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[bookmark: _Toc89186809]Executive Summary
The following report aims to evaluate the importance of hyper-personalisation of customer care and how this will affect the businesses long-term strategy, (Mc Kinsey, 2020). The author will be reporting on Vision Express, (Visionexpress.com, 2021), whilst addressing key strategic measures and defining the pattern of behaviour within the company, (Mintzberg, H, 1989). Due to the Covid-19 pandemic the author addresses the industries measurement that are in place for the primary care and consideration of the customer, (Gov.Wales.org, 2021).
In order to gain perspective, the company’s pattern of behaviour was assessed, (Mintzberg, H, 1989). Vision Express is an established company which has merged with and international retail group, (Visionexpress.com, 2021). This indicates a shift within the industry to co-creation, utilizing a collaborative approach to deter competition within the industry, (Werner, K, et-al, 2019). It was noted that implementation of change involved within the strategic framework would have to be identified, accounting for the opinions of the stakeholders involve, (Werner, R, et-al, 2020). 
Further investigation into the potential of the company differentiating was discussed, redirecting to focus and utilise their advantages to create economic value, (Rowe, S, 2019). One key competitive advantage is the use of the advertising tracking company “Clusters”, the company focusses on consumer views and competitors, (Clusters, UK, 2021). In the age of the digital economy, technology is essential for communication, based on an experienced approach this would help to deliver a more engaging quality service for the customer, (Del Chippa et-al, 2014). The use of utilising the contact centres were discussed by the author, this would give them a competitive advantage to respond quicker to the changing environment and any unforeseen problems that may arise, especially during Covid-19, (Uy, O, 2014). 
In conclusion, recommendations were provided by the author, quality of service was discussed and the need to present a consistent service throughout the company, (Halili, I, et-al, 2021). Furthermore the use of online advisors, virtual advisors to provide customer advice and help in real time, (Hauser, J, et-al, 2009).Adapt and adjust the framework within the business to continue a long-term strategic plan, using the knowledge and experience of existing staff and available resources, (Bergen, M, et-al, 2002).  
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[bookmark: _Toc89186810]Introduction
As requested by senior management we have been asked to participate in an emergency project team. This is to include delivering customer care within the company and to ensure the resilience and future whilst maintaining a competitive advantage. This emergency is partly due to the covid-19 pandemic, personalising customer care and consideration within the wider implications of the post pandemic. The report will focus on the company, Vision Express, (Visionexpress.com, 2021).

The report evaluation has gained perspective from, the Hyper-personalisation of Customer Care, taken from the Mc Kinsey report, (2020) and aims to utilise key features from the report, that could be implemented into practice. The use of strategic implementation being key to assessing the presented situation. We will look to define strategic concepts, the use of the theorist H, Mintzberg, (1989) which suggests, “Defining the pattern of behaviour within the company and its intended pattern of behaviour, whilst determining the position within the market externally”. 

Furthermore, using Porters Five competitive forces that shape strategy, Driver, M, (2012) conducted an interview with Michael Porter on Social Entrepreneurship and the Transformation of Capital;” focusing on lowest cost, differentiation and focus. Showing how relative prices and cost can cause a direct link to profitability. In addition, predicting competitor behaviour choosing to assess company rivals and the way in which organisations can understand and choose competitive positions”. Michael Porters five forces model, (1989), outlines the industry and its competitors, buyers, suppliers, and potential entrants to the market, who they are, what they stand for and how strategic measures to reduce risk and cost can be applied.
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Moreover, P, Drucker, (2007), explains the use of innovation and entrepreneurship, “the practice of innovation exploiting change as an opportunity for the business to provide a different service. The use of application as a tool to enhance the performance of a company, considering the variable changes in motivation”. The purpose of using strategic tools is to establish where the company is situated, exploring the use of a swot analysis would provide guidance, Helms, H et al, (2010), “the use of a SWOT analysis would determine the company’s Strengths, Weaknesses, Opportunities and Threats to the internal and external environment, leading to a more balanced view and yield ideas for strategic building”. Lynch, R, (2006), further encourages, “the use of internal and external factors, political and governmental influence, culture within a company, demographics and the economic and environmental future”. 
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[bookmark: _Toc89186813]Regulations of Customer Care Within the Optical Industry Covid-19

According to Bailey, (2002), social responsibility relates to all events that will affect the public, these include small gatherings, i.e., retail. Encouragement within the community to include modern society and the diversity of culture, (Bailey, A, et-al, 2002), this reiterates the need for customer care and including their diversity and beliefs towards the pandemic and the optical industry. Guidance is given to the public by the means of the government website which instructs patients on updates of the coronavirus, (Optical.Org, 2021). However, the public are still unsure how to proceed with appointments in opticians as many opticians have personalised guidance from superior management.

