholders and if they demand social responsibility then Dixons should be taking this approach as there is a strong link between customers values, beliefs to their buying behaviour (Collins, et al., 2007).
Corporate social responsibility (CSR) makes sure that organisations conduct their business in an ethical way. This would mean that and business decisions, organisations have to take in account of their social, economic and environmental impact as well as considering human rights (The University of Edinburgh, 2017). CSR involves many range of activities to organisations such as;
· Working locally with the communities- Dixons ability to work locally with communities helps them create CBV which is very important in Dixons interacting with customers values and beliefs.
· Investing socially- Dixons ability to invest socially helps the organisation interact with their customers and these can boost CLV as well creating an a customer perception of being involved.
· Evolving relationships between employees and customers- This impacts Dixons ability to maximise their customer experience by creating CRV and this helps the organization retain customers.
· Sustainability and environment protection- Dixons ability to be sustainable impacts their customer experience as the customer feels they are being environmental friendly and they know that the product or services used from Dixons will not impact the environment and their daily lives.	
Figure 6
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Source: (Dixons Carphone PLC, 2018)
Dixons as a company was created to give individuals simple and independent advice about which consumer electrical product suit their needs. The company motto is that the customers values and beliefs are always first, with regard to them as individuals nonetheless also community members. Dixons have many touchpoints such as social media outlets to where Dixons ensures that they listen to customers , shareholders, employees beliefs and the surrounding communities values to understand their expectations and to ensure that expectations are reflected upon all business decisions (Dixons Carphone PLC, 2018). Figure 6 shows Dixons values and commitment to creating a sustainable, accountable and ethical organisation. Dixons sustainable corporate practices and beliefs make a comprehensive business logic, not only do these practices benefit the environment, stakeholders and the communities are also impact Dixons ability to maximize customer value. Also, by Dixons using sustainable organisational practice can help achieve their company goals and to serve their customers better for the long term. Dixons method to corporate responsibility is all motivated by insights and also they are always trying to learn about their stakeholders needs, so that they know how to support them best and deliver in the most efficient way. Dixons Corporate Responsibility Model is motivated by three pillars:
· Collaboration
· Investment
· Innovation

[bookmark: _Toc523482136][bookmark: _Toc522879843][image: ]3.1 Supply chain
Figure 7









Source: (Allison, 2013)
Supply chain is a systematic approach that companies use in moving their goods or services to their end user. Supply chain involves the way natural resources and raw material is transformed into a finished article and delivered to the end consumer. As shown in Figure 7 Dixons supply chain originates from the manufacturer an slows through to the end user.
[bookmark: _Toc523482137]3.2 Dixons Supply Chain Management
Supply chain management (SCM) is the activities Dixons does to take full advantage of customer value and also accomplish a sustainable gain. SCM signifies a mindful effort by Dixons to grow and run their supply chains as efficiently and effective as possible. Dixons supply chain activities cover all their merchandise developments, locating, manufacturing, logistics as well as the technology used to drive these activities. SCM is based on seven principles shown in Figure 8:

