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INTRODUCTION

Customers are huge assets to any organisation. Knowing your customers is the key to success and this can create amazing customer service. Service quality and customer satisfaction are commonly well known as major effects in customers buying decision process (Taylor and Baker, 1994). Customers look at the service or products offered by an organisation, to fulfill their needs. Customers help an organisation meet their objectives. Customers buying impact the entire organisation so it is very crucial to understand customer’s needs. Consumers require many different services and products. In the retail industry, providing various numbers of services as well as products is a matter of huge concern for many organisations. Not every customer will need the same service or product, making it harder on the organisation to meet the demands of customers.  This essay will look into the factors that influence Selfridge’s ability to maximize customer value. Selfridges & co. will be the chosen organisation used in this essay to relay how effective CRM can be. Selfridges is a luxury retailer with four department stores across Great Britain. Selfridges have their main store situated on Oxford Street in London, one in Birmingham and the other two in Manchester. In 1906 Harry Gordan Selfridge wanted to bring the American shopping experience over to the UK and therefore introduced Selfridges. Selfridges pride themselves in being a market leader. To be a market leader, an organisation need to be unique that can be distinguished from the other competitors. This essay will thoroughly look into Customer Relationship Management (CRM) and other systems that can benefit and assist the organisation to expand and attract new and retain existing customers. 

THE FACTORS THAT INFLUENCE SELFRIDGE’S ABILITY TO MAXIMISE CUSTOMER VALUE

Customer service 
Customer service is the support an organisation gives to a customer, before making a purchase but also after the purchase of a product or service to make the transition easy and smooth. It is really important for any organisation to have customer service because it assists retaining old customers but also attracting new customers. In today’s day-to-day business functions, customer service goes way beyond face-to-face or over the telephone customer service, there are many channels to over customer service. This could be through e-mail, social media, online chats and also text messages. The key to providing superior service is understanding and responding to customer’s expectations (Parasuraman et.al, 1991). Customer service is more than just delivering a service, it is part of a promise to give the answers customers are looking for and also help reach an end goal for an organisation’s customers. 

Selfridges offer many services within their organisation. Selfridges are known to have a huge number of customers from abroad so Selfridges offer an import and export service to help customers transport their shopping from the UK to their home country. Selfridges also have an ‘Elfridges’ service. This is a service where if you have a huge shopping list and are very restricted for time, then there are people to assist you to get all the items you need and can also offer recommendations or alternatives if there is a shortage on the products the customer requires. Selfridges also have an online website where they offer to have the item you need within one working day into their store but also have it delivered to your home address by the next working day. This is to help the convenience of the customers and their busy schedules offering alternative methods in receiving their desired products. 

Corporate Social Responsibility (CSR)

Corporate Social Responsibility (CSR) is an evolving theory that incorporates environmental, social and economic interests into an organisation’s values and decision making process to make it as transparent as possible and thus improving society and determining better behavior. CSR has transpired as an inevitable importance for business leaders (Porter and Kramer, 2006). In any organisation’s policy, Corporate Social Responsibility plays an integral part on the business agenda for a significant number of firms (Grayson and Hodges, 2017). There have been a lot of debates about CSR being used as a prospective tactical method to gain public support to sustain a competitive advantage. Being ethically environmental safe can take its toll on a financial aspect. However, CSR can play a huge role in building customer loyalty, as the organisation will have a reputation for integrity and good conduct. 

Selfridges launched Project Ocean in 2011. The aim of this project was to cut out plastic pollution and protect the ocean with the help of Zoological Society of London. Selfridges made a pledge to never sell or serve endangered species of fish in their store as well to cut out all single use of plastic, which includes single use of plastic bottles, carrier bags and packaging. Selfridges started their project off with a huge slogan ‘No more fish in the sea’ and threw amazing events all throughout the store to educate customers as well as employees. Money was raised with the support of Marine Reserves Coalition to build a 50-hectare Selfridges Marine Reserve in Philippines. Through surveys it is known that CSR improves employees morale and therefore improves an organisation’s reputation (Glavas, 2016). Some of the staff member of Selfridges who campaigned for this project had the privilege of being flown out to the Philippines to see how the development had helped the fishes in the sea. By 2013, Selfridges set out a campaign to help sharks as humans were killing off one hundred million sharks per year. Selfridges removed all items/products from their beauty halls that had shark oil or shark-by products in them. In 2015, Selfridges had cleared out any single use plastics in their stores and started to make drastic changes to be more environmental safe. By 2017, Selfridges took out any products that had plastic micro beads and stopped using plastic straws in their restaurants and bars. Since 2011, Selfridges have shown to be committed to be socially environmental safe year on year. Every year, Selfridges are investing in new initiatives to prove and set out to be ethically safe for the planet and to the society.