According to Government Wales, (2021), the key components are to provide continuity due to the impact of covid-19 which has been restricted due to the social distancing measures in place. This has greatly impacted the optometry service this will be known as the restoration phase. The priority would be to deliver optimal customer care whilst maintain sustainable boundaries.

· Primary care will be taken into consideration and a sustainable patient pathway will be presented, in line with prudent healthcare principles.

· Primary care business models, to sustain the optometry workforce and practice, however with emphasis on the sales of spectacles and contact lenses. The priority is the delivery of eye health care for the prevention of and the reduction of eye disease.

The aim is to assess where Vision Express are currently in the microenvironment, the industry reports, have produced a table by the Office of National Statistics.  Optometry is ranked as ninth out of 359 professionals, in terms of the proximity to customers, consequently more adversely affected by social distancing measures, (Ibisworld.com, 2021).  
In corresponding to maintenance of the publics safety corporate sensibility should be constructed, “differentiate between, social responsibility and adapt within the measurements, paying attention to ethical, environmental and social responsibility within the framework of the government’s advice”, (Roberts, J, 2003). Torkildsen, G, (2005), wrote, “it is imperative that management considers all aspects of the business and it’s contribution for continued growth”.






[bookmark: _Toc89186814]Organizational Structure and Pattern of Behaviour
 
To gain perspective and relevance to the following report we must firstly determine the definition of the business and the relevance of growth within the company. Here we can determine the company’s pattern of behaviour and how it has been established, taking note of the position within the market, (Mintzberg, H, 1989). 

· Vision Express is a thirty-year established optical retail company. The company has 559 stores across the UK and Ireland.  Originally established as a limited company, in 1997 the company merged with international optical and retail group Grand Vision. The company now operates in over 7000 stores in forty-four counties globally. (VisionExpress.com, 2021). 

· One of the most significant shifts in the optical industry is co-creation, using a methodical framework of analyses and ground-based research theory. Thus, adapting the collaborative approach to better develop and deter competition from within the industry, would be advantageous, (Werner, K et-al, 2019). 

· Furthermore, the acquisition of Tesco Optical Branches in 2017 saw an increase in over 209 practices, this has had regulatory approval by the UK Competition and Markets Authority.  CEO Jonathan Lawson, at the time of acquisition, expressed the opportunity to “invest in the future”, the estimated revenue in 2016 for Tesco was approximately, £90 million, (E, Mc Cormick, 2017).  This is explained by Hofstede’s long term orientation goal, to continue thrive and adapt to change, invest in the future to gain long-term, growing success and achieve results, (Jawad, C, 2019). 


Vision Express own 1614 competing brands and 143 sister brands, now owned in co-creation with Grand Vision, Vision Express is now based in the speciality business sector.

“Listed on the stock exchange of Amsterdam the International Securities Identification Number (ISIN) of Grand-Vision is NL0010937066”.
  
Share price and profitability of the share Grand-Vision (VISION EXPRESS) 

Share price 
10/18/21 
EUR 28.40 
Yield 
(Dividend per share) 
1.23 % (annualized) 
Share price variations over 1 year 
+20.34 % 
(2016-2020) 
Stoxx Europe 600: +11.50 % 
S&P 500 NY: +84.20 % 
https://www.allbrands.markets/brand/price-share-stock-market-vision-e, 
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[bookmark: _Toc89186816]Current Framework of the Macro Environment 

Norman, M, (2020),” suggests that practitioners in both rural, town and cities should network to facilitate economic value creation to gain perspective post covid-19 to help towards recovery of the industry”.
 
However statistical procedures are not influenced accurately, the knowledge available at the time will determine the behaviour and results, (Kaiser, F et-al 2003). Specsavers are currently ranked at number one in the optical group, privately owned with more than 2,000 stores operating in ten countries part owned at managed by the individual store director who are provided with marketing, accounting, IT and wholesales, (Rai-Rosche, S, 2018). However, the report shows, (Fig 3), Vision Express has risen by thirty-three percent in visibility compared to its competitors and a forty-seven percent rise year on year change. 
[image: Eyewear &amp; Opticians 2021 // Unique Market Report &amp; Trends]
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However, depending on the relationship between the variables statistically significant or insignificant, (Peterson, R, et-al, 2014), shall be using secondary information for the report using available information and facts, (Kothari, C, 2014).
[bookmark: _Toc89186819]Methodology 

Methodology in this framework for the report is an in-depth analysis on customer care, it is essential to gain where the business currently stands and where they wish to proceed in the future during and pre pandemic. According to Porter, M, five forces model, (1989), there are techniques for analysing industries and their competitors. Below we shall see two forces contained within the model and what can possibly combat the threats from competitors to yield and continue within the industry and raise customer care standards.

