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Introduction
The student will be looking at the ways the organisation behaves, engage, understand and participate with the customers, so, the business can maximise in customer services and values in return of increasing revenues.  As with any business, if they want to flourish, develop and improve, they would need to provide excellent customer services to all of their customers, internals and externals, because everyone matters.  For organisation e.g. Tesco and IKEA, it is very essential and fundamental objectives in maximising customer values.  Without maximising customer values, it will be difficult and tough to sustain at the top.  For both of these organisations, they will have to be loyal to all of their customers and staffs, satisfies every one’s needs and want’s and mostly importantly they would need to connect with the staffs and consumers, due to the line of business they are in, because without customers, the organisations will not have a business to run.  The student will be looking at these two organisations and their culture and behaviour in dealing with their customers and their staffs, due to working for both organisations, the student has previous experiences and knowledge about the services and the products, also, the student will compare who provides better for the employees and the customers.  Tesco and IKEA can build a better reputation and sustain at the top of the market by interacting, communicating, engaging and getting involved with their customers and send a message to them stating that the customers are treasured and valued.  
Tesco is one of the leading retailer supermarkets in the UK, whom is well known for selling all sort of products like: food products, clothe, Pharmacy, Mobile shop, Photo developing, household and electric goods, Optician, café and Restaurant.  Tesco virtually provides everything under one roof, so customers can shop and purchase everything, and do not have to travel elsewhere for anything. (Our Tesco, 2019), and IKEA is one of the largest Swedish furniture retailers, whom is well known for selling flat pack furniture’s for economy prices, their market is targeting new homeowners, first time buyers and students.  They sell home furniture’s, (Ikea.com, 2019).
These two organisations are different to each other, but their aims and goals are the same, e.g. customer’s satisfaction, sustaining at the top of the market and make a name for themselves.
















1. [bookmark: _Hlk8579671]Critically analyse the factors that impact on your organisation’s ability to maximise customer values.


[bookmark: _Hlk8848986]The factors that impact on the organisation’s ability to maximise customer values are.

The factors that influences positive impact on these two businesses are their organisations behaviour, performances, their culture, attitude, values, aims, set principles, habits and their beliefs.  Also, their tacit and explicit knowledge, information and the data they hold about their customers, suppliers, manufacturers and staffs.  Failing to have these factors in place, both of these organisations will have severed consequences, which will lead to having dissatisfying customers, not delivering high standard of customer services and when customers are not happy and satisfied with the organisations, then they will go elsewhere to purchase their products, as quoted by Kumar ‘ Understanding customers preferences is extremely valuable for any business and the knowledge thus gained by the business will serve as a vital ingredient for the success of the products and services’, (Kumar, V., 2017), because the customers are the most important visitor in their stores and because of them the organisation stand and sustain in their place and market.  Both of these organisations depend on them, because without their support, there will be no business to run and no products will be sold, so it is fair to say, ‘the customers are doing favour to these two organisations by bringing in their services, as Peter and Austin summarised in their Excellence Model that, ‘concerns for customers, a willingness to innovate, a well-motivated staff and management, (Peter & Austin, 1985) can provide and achieve transparency and quality control.

Some of the factors that impact on Tesco’s and IKEA’s ability to maximise customer values are:

