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[bookmark: _Toc7459469]Introduction: 
Customer service is a basic part of any business organization like Criterion restaurant which paves the way of supporting and assisting customers. It helps customers before buying a product as well as after buying products with great assistance. For service giving companies like Criterion restaurant, customer service is part and parcel. I am working in Criterion restaurant and it is one of the best service providing restaurants. Here in this assignment, I have provided clear notes regarding customer service in my current company. First of all, I have discussed customer needs, wants and preferences in this assignment. Also, a brief discussion about customer service policies, customer experiences, and supply chain management, customer experience map are added. The operational excellence and CRM system are also an important fact in business which is provided here. Proper discussion regarding modern technologies in customer service is also discussed. Finally, some recommendations for my company Criterion Restaurant are added for best customer service system.


[bookmark: _Toc7459470]Overview of Criterion Restaurant:
Criterion restaurant is a service providing company established in 1873 in the United Kingdom. It is serving modern European foods and dishes with great concern (Kotler and Armstrong, 2012). It has the best dishes for any kinds of people.
The main vision of criterion restaurant is to provide customer best dining experiences with best services. Also, they work for establishing and managing cultural experiences with their food and services.
The main mission of the Criterion restaurant is to give professional customer service in a friendly environment.  Also to maintain comfortable premises for guests and employees is another mission of criterion restaurant. 


1) [bookmark: _Toc7459471]Critically analyse the factors that impact on your organisation's ability to maximise customer value:

[bookmark: _Toc7459472]Needs, wants and preferences of    customers groups in Criterion Restaurant:
There are a lot of customers in the market who are quite different in their wants and needs. In terms of customers' needs, the customer always is willing to buy something special for them that suits them perfectly (Weinstein, 2013).  As a lot of type people are present in this era who are different in nature, there are a lot of demands and needs of customers. For a service provider company like Criterion Restaurant, it is more important to know about customer demands as they work for it. The Customer service provider companies give the best services to the customer to achieve belief and loyalty of customers. Before the discussion of customer needs and demands of Criterion Restaurant, we need to know about the marketing and business policies of Criterion Company (Peter and Donnelly, 2016). Customers’ needs, preferences and wants are so important in marketing also because, during segmentation, customers are divided according to their demands and needs. 
Needs means the main and basic necessities of a customer that cannot be neglected. These types of products are as important as people use them in their daily life (Marshall and Johnston, 2011). Generally, customers cannot think of their daily work without these products or services because of their habit or else. Foods, education, healthcare, clothes, habitation are the basic needs of a human being to continue their life. On the contrary, wants are those products or services that are added with basic needs. People can live without these but they want them for leading a peaceful life. When a man has plenty of basic needs, he will want to bring some specialty there. When a man has plenty of food, he will want to go for some other tasty food. When he has a lot of basic clothes, he will go for new stylish dresses. On the other hand, preferences are premium needs of human beings which are not mandatory at all (Buttle, 2015). These type of people are actually dainty. They want a luxurious house, delicious foods, valued car etc. 
Regarding these terms, Criterion Restaurant should maintain customer demand. As a worker at the Criterion Restaurant, I will prefer the best plan for my company. I will serve many products for any class of people that can fulfil customers' needs, wants as well as preferences. The tea event in the evening cam fulfil customer basic needs who are addicted to tea. Also, some special and delicious foods will be placed at my menu in the Criterion Restaurant. This plan can help my company to meet all the needs, wants and preferences of customers. 
[bookmark: _Toc7459473]Customer Experience and Supply Chain Management
Supply chain management is the interconnected business method with other similar business which is connected with each other in production, manufacturing, advertising or other sectors. Supply chain and customer experience are interconnected together which indicates the best business environment in the company (Buttle, 2015). There are some main components of supply chain management which are related to customer experiences such as planning, information, source, inventory, production, location, transportation and returns of goods. On a broader sense, customer experience depends on the relationship between the company and the customers. It describes the interaction of customers with the company and the products. In customer relationship management (CRM), customer experience in broadly described with its necessities and importance. It describes how much satisfied the customer is about company products and services (Marshall and Johnston, 2011). In criterion restaurant, it is a fact that customer experience can make our company more profitable because good customer experience may bring good reviews for my company.