[bookmark: _Toc89186820]STAKEHOLDERS
 
· Strategy in action, to decide and evaluate whether existing and forecast performance is working for the company and choose between multiple options that could possibly improve the performance. Closely evaluate the options suitable matching opportunities and threats considering their acceptability to the stakeholders. The organisation needs to decide once a strategy is developed on how best to implement the changes, the drivers for changes need to be identified by using a strategy framework by way of example Henry Mintzberg who recognised that strategy does not always follow a linear sequence. (Whittington, R et-al, 2020).
· Preparation for success always plan for crisis management of “when” and not “if”, elect a spokesperson for the company and exchange information at all levels within the company itself, crisis and issue management should be integrated into the company and used as a standard operating procedure, (Koster, M, et-al, 2004).



[image: Levels of strategy (based on [5]) | Download Scientific Diagram]
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[bookmark: _Toc89186822]POTENTIAL ENTERANTS

· The structure of the company can differentiate between its potential competitors, differences in customers, suppliers, substitutes, think structurally to yield a superior performance. To gain improvement in company performance and profitability, both investors and executives should look within their own company, redirecting their focus, to create economic value, (Rowe, S,2019).
· Study the performance management approach, “study the individual behaviour and attitude towards the culture of the organisation, the adaptation process and the relationship between management in practice, this will help towards strengthening the company internally and externally”, (Mullins, L, 2013).
· Distinguish between overall economic performance and overall organisational effectiveness. In this instance Vision Express figures indicate sales growth are trending upwards. Furthermore, in comparison to Spec Savers the improvement suggests good strategy of examining trends. Finally compare performance to other industry competitors but it would be unwise in this current climate to replicate any high-risk strategies, (Whittington, R et-al, 2020).
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Moreover, to continue in methodology we shall focus on Drucker, P, (2007), the use of innovation and entrepreneurship, and exploiting change, enabling the business to provide a different service and take the opportunity to enhance the performance of the company, whilst considering the variable changes of motivation”, (Drucker, P, 2007). 
Firstly, we shall look at the framework, customer loyalty and value and how this correlates with Drucker, P, (2007), innovation and changes in motivation; and how this affects the company. 
Marr, (2012), explains the concepts of “key performance indicators, setting a framework and benchmarking their efficiency to the company. Further understanding target setting, operational process, sales, and marketing.  The employee perspective should be taken into consideration to gain solidarity in the workplace, along with the corporate social responsibility. These indicators are correlated in financial statements as reference points for consideration”.
Further consideration within the framework of innovation, should be focusing on customer loyalty, “unique features limit consumer behaviour, existing customer loyalty does not consider social and cultural dimensions on a macro scale. A study by Chapmen and Drew, using questionnaires and cognitive mapping suggested that shared values, attitudes, and word of mouth did not affect behavioural loyalty. However, the findings showed shared values between managers, employees and customers influenced the customers behaviour. A strong sense of shared values slows the decline of customer loyalty”, (Chaney, D and Drew, M, 2017).
Findings by Leenders, M, (2010), indicates,” value plays a role but brand equity components, company image and emotions built on intangibility are important for loyalty”. Key performance indicators also inform the business and identify cash flow and shortfalls. They track profitability and underlying factors that contribute to the sustainability of the company, (Armstrong, M, 2016). Further understandings are gained in marketing and sales, “key performance indicators highlight benchmarks and set a framework, falling into different categories which include, customer perspectives, finances, marketing, and sales. The employee perspective is considered with corporate social responsibility, these indicators are then correlated creating data and reference points indications toward the business projection plan”, (Marr, B, 2012). 
A study conducted by Ansoff, H, (2007) stated that,” in industrialised societies organizations have been grouped into two major categories, which include, not for profit, which are publicly owned and for profit, which are privately owned companies. From a societal viewpoint, the effectiveness of both organisations is of importance, the first being, the resources and efficiency, and the second, the response to the needs of customers through products and services”. In a survey by Halil, I, et-al, (2021), it was concluded, “that it is important to note that quality is very significant for the customer, customers care about the quality price and presentation. According to, Halili, the survey reported that customers value quality over brands and the service provided was an essential factor to customer loyalty. It was determined that customer satisfaction played an integral role to loyalty. In accordance with the survey, it was reported that prior knowledge affected the purchasing habits of the customer. The recommendation from close friends or relatives and the intangible experience that occurred during interaction with members of staff”. 
[bookmark: _Toc89186823]Mission Statement and Corporate Social Responsibility
The corporate responsibility states that” any interaction with the company can expect more for less”. Vision express are striving to be ethically conscious with a sustainable range of eye-ware that is stylish and affordable. At Vision Express their strategy is to make aware everyone who interacts with the business can expect to see more for less. Enhancing the lives of their customers, colleagues, partners, suppliers, and the communities in which they serve.  The company strives to be an ethically conscious optical retailer. Furthermore, the company have forecasted to extend their existing sustainable product offer whilst reducing environmental impact, rolling out the strategic plan on key dates and are committed to investing in the latest technology for the business, optimal eye health care (Vision Express. Com, 2021). 
The mission statement is there to provide stakeholders and employers what the organisation is there to do. The key strategic question asked are what business the company are providing; how the company makes a difference and what would be lost if the company was non-existent. The vision statement is there to set future goals and define the way in which the organisation should operate. The core principles define the corporate values communicating their core principles, the value would not change due to circumstances. Furthermore, specific outcomes and their objectives are considered that have a substantial effect on the company, e.g., customer service, customer loyalty, in addition also environmental and social objectives to do with the macro society, (Johnson, G, et-al, 2017).
In addition, the mission statement is to ensure unity of purpose within the company, set a standard and to identify an individual’s purpose within the organisation. Specifying the company’s purpose then the performance parameters can be controlled and assessed, (David, F, 2007). 
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Furthermore, patterns of structure within the organisation will determine the success and longevity of Vision Express. Management structure and work organisation according to Mullins, L and Christy, G, (2013), would suggest” a contingency approach to be beneficial, a number of variables will affect the performance of the company, the contingency approach would emphasise the need for flexibility; if situational factors would arise then certain variables within the structure and management systems would be appropriate, one characteristic depends on another. Each store is unique products, services, leadership, and culture. Technology and advances within the organisation would lead to greater success and the smooth operations within the stores themselves”.