Quality merchandise 

Not only are Selfridges investing in products and foods that are environmental safe but they also seek out to sell innovative and exclusive merchandise to set new boundaries and set them apart from the competitors. Organisations use exclusivity as a part of a product or brand collection scheme (Upshaw and Amyx, 2017). Within retail stores, it is important for them to get exclusive brands or products to gain competitive edge and build a demand and interest from the public. Exclusivity can help an organisation build a client base, get repeat business and also spread good reviews of the organisation to help build their reputation. Selfridges stock very well known luxury designer merchandise and also high street brands too. Selfridges house high street brands like H&M, Topshop, Ralph Lauren and Levis. They also house high luxury brands like Valentino, Chanel, Louis Vuitton, Fendi, Dior and Balmain. Selfridges look to attract a wide range of customers, from the elderly to the young adult to customers looking to invest in luxury designer products to purchasing toys for children of all ages. By offering a diverse number of brands, Selfridges can be a pioneer in the retail industry.

THE SYSTEMS THAT SUPPORT SELFRIDGE’S QUALITY PROCESSES

Consumers are vital to any organisation. Satisfaction drives loyalty and loyalty drives business performance (Hill and Brierley, 2017). Organisations must keep on exceeding customer’s expectation to improve profitability and market share. Organisations need to continuously seek to gain knowledge in what their customers need, what they require and what they value. Organisations can measure this by using systems. The systems I will discuss further are: SERVQUAL and Customer Relationship Management (CRM).

SERVQUAL

A team of American marketing gurus created the Service Quality Model otherwise known as SERVQUAL, in 1988. Organisations use this model to capture and measure the service quality experience by customers. SERVQUAL was developed to measure the quality of service (Mojaveri et. al, 2019). The SERVQUAL model is predominantly a qualitative investigation. SERVQUAL has five dimensions. These are, (Vorasaiharit and Thawesaengskulthai, 2016):   
Definition of SERVQUAL dimensions: 
 
	
	Dimension 
	
	
	Definition 
	

	Tangibles 
	The appearance of physical facilities, equipment, personnel and communication materials 

	Reliability 
	The ability to perform the promised service dependably and accurately 

	Responsiveness 
	The willingness to help customers and to provide prompt service 

	Assurance 
	The knowledge and courtesy of employees and their ability to convey trust and confidence 

	Empathy 
	The provision of caring, individualized attention to customers 



The concept of SERVQUAL is distinguishing the difference between a customer’s opinion and their expectations. All five dimensions are not equal to one another.  Customers assess the quality of a service or product by comparing that they expect opposed to how an organisation truly performs. Therefore, SERVQUAL measures the difference between what customer’s expectations are and their opinion of the service they received. Customers form an opinion on their expectations of an organisation based on either former experiences or from reviews they have heard or seen. This is then used as a comparison to what they actually receive. A customer who receives service that is outstanding suggests that the organisation is adapting to customer’s expectations and this is the level of standard the organisation has set. 

Tangibles 

This dimension discusses the appearance of physical facilities, personnel, and communication materials (Berry et. al, 1990). Tangibles are described as service that is felt without buying the service. The physical assets are utilized by the organisation to improve external customer satisfaction. Selfridges have invested millions into the refurbishment of their retail properties. Selfridge’s London store has recently been through a huge refurbishment which involved updating their accessories hall, the staff entrance, building in new places to dine and many other changes. In a society where the new generation of people is looking for an Instagram-worthy picture, it is down to organisations to entice customers into their premises to have customers show off their décor and interior. Selfridges have used eye-catching décor to help attract new customers in. Their new restaurant, Brasserie of Light has chic art-deco scenery. It features a large-scale horse encrusted in diamonds and Swarovski stones as a center point created by Damien Hirst. Selfridges have also updated their accessories hall by extending their building out on Duke Street, giving them more capacity to hold more merchandise. They have created a more current and open space to hold their accessories. Selfridge’s accessories hall gives a decadent feeling and customers feel more invited to shop around. 