[bookmark: _Toc7459474]Different target group needs and expectations regarding customer engagement for Criterion Restaurant.

Customer or target group of customers’ need means the motive that influences one to buy something or to get something. Basically, it drives the customer’s decision to purchase something. Companies like criterion restaurant have to know about the customer’s needs and demands. Here some common customers’ needs are presented below:  (Breschi, 2018)
· Functionality: Customer always wants that product which functions according to their needs (Breschi, 2018). They need proper functionality from product or service that can meet their problems or desires. In Criterion Restaurant, the services and the quality of food must function well. 
· Price: Customer always has a predetermined budget for particular products which is so important fact in customer needs (Breschi, 2018). In my company Criterion restaurant, the prices for our services and foods must be negligible. 
· Design: Customers set a unique design in their mind before buying products. This is a necessary factor which influences customer needs.
· Empathy: Empathy is very important customer needs mainly in service giving companies like Criterion Restaurant (Breschi, 2018). When a customer gets proper services, they want empathy from the people helping or assisting them.
· Fairness: Similarly, for service providing companies like Criterion Restaurant, fairness is a basic need of the customer.
· Transparency: Customers always want transparency from service providing companies like Criterion Restaurant (Breschi, 2018).
· Options: In my company Criterion Restaurant, there are a lot of options for products which help to meet customer needs and expectations (Goodman and Broetzmann, 2014). Basically, the customer wants options during purchasing products such as a variety of products or services, payment options, subscriptions etc. 


[bookmark: _Toc7459475]Factors influencing customer engagement of different target customer groups in Criterion Restaurant

Customer engagement: Customer engagement means the ways through which companies like Criterion restaurant makes a relationship with customers that paves the way of increasing customer loyalty and awareness (Kotler and Armstrong, 2012). The main fact of customer engagements in new targeted groups of a company is making communications. Here some factors regarding customer engagements of different customer groups for Criterion restaurant is given below:
· The understanding the expectation of customers: In Criterion restaurant, my first and foremost duty is to knowing and understanding customers’ expectations to formulate customer engagements. I have to know what the customer actually wants from my company Criterion restaurant. When I meet all the expectations, the customers will engage more nearly to my company Criterion restaurant. 
· Giving value to customers: It is another important factor that will help me to engage customers in my targeted groups (Goodman and Broetzmann, 2014). In criterion restaurant, while giving services to customers, it is necessary to show due respect and value to customers. When customers get proper value from my restaurant, they will engage in my expected groups more easily.
· Providing best services: As we have discussed before, customer service is the main part of service giving companies like criterion restaurant. So the best services will help customers to engage in my company.
· Clear communication: Customer always believes in a direct and clear communication system because this makes them understand what is going on the company. That is why criterion restaurant should make clear communication to the customers (Weinstein, 2013).
· Getting feedback from customers: it is another important factor influencing customer engagements in a company like Criterion Restaurant (Marshall and Johnston, 2011). I have to know about the demands and feedbacks of my customer as an employee of the Criterion Restaurant. 


[bookmark: _Toc7459476]Customer service policies and importance
Customer service is an important part of any company which cannot be denied because the success of a company much depends on customer services (Kotler and Armstrong, 2012). The companies like Criterion Restaurant, who serves services mostly to the customer, need to pay more attention to customer service policies. Customer service policies are the documents where some rules and regulations are written that employees follow during dealing with customers. These policies work for both new customers and old customers. These policies help to achieve company goals more easily with customers’ satisfaction (Buttle, 2015). Here some reasons for using customer service policies are presented below:
· Sustainable Competitive Advantages: In the restaurant business like Criterion Restaurant, customer service is everything. So here the rivals can match our prices or products, but our service can be different and attractive from others which can give competitive advantages to my Criterion Restaurant.
· To be profitable: Good customer service can attract more customers which can bring more and more profits to the company (Weinstein, 2013). Also, people will come to the restaurant for great services without giving attention to prices. They will give more money for great services in the Criterion Restaurant. 
· Cost efficiency: Good customer service will help to attract more customers where less money will be wasted. So cost efficiency will be improved (Marshall and Johnston, 2011).
· Good reputation: In customer service companies like Criterion Restaurant, good name and fame is everything. Best services may bring huge fame for my company Criterion Restaurant. 