· Customer Relationship Marketing (CRM) strategies, it is their competitive weapon, because it is not just competition with other organisations in the same fields but are trying in winning the views and minds of consumers, making themselves a loyal brand, so that consumers are satisfied and happy to purchase their products continuously.
· The Tesco Club Card, Tesco Banking, Self Service Pay Points, click and collect and Door to door delivery and branded products at lower price, has managed to keep the organisation at the top of the retail market.
· IKEA’s return policies, receiving extra parts for the furniture’s for free and family loyalty card provides special offer and discounts. 
· Both organisations pay lot of attention to customers needs, they work together with customers and they help millions of people by creating opportunities.  Socially they get involved and aims in understanding the needs, attitude and sentiments of the customers.
· Both organisations meets the objectives of different kind of stakeholders, but the stakeholders can be affected by the performances of the organisations and their decision they take.  They have the responsibilities and have the obligation to meet the expectation of customers in providing wide range of products and services, (Rosam and Peddle, 2004).
· [bookmark: _Hlk9090837]The training they provide their staffs, so they can use their full potentials and this training can be in any form of e.g. how to capture and store data and information of customers, products and so on.  By training, Tesco embeds values, beliefs, procedure and culture.  As O’Donnell, (1990) and Potter, (1991) quotes ‘value has been a core principle of economics since the time Adam Smith’ (O’Donnell, 1990) and ‘value is believed to be imperative to economic exchange and business strategy’ (Potter, 1991).
· Both organisations rely on the feedback from the staffs, customers, suppliers and other stakeholders.  Positive or negative feedback, provides information and data, which then used and analysed to make future decisions.
See Appendix for further details.
· Both organisations culture is another factor that have an impact on the business.  How they use and share their previous experiences, tacit and explicit knowledge and finally good organisation culture can help improve and develop the services, but poor organisational culture can be devasting for any business.  Also, they need to make sure that their staffs have emotional intelligence to able to achieve at high standard, as Daniel Goleman considered in his theory that people need to have ‘self-awareness, empathy, self-regulation, social skills and motivation, if they want to be successful’.  (Goleman, 1990).
· Both organisations provides outstanding values and turn buyers into lifetime customers and they understand customer’s choices, identifies customers segments, offering diverse products (products from all over the world), competitive price on their own brands and special offers on other brands, constantly improving service quality and focusing on the customer wants and needs, (Weinstein & Johnson, 1999).

By following the Nine Parts to Juran’s Quality ‘Route Map’
· ‘Identify who are our customers
· Determine the specific needs of those customers
· Translate those needs into our language
· Develop products that respond to those needs
· Optimise product features to meet our needs too
· Develop processes able to produce the products
· Fine tune and optimise the process
· Improve the process under operating conditions
· Transfer the process to operations’.  (Juran, 1988),

Both organisations transform, improve and develop their tacit and explicit knowledge to sustain their business.
Presently the student works with IKEA as sales manager, she works with many other employees within the department, different age, different background, different gender and all have different experiences.  Despite having different knowledge and experiences, IKEA provides training, so that employees have extensive knowledge about the products, training on how to behave and not to behave with customers and colleagues.  They say treat people the way you would want to be treated; they motivate us by giving respect, providing the basic physical and biological needs, monetary award,
Provide health and safety in the workplace, positive networking environment, building self-esteem and confidence, as Maslow quoted ‘that people die if their basic needs are not satisfied and feel inferior and dissatisfied’.  (McGrath, J, and Bates, B, 2017, P. 56) and also, giving the recognitions and transparency and reward for their hard work.  By providing training, we all get to increase and enhance our knowledge about the services we provide and products we sell, this build our confidence and helps us to deliver more effectively as Roberts (2018), stated ‘knowledge is the most important source of competitive advantages, because it is it is both difficult to imitate and socially complex’.  (Roberts, J, 2018).  IKEA communicate with us all the time, they updates us via senior colleagues, mails and memos, because they know without effective communication, we will not be able to provide excellent customer services and when incorrect data and information is given, then it causes delays, complaints and creates complex problems, so taken into consideration of previous mistakes, IKEA communicates effectively, they also listen to what we have to say, as to we face the customers face to face every day, so we know what customers wants and why, they take feedbacks and give us feedback too, so we as floor staffs know what is happening and finally works as a team and not an individual, as Belbin stated in his “Belbin Team Role Model”, ‘that people are more effective and achieve more when they work together than working alone,  (Uk.video.search.yahoo.com, 2019), and by working as a team  we provide the best customers services, increase and convey our aims and values to the public, sustain our workplace and receive revenues in return. 






2. Critical understanding the quality processes and its effectiveness, in meeting customers’ requirements for organisation  


Understanding the quality process and its effectiveness in meeting customers’ requirements for IKEA