Figure 8
[image: See the source image]
Dixons SCM has improved the way Dixons maximize customer awareness, profits by reducing costs and errors. This section will show how these factors will impact the organisations ability to maximize customer experience. 
It is know that Dixons supply chain is an important part to the organizations success as well as satisfying the customer. Dixons supply chain management impacts their customers experience in various ways such as:
· As Dixons supply chain is very efficient they impact their consumers in a positive way as the products are delivered on time with no errors.
· Dixons supply chain can be very limited in the sense that products for consumers are not always available in certain locations which can impact the customer retention in that specific area.
· Dixons pride in their after sales support as they offer a turnaround fix of 7 days and this boosts customers experience as customers nowadays expect a their products now to be serviced quicker.
[bookmark: _Toc522879844][bookmark: _Toc523482138]3.3 Ethical Sourcing
According to Chartered Institute of purchasing and Supply, ethical sourcing is when organisations socially, responsibly and sustainably conduct their sourcing activities. In this generation the utmost crucial features is the way an organisation deals with environmental issues. Many organisations as well as Dixons are confronted with continuous fears due to climatological changes that affect the planet, which causes harm to all creatures and human beings. However, anthropogenic climate change is not only the factor to organisations environmental problems. Natural resource extraction, animal treatment in industrial farming, extinction of species, genetically modified organisms and limited clean water are a few factors that can impact environment. In more general terms, organisations challenges are to be able to be sustainable in one or more ethical issues (Hiller, et al., 2013). Moreover, due to this consumer attitudes are changing as this would mean Dixons need to include ethical sourcing policies in all of their operational principles and standards. Dixons also evaluates and engages with the supply market to manage relationships with suppliers so that they can meet the customers’ requirements (Hiller, et al., 2013). Additionally they show this by their Ethical Sourcing Policy obligation; Social Accountability 8000 standard – an overall framework that helps certified Dixons demonstrate their dedication to fair treatment such as child labour, forced labour, health and safety, discrimination, disciplinary practices, working hours, remuneration and management systems (Social Accountability International, 1997). FTSE4Good criteria helps Dixons stakeholders establish a measure of the companies social responsibility (Bachelor, 2001). This can impact the organisations ability to maximize customer experience in many ways as Dixons have to constantly adapt to the way they ethically source their products due to the consumers beliefs and values. 
[bookmark: _Toc523482139]Conclusion
Dixons has many ways to interact with their customers and created CLV. There impact of customers experience varies across many different platforms. Firstly, this report gave information on how Dixons engages with their customer through examples of their customer journey. By using a CEV method this report could understand how Dixons can influence customers value which then ultimately impacts the customer experience. Secondly, this report looked at the way CRM impacts Dixons ability to maximize customer experience by the systems and method used within Dixons to interact with customer. Dixons have automated systems in place across various platforms which speed the way the organisation interacts with consumers as well as being available 24/7. However, this report found that across Dixons touchpoints where more efficient than others because of their consumers values, beliefs and behaviour. Thirdly, Dixons CSR and supply chain has a massive impact on how the organization maximizes the customer experience as the customers are the primary stakeholder within Dixons and whatever beliefs and values the consumers are trending the organization has to be prepared to adapt to them changes.
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Dixons would be implementing a specific technology solution


Dixons application of an combined series of customer-oriented technology solutions


Dixons complete tactical method to handling or managing customer relationships, with the aim of creating shareholder value 



STRATEGIC
This type of customer relationship management is a core customer-centric strategy with intentions at winning and keeping profitable customers. 


OPERATIONAL
Operational CRM focuses on customer-facing processing such as trading, marketing and customer service.


ANALYTICAL
This CRM concentrates on the intelligent collection of customer-related information for strategic purposes.


COLLABORATIVE
This type of CRM applies technology across organisational restrictions with the vision of enhancing organisational, partner and customer value.
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At Dixons Carphone we:
simplify the mobile, technology and electrical world

Make the potential of connected technology accessible and affordable for everyone
Provide unparalleled expertise and service to help navigate the new digital era
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. Segment customers by service needs, regardless of industry, and then tailor services to those
particular segments.

. Customize the logistics network and focus intensively on the service requirements and on the
profitability of the preidentified customer segments.

. Listen to signals of market demand and plan accordingly. Planning must span the entire chain to
detect signals of changing demand.

. Differentiate products closer to the customer, since companies can no longer afford to hold
inventory to compensate for poor demand forecasting.

. Strategically manage sources of supply, by working with key suppliers to reduce overall costs
of owning materials and services.

. Develop a supply chain information technology strategy that supports different levels of
decision making and provides a clear view (visibility) of the flow of products, services, and
information.

. Adopt performance evaluation measures that apply to every link in the supply chain and
measure true profitability at every stage.?