Vision Express current marketing campaign is “Vision Taken Seriously” a first stage strategic management plan to gain authority within the industry. The focus is on optimum eye health for the customer and provide them with more information. Further basing their technological advances on frames that are lighter, thinner, and fashionable, (Marketing Week, 2021).


Strategic management analysis calls upon key principles in which we can focus towards sustainability. According to Lynch, R, (2012), “the use of a Pestel or Swot, this is a reminder list on points to consider during analysis. The company need to consider political aspects, socio-cultural future, economics, technology, and the environmental future. Furthermore, the strengths, weaknesses, opportunities, and threats that present themselves to the company. Among the key factors that affect the sustainability of the company are resources attributes of organisation and skills these are essential factors to deliver success within the organisation”.
[bookmark: _Toc89186825]Strengths 

· Vision Express has the competitive advantage of appointing “Clusters” a brand and advertising Tracking Company. The company establishes who their key competitors are and how consumers view their competitors. The assessment was used using Key Performance indicators measures include satisfaction, brand awareness, value, brand value, trust, post-sale perception and advertising effectiveness. Vision express are then provided with important changes which are crucial to the business’s survival, furthermore, providing the company with a database that allows the company to perform statistical analysis, (Clusters UK, 2021).

· Organisations are becoming aware of todays changing business environment leading to strategies to cope with competition and being seen to actively increase their awareness of the environment and their surroundings, (Nelson, O, 2019).


· Vision Express has implemented change in the form of delivery to customers during the pandemic, according to Porter, M, (1998), this differentiates between the competitors as these appeals to a niche market, the cost for the service is minimal at £3.50 as a charge for the item and is delivered to the customers home or an alternative address.

[bookmark: _Toc89186826]Weaknesses
· However, within Vision Express the customer care journey is inconsistent for example, if the phone is ringing within the shop and all advisors are busy, the phone will continually ring and not be answered. This is due to lack of call centre service availability, the use of communication technology would deliver a faster more experienced based approach, inspire emotion to build and engage with customers, and feel confident in the company’s abilities, (Del Chiappa et-al, 2014).