Reliability 

This dimension discusses how customers rely on how an organisation keeps to their promises or word.  Reliability entails of consistency and dependability (Iberahim et. al, 2016). Reliability is based upon how an organisation’s ability to guarantee their service precisely and effectively. Reliability ensures repeat business. Customers usually go back to an organisation depending on how well the organisation acted out on their promises for service results and aspects. An organisation will set service standards and will expect their management to feed it through internally to the departments and then to the entire front facing employees who handle customers to ensure they perform well. These employees are the most important to any organisation as they are the ones who are in direct contact with their customers. All employees who come into contact with customers, whether that is on the phone, in store, online or any other channels, are a vital link and their performance is critical to customer’s expectation when receiving a service. This is why this dimension is regarded as one of the most important factors in determining customer satisfaction. Selfridges ensures that all their employees complete all their training and are also up-to-date on all events or upcoming events appearing in their stores. Personal stylists within Selfridges will be knowledgeable in to what collections of designers may be coming in store to advise their clients accordingly. 

Responsiveness 

Responsiveness addresses the ability to react to customer needs in a timely and flexible manner (Iberahim et. al, 2016). Customers respond positively if an organisation is showing eagerness to support customers and provide efficient service. When dealing with customer’s demands, queries, objections or problems, customers will be looking to see how focused and prompt an organisation deals with these. Customers measure how responsive an organisation is by the length of time communicated to them from when the task is actually done. This is emphasized by how flexible an organisation is and the ability to personalize the service to a customer’s needs. Selfridges handle all criticisms and complaints as promptly as they can, as they know any delays to the customer’s complaints or queries will have a diverse effect on their customers buying process. Handling a complaint as swiftly as possible will only benefit any organisation positively than leaving it and passing it on to other members of the organisation. When addressed correctly, this will ensure customers that the organisation is organized and eager to support their customers leading to positive customer satisfaction. 

Assurance 

Assurance will be regarded as another one of the most important dimensions within the service quality. Assurance is defined to encourage trust and certainty. Trust and certainty will need to be demonstrated from employees who have direct contact to customers for any organisation. Assurance can be seen as the employees understanding of consideration and the capability of the organisation and its employees to encourage trust and certainty. In order for organisations to gain the competitive advantage, they will have to train their staff to be aware of the importance to build trust and certainty from their customers to get their loyalty. Selfridges instills trust and confidence in everything they do by embodying corporate social responsibility. Selfridges are involved in many projects, Project Ocean as an example to show what they are doing as an organisation to save the environment. This project is about removing all single use plastics and helping the ocean have less plastic pollution. Selfridges have built a water fountain on Duke Street, to encourage customers and people who walk past their water fountain to reduce the use of single use plastic bottles. When customers learn what Selfridges are doing to be socially environment safe, this will build trust with their customers. If the employees also demonstrate they are equally taking part in being environmental safe then this will only be positive when building Selfridge’s reputation. 






Empathy 

Empathy is the ability to have care and human interactions for a customer, it is also the ability to understand and share how another person feels. Adding empathy to trust and certainty, works as a bonus for customers and can increase on customer loyalty. Empathy allows employees to have a better understanding of people. Practicing empathy everyday allows staff to support customers better. When staff can confidently demonstrate empathy, they are able to recognize what customers are not saying, through body language, their situation or even their tone of voice. When employees can understand what customers are not saying, then customers feel more at ease and feel the employees are doing the best by them. Selfridges are very empathetic towards all their staff and customers. Selfridges celebrate all festivals of all faiths and nationally, to make all their customers feel included. Selfridges also encourage their employees to show empathy, as this is a tool that can be used to build rapport when in contact with customers. 

Overall of SERVUAL 

Expectations play a crucial role in customer’s opinions of service quality so organisations have to set credible expectations for their service. Successful supervision of consumers’ expectations is imperative for an organisation’s long-term success (Tam, 2007). Controlling expectations is vital since service quality and satisfaction result from how well the actual service is implemented. Perception of service quality can be very damaging to any organisation as reviews spread very quickly and can have a negative impact on the organisation. Perceptions can be conveyed through many channels, word of mouth, social media or directly to the organisation. Customer satisfaction can be measured as a means of feedback towards an organisation. SERVQUAL can be beneficial to Selfridges or any other organisation because it can be used to measure and manage service quality through diverse number of settings and backgrounds. Any information or data gathered from using SERVQUAL model can be used to identify strengths and weaknesses in comparison to competition. The information can also be utilized to provide opportunities for an organisation to assess its service quality performance on each of the dimensions separately or generally all the dimensions together. SERVQUAL can be used to set a benchmark in Selfridge’s standards and then use these benchmark to improve their service quality. I think SERVQUAL can be beneficial to Selfridges if it is used on a yearly basis and it is used to compare results and can determine if Selfridges have made an improvement or not. It can determine what dimensions are being monitored and have a greater understanding of the difference between customer’s perceptions and expectations. 