Quality process is very vital for any workplace, IKEA would need to look after their internal and external customers, although, they are different, but both have to be treated with the agreed level of service, respect and acknowledgement.  Without external customers, IKEA would have no 
revenues and the business will not sustain for long and without internal customers, there will be no one running and maintaining the workplace.  
To meet the customers’ requirements, the organisation needs to understand, manage and develop their interaction with the customers and their staffs.  This is done by using Quality function deployment (QFD), which was developed and used by the Japanese back in 1972, Kobe Shipyard of Mitsubishi Heavy Industries Ltd and CRM – Customer Relationship Management, CRM helps IKEA to collect, gather and track customers data and information and then using this information it helps to interact, communicate, connect promote and market the products globally.  IKEA can benefit tremendously by using “CLV model” this model would allow IKEA to’ tailor their products to specific customers, and then select appropriate marketing actions that maximise customer response’, Lemon, K.N. (2006).  This model which was developed in 1950 to reflect changes which was directed and aimed for mass marketing, as it was stated ‘segmentation is a fundamental strategy to managing marketing efforts’, Lemon, K.N. (2006).  This segmentation helped organisations integrating customer profitability into segmentation strategies, which then enables them in improving the effectiveness and efficiency of their marketing programs (Niraj, Gupta, and Narasimhan, 2001).  Because customers need and expectations are constantly changing, due to this, organisations need to have a better understanding of customer needs and preferences, so they can serve and retain their current customers, which will help the organisation to increase their profits and revenues.  Segmentation is a managerially and organisationally implemented market structure commissioned to improve the effectiveness and efficiency of marketing strategies e.g. positioning the products, advertising and promoting, product development and pricing the products to best suits the customers and the business.  This also, helps the organisation to be costs effective in marketing their products.  

……………………

[bookmark: _Hlk9697737]By using latest technology, IKEA can automatically direct customers and staffs from one place to another quickly and effectively.  IKEA also, uses holistic theory by Yang, 2003, which consist of three corresponding facts, technical, practical and critical knowledge and Tesco have to interact with their immediate social and cultural groups.  (Yang, Et al, 2003).  IKEA also, embeds knowledge, services, details of products and the system through training, coaching and mentoring their staffs, (Nonaka & Takeuchi, 1995) but also stated that ‘quality cannot truly be measured by inspection by the suppliers or manufacturers.  Quality Can only be measured by customers satisfaction and quality loss is the cost associated with customer dissatisfaction’, (Nonaka & Takeuchi, 1995) and to achieve high quality of services, maintain the effectiveness on quality, IKEA focuses on their TQM.  IKEA have full confidence in providing 100% in customers satisfaction to their customers and have low rate on defect products and make sure their products are created and aimed to give best customers satisfaction, this also, apply to the safety of the products, value of the products, suitability of customers and fulfilling the legal requirements, because, IKEA uses many suppliers for many of their products.  IKEA make sure that their products are priced accordingly, to capture and keep the customers, because, as Zeithaml stated that there are four groups where customers fall, when regarding the value and they are ‘1. Value is low price, 2. Value is whatever I want in a product, 3. Value is the quality I get for the price I pay and 4. Value is what I get for what I give’, (Zeithaml, 1998) because consumers interact with different constructs that drives customers purchasing decisions.  Another example of the way IKEA uses technology to capture, data and information on customers, their personal information, type of products they purchase, how of often they buy, how often they visit the stores, who buys what, also the diversity of the customers and they collect this information via their family loyalty card and every time that card is scanned, the database would automatically record the information on all aspect of the shopping including who purchased it and in return customers are given money off coupons or coupons with extra point and free cup of tea or coffee on every visit, (Family.ikea.ae, 2019), this also, motivates the customers to use their family loyalty card’s and gain the points, (Roberts, 2015).
The data that is collect through the family loyalty card, IKEA can focus on the needs and wants of consumers and control the price on the products, this is very vital, it’s costs effective, knowing what the customers wants, helps IKEA to deliver and gets to keep the loyal customers and target the drifting customers.  Also, IKEA gets feedback from all stakeholders, because everyone is associated and involved and with this data and information, they can focus on TQM, improving and developing products, process, services, procedure and culture and beliefs of the organisation.  When managers are focuses on TQM in the correct manner, e.g. Quality planning – identifies who the customers are and what their needs are, Quality improvement – establishing the infrastructure that are needed to achieve quality improvements by providing the essential requirements e.g.  training, access to resources, mentoring, coaching, but failure to identify the needs of the customers and not having then right people and process in place to the job can have negative impact on the quality of running the business.  Customers feedback are not taken lightly, due to believing that customers eventually determine the quality of the products and whether they will buy it or not.  