· In the current climate the use of technology within the workplace is essential to communication. During the pandemic consumers adapted new habits, according to industry trends, (Strategy and PWC, 2021), “the global consumer insights survey reveals that the trends are sticking. Consumers are evolving digitally, they are becoming eco-friendly, price conscious and data-conscious”.


· The web design should be easier to access when booking appointments, “it has an impact on customer care, an intuitive straightforward basic concept of value management”, (Tuch, A et-al, 2010). In the quality management of a business, “companies need to understand in the age of digital economy, how value can be added to consumers though their website”, (Fan, W, et-al, 2010). It would be beneficial to Vision Express the use of virtual advisors, “this will increase customers online and help them to receive the advice they need, increasing sales and raise customer satisfaction”, (Hauser, J, et-al, 2009). 
[bookmark: _Toc89186827]Opportunities

· In addition, strategically organise more electronic resources available on the website and utilize as an effective marketing tool, (Jeongyeon, A, et-al, 2020). According to Buesing, E, et-al, (2020), “companies are evaluating their contact centres with highly skilled employees, this empowers customers to address their individual queries and receive a quick resolution. This gives the employees valuable knowledge in data base and demographic that inform other areas within the organisation. In addition, customer needs and wants are more efficiently evaluated helping to promote customer loyalty”.

· During times of crisis businesses aim to develop competitive advantages over their competitors. The aim would be to develop differentiation or focusing on a niche market.  The firm may have to consider their resources depending on different economic, political, and cultural factors internally and externally. This is dependent on the resources and cost structure and their ability to react quickly to gain the advantage, (Uy, O, 2014). 

· An opportunity to expand the company is its marketing strategy, “the strategy consists of the company’s experiences, a marketing doctrine helps address flexibility and consistency, this would provide the firm with a high level of guidance to the decision makers within the company: however not rigidly specifying execution details as to allow for local flexibility”, (Goutam, C, et-al 2014). In addition, “marketing is intangible, it is a critical distinction between goods and service, consumers rely highly on intangible attributes in their service evaluation”, (Ding, Y, et-al, 2017). Furthermore, marketing campaigns should be based and focussed on a wide socio-demographic, for economic and social implications to be considered”, (Borges, A, et-al, 2016).

· Kotler, P et-al, (2013) suggest that “branding referring to signs, symbols and names, need to be identified, to differentiate the company from their competitors. The definition of marketing according to Kotler et-al, are the set of instructions, creating a process and assessing needs wants and demands. The importance of building a rapport with the customer and uncovering customer values and reaping rewards from profit of sale, that capture value from the customer profiting from long term customer equity”. 

[bookmark: _Toc89186828][bookmark: _Hlk64149805]Threats

· Looking within the industry there are several competitors, the most significant being Spec Savers, each store is part-owned, and part manged by their own directors. Their current focus is on training in enhanced optical services, with over 1,800 optometrists achieving the goal by 2018, (Roche, S, 2018). Spec Savers also have a strong marketing campaign, with their famous quote “Should have gone to Spec Savers”, their latest campaign using the soap opera Neighbours character receiving home visits, (Campaign Live, 2021).

· Furthermore, the threat of online competition with Glasses Direct offering reduced glasses at a fraction of the cost to purchase compared to instore, (Glasses. Direct, 2021). Development of the internet and price comparison online, suggests it would be expected that those competitors that are online would be price comparative due to the reduction of search costs and overheads that include shop rental, staff etc, (Wolffe, F, C, 2016).The use of this marketing tool i.e., the internet, is to sustain attention and provide information, concluding that building this marketing tool is effective and efficient, (Kupec, V, et-al,2020).