Customer Relationship Management (CRM)

The retail industry is very aggressive because of the exceptionally immersed commercial market place. Vavra (2002) states how organisations are doing the utmost to differentiate themselves from their competitors to have uniqueness. It is along these lines essential for retailers to build up a focused technique so they can position themselves in the market to accomplish an economical upper hand and increment income. Achieving upper hand is subject to the cautious development of a reasonable vision and mission with impeccable initiative that reflects and uses the focused procedure and shows the planned situating while at the same time joining the qualities, culture and capabilities of the organization. By making the key heading of the organization unequivocal with a set mission and qualities, every single inner activity will have an unmistakable prescience enabling them to position the organization in a synergistic way, accomplishing expressed objectives and destinations. 

In an exceptionally aggressive market, organizations need to keep up positive association with their client (Hassan et. al, 2015). Customer Relationship Management (CRM) is a way to deal with a company's collaboration with present and potential clients. It develops information analysis about clients' history with an organisation to improve business associations with clients, explicitly concentrating on retaining clients and eventually motivating more income. In a market where online presence is just as strong as having 

CRM has been one of the top needs in both showcasing market research and practice (Reimer & Becker, 2015). The information retracted from CRM will assist an organization to grow and understand what their customers need and will predict what they will need in the future. Hill and Alexander define customer satisfaction as a measure of how an organisation’s whole product implements in contrast to a customer’s needs (2006). With the assistance of CRM, any organization will be able to provide and over exceed a customer’s expectations.  

Organisations aim to understand what customers expect, want and need. It is then their purpose to give possible options to fulfill their customer’s expectations, wants and needs. CRM is a tool to help an organisation answer what customer’s expect, want and need. Some would argue that, CRM could be used just as a tool to learn how to attract customers and generate more profit. But then the opposing side would disagree and state that CRM is used to strengthen the relationship between an organisation and their customers, building on loyalty and customer satisfaction. Selfridges use CRM to gain customer information. When a customer makes a purchases, their details are stored on the Selfridge’s CRM database to update their transactions and also they are asked if there are any particular information they would be interested in. This is then filtered and the right information is communicated to the customers, keeping them in the loop about what is going on in Selfridges and also what to expect. 

I believe that CRM is an effective tool and if it is utilized correctly then both the organisation and customer can reap the benefits from this. The customer information and knowledge gained from CRM can be utilized to understand and serve customers better. Customer satisfaction and loyalty can be gained from CRM if the correct knowledge and values are applied and communicated. CRM can be used to personalise and create products or services to meet individual customer’s needs. 

Management theories 

Managers are an integral factor in any business. Managers ensure they are continuously improving productivity. Henri Fayol in 1916, described managing as to forecast and to plan, to organise, to command, to co-ordinate and to control (Cole, 2004). Management is the process and planning of resources used effectively to achieve organizational goals. There are many management theories but I will use the theory that I think is relevant to the systems used by Selfridges to improve their quality process. 

The behavioral management theory is also known as the human relations movement. The behavioral management theory focused on the human aspect of work. Theorists considered a better understanding of human conduct at work. This could be encouragement, disagreements, expectations, teamwork and better productivity. I believe this management theory is better suited to Selfridge’s management. This is because when employees feel management is giving them space to work on their own initiatives then it produces more productivity. Managers who let their employees get on with their work will find that it is better for their health and also creates better morale.

Conclusion 

Corporate social responsibility is a huge factor when it comes to an organisation’s ability to maximize customer value. CSR shows to an organisation’s stakeholders how important they take into concept of being socially responsible and environment safe. Being socially responsible demonstrates that the organisation is not only thinking of their profitability but also of the society and how as an organisation they can improve this. CSR being incorporated into an organisation’s mission values, aims and objectives show integrity and also clarity. Customers only do business when they have a need or want. Customers tend to incline towards a business they like. Based on a customer’s previous experience, if the service quality was exceptional, customers will look to do repeat business. However, if the service quality was standard and didn’t fulfill the customer’s expectations then the organisation should not rely on those customers to make a return purchase any time soon. SERVQUAL is an effective tool to measure and manage service quality. SERVQUAL can help Selfridge’s compare their strengths and weakness to their competition and help them gain competitive advantage if they learn to develop their weakness and continue to improve on their strengths. CRM is an amazing tool where Selfridge’s can gain knowledge from what their customers want and use it to their advantage and build a strong relationship with their clients by predicting and helping them attain what their customers need. If both, SERVQUAL and CRM are used efficiently then Selfridge’s can expect to get a higher profitability, as they are understanding what their customers want and therefore achieving their mission to be a market leader and gaining customer satisfaction and loyalty. 
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