Tesco also, provide similar services (Clubcard) to customers.  Tesco uses technology too, to capture, data and information on their customers, e.g. personal information and details, type of products customers purchase, how often they purchase it, how often they visit the stores, who is buying what, also the details of the diversity of the customers and their age and gender, and they collect these information via Clubcard, which was developed by Dunnhumby Ltd back in 1990’s.  Every time a Clubcard is scanned, the system would automatically record the data on all aspect of the shopping and in return customers are given money off coupons or coupons with extra point, this also, motivates the customers to use their Clubcard’s and gain the points, (Roberts, 2015), 
which they can redeem it in the future for sports, meal deals with participating restaurants, pay for breakdown, buy jewelleries with Goldsmiths and so on.  (Secure.tesco.com, 2019).  This loyal scheme has been a hit for Tesco and since it was introduced other organisations has followed and introduced it to their business.  

Although both organisation are using this facility to their advantage’s, they must be careful in how they are using the personal data and storing it, due to the new GDPR regulations, which came in effect early 2018, consumers have more rights in knowing how their personal data is being captured, stored and used and if there is breach, then legal action can be taken against any organisation.
Deming stated that there are 7 type of deadly diseases that could destroy the business  and they are ‘A lack of constancy of purpose, An emphasis on short-term profits, Evaluating performance, Mobility of management, Running the organisation on visible figures alone, Excessive medical costs for employees health care and Excessive warranty costs arising from customers dissatisfaction with goods and services’, and argues ‘that it can be tackled by effective management that could demonstrate a commitment to quality, communicated the quality message to staff and recognised the needs to create a belief in total quality management trough its workforce’. (Deming’s seven deadly diseases, 2017).
Due to the size and type of business, IKEA uses model like CLV customer lifetime value, this model helps them to customise and make their products to specific customers and their needs, and then use it for appropriate marketing strategy in maximise customer response and increase revenue.  




Conclusions

All of the factors, that are mentioned above by the student, has an impact on any of the businesses, where it is external environment, internal environment or social environment.  The main aim and objective of Tesco and IKEA to be successful was to satisfying their customers by understanding their needs and expectations and it has been achieved by Tesco and IKEA, by way the management working and interacting with customers and how they deal with the CVM and CRM.  Both of these organisations can benefit from using the CVL model, by incorporating and integrating CLV into customer segmentation model.  
[bookmark: _Hlk9097393]Due to being the international retailers, Tesco and IKEA has to respect the obey rules and regulation from other countries and they can be affected by performances whether its internationally or nationally.  Tesco is well known by their slogan, “Every Little Helps”, (Tesco, 2019) and this slogan has helped the business to grow, also, by branding their products, they provided an importance and strong message to their customers and by doing this they build a strong relationship with them.  Everyone has a stake in the business and by poor performance, Tesco and IKEA will suffer consequences, but by performing at a high standard, they will rule the retail market globally. (Tesco, 2019) and (Ikea.com, 2019).  Both organisations need to enhance their understanding of what is required and what is necessary to successfully develop and implement the CLV based segmentation approaches in how they collect the right and useful data and information for future analyses and evaluations.  An article was done by Kumar, Venkatesan and Reinert’s, (2006) “Knowing What To Sell, When, and To Whom.”
This article high-lighted the critical advances that have been made in the last several years linking customer life time value, customer segmentation and marketing actions., which gives insight to organisation for their analyses, Kumar, et. Al (2006).
By reflecting on the experiences that the student had from working in both of these organisation, she believes that Tesco provided better facilities and more type of products for the customers and the employees, the reward system was better and more tempting, the hours were more flexible than IKEA, able to choose the hours to work, due to being a full time mum, better training facilities, more products were available under one roof, so, did not need to travel to many other stores and most importantly, she was able to get discount on her daily shopping and still get to collect Clubcard points, but as to looking after the customers and the staffs was first priority for both organisations. They both knew how to look after us, provided the resources, constantly training, mentoring and coaching and helping us to improve and develop our skills, but there were one issues that I found was that the pay for certain shifts was not as expected, especially the night cover and bank holidays with Tesco.
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Figure 1 - Managing processes for an efiective CSR/CG management system

A3 Compatibility of CSR/CG management system with other
management systems

The CSR/CG management system is compatible with other management system standards. The
correspondence between the clauses of the two main management system standards

(IS0 9001:2000 and ISO 14001:1996) and this publication is outlined in Annexes A and B.
Organizations are encouraged to extend their quality or environmental systems to include CG,
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