· Managerial myopia is identifying the competitive threats, focusing on the main marketing area, and scanning their environments. Vision Express may fail to notice threats due to unused resources and latent capabilities. Develop a hierarchy for competitive awareness, identify the shortfalls within the business, adjust and adapt the framework to compete with the competition, access dormant resource facilities, (Bergen, M, et-al, 2002).
[bookmark: _Toc89186829]Important Legal Fact
There are important facts to note, in order to counteract the threat of online competition, the role of the optometrist, “the examination of the eyes to detect problems, disease and injury, the optometrist will advise on maintaining optimum eye health this is done within store and can be used as an advantage to maintain customer loyalty with information and guidance”, (College-Optometrists, 2021).
Furthermore, when receiving online glasses, it is essential that you put in the pupillary distance. This means, the vertical distance to the optical centre is vital when dealing with prescriptions and lens forms. However, this is classed as a dispensing function and NOT part of the refraction result, (prescription), as this is not, a “clinical” result. The patient as a result never asks for this as they do not know how significant this is in having the correct prescription for the manufacturing of glasses. Therefore, it is NOT required by law to give the pupillary distance, unless on request, which is for the discretion of the manager, (ABDO.Org, 2021).
[bookmark: _Toc89186830]Conclusion
To conclude, in the report, it was observed that regulations of customer care during the pandemic are being implemented, (Optical, Org, 2021). The organizational structure has expanded to a global scale, (www. Vision Express, 2021), with investment in long term organisational goals, (Jawad, C, 2019). Key performance indicators suggest that there has been an increase in visibility compared to competitors by thirty-three percent. Sales growths are trending upwards, and Vision Express are currently ranked at 2nd in the country except for Specsavers ranked as 1st, (Salience, 2021).
Risk preparation and strategy for success has been evaluated and noted that strategy is not always linear and drivers for change need to be identified and implemented, (Whittington, R, et-al, 2020).  It was suggested that Vision Express found opportunities to differentiate between its competitors and gain advantage through their own unique strengths, (Rowe, S, 2019). Benchmarking and consideration for the employees’ feedback will improve the culture of the organisation, (Marr, 2012).  It was shown that shared values between customer, employees and managers influenced the customer behaviour a strong sense of shared values slowing the decline of customer loyalty, (Chaney, D, and Drew, M, 2017). Leenders, M, (2010), reiterated that image and intangible emotions are important to loyalty, where the customer is confident, trusting and can feel at ease with the service provided.
Furthermore, corporate responsibility has been taken into consideration, Vision Express is striving to extend sustainable products to reduce their environmental impact and are committed to investing in technology for optimal eye health for the customer, (Vision Express. Com, 2021). Forward planning has seen Vision Express utilising a tracking company who establish who the main competitors, establishing where in the market they can improve examples include value, trust, satisfaction perception and effective advertising, (Clusters, UK, 2021). Further planning has seen Vision Express implementing changes, delivering to customers, their product, to their home during Covid-19, using Porter, M, theory of a “niche”, marketing strategy. (1998).
However, flexibility and consistency need to be addressed in the company as a whole and in individual stores, this is due to lack of call centre facilities utilised within the company, (Del Chiappa et-al, 2014). In addition, website design and effectiveness need to be readdressed, (Jeongyeon, A, et-al, 2020). It was suggested that Vision Express would benefit from the use of virtual advisors on their website in order to provide advice and increase customer satisfaction and sales, (Campaign Live, 2021).

Vision Express may fail to see threats due to latent capabilities and utilising the existing knowledge that they have within their staff. With the use of the call centre and online resources, these combative measures successfully implemented would even out any competitor advantage and sustain customer attention, (Kupec, V, et-al, 2020).
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· Firstly, there is a lack of call centre service available to the customer, this would add significant value to the customer journey, if the customer was able to gain understanding from experienced members of staff that could evaluate their needs and wants and direct them to the appropriate department, (Tuch, A, et-al, 2010). Contact centres should be integral to the business as this is main point of reference for the customer, here during this experience a rapport can be established. Experienced, knowledgeable staff should be appointed to this area as they could efficiently react to the situation provided. This would empower the customer uncover the customers values and gain profitability through long term customer equity, (Kotler, P, et-al, 2013).

· Secondly, the customer care journey may begin with access to the internet the presentation and online presence of Vision Express. Web design and ease of access to the appointment system is essential in the age of the digital economy. Value will be added to the customer journey, the current system is failing to provide ample service through the web design. Customers are phoning stores to make appointments as the online system fails to allow specific times, dates, or children’s appointments. Further use of online virtual advisors would be beneficial, chat bots, which will answer questions in real time and provide help and advice that the customer requires, (Hauser, J, et-al, 2009).

· Quality of service throughout the company is inconsistent, adaptation and the collaborative approach will help develop and deter competition, (Werner, K, et-al, 2019). Focus on the quality of service provided to the customer, customers also care about the price, quality and presentation, the service provided within store plays an integral role to loyalty, create an intangible experience, (Halili, I, et-al, 2021).

Identify these shortfalls within the business, adapt and adjust the framework with the available resources, access staff knowledge and experience to compete with the competition. (Bergen, M, et-al, 2002).
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