Ethical sourcing: 
It is a process of ensuring the sourced products in a particular manner which gives clear knowledge about the safety, responsibility, treatment, social and environmental impacts of sourced products (Peter and Donnelly, 2016). It is important in customer service companies like Criterion Restaurant because all the customer wants to know about the products if they grew up in a particular manner that meets their standards. 
Buyer decision: Throughout some steps of the buyer decision process, a customer decides to buy a particular product (Marshall and Johnston, 2011). There are a lot of factors which affects buyer decision such as service of that company, product quality, demands etc. 
Sustainability issues: Sustainability means using the resources of our planet without making any hamper for future purpose. It admires renewing environmental factors which help to protect the environment also. There are three major pillars of sustainability issues. These are people, planet and profits.

[bookmark: _Toc7459477]Operational Excellence in CRM

Operational excellence indicates the workplace where case solving, team works, leadership and management results in the continuous improvement in a company like Criterion Restaurant. It is not a particular destination actually, it is a continuous process that helps to find different resources and helps to achieve goals (Avalakki, 2017). Here principles of achieving operational excellence are giving below:
· Setting goals: Setting concrete goals is the foremost part of achieving operational excellence. It is said that setting goal is the foremost part to turn invisible into visible. A company like Criterion Restaurant has to set particular goals first regarding the performance matrix (Avalakki, 2017). In criterion restaurant, the main goal is to give the best services to the customers and to achieve more profits. For achieving operational excellence in the Criterion restaurant, it should be done properly. 
· Measuring Accurately: It is another important factor for achieving operational excellence in criterion restaurant that helps in perfect measurements. 
· Frequent feedbacks: The worker of my Company Criterion Restaurant, should gather feedback from customers to formulate Operational excellence in the company. 
· Gamification: Gamification includes a perfect shade of implementation which consists of a lot of techniques for achieving goals for a company like Criterion Restaurant (Avalakki, 2017).
· Targeted coaching: For achieving operational excellence in criterion restaurant it is more important to train and coach employees that can increase business values and sustainable profits for a company. 
[bookmark: _Toc7459478]Enterprise system: 
An Enterprise is the combination of computer hardware and software which helps an organization to organize and to run operations perfectly. In this modern era, every business company needs proper enterprise system to run a business properly (Bergeron, 2002). Enterprise system works and affects a business like Criterion restaurant through this method:
· Storing business data: Enterprise system can help Criterion Restaurant to store customer and suppliers data properly that can help Criterion restaurant in proper operations.
· Automate customer service: Enterprise system includes automate customer service that saves time and money for any company like Criterion Restaurant. 
· Secures customer data: In computer software, it is easy to store data but securing data is more difficult. Enterprise system also helps to store data which paves the way of best services in Criterion Restaurant (Marshall and Johnston, 2011).
[bookmark: _Toc7459479]Creating a sustained CRM
Customer relationship management or CRM is the process of converting and retaining customers by engaging them with a good communication system. It helps to increase customer lifetime values and decreases customer cost acquisition. Here some steps to build an effective CRM strategy is presented below:
· Defining vision: It is the first step of building a CRM strategy in the Criterion restaurant. My business has to know about the final goal and has to work according to it. So final destination should be identified first before making CRM strategy in Criterion restaurant. 
· Prioritizing customers: After setting a destination, it is important to segment customers according to the priority list (Bergeron, 2002). Democracy cannot bring good profits for business and that is why proper segmentation process should be implemented and best relationships should be formulated with profitable customers.
· Communicating with employees: It is also necessary to communicate with employees whether they are interacting with other customers of Criterion Restaurant. 
· Staggering changes: When a business does not run as expected, sudden changes on rules and regulations of the company should be done. In criterion restaurant, new policy implementation can be introduced when necessary. 
· Tracking customers: For proper CRM process, it is important to track customers always to know about their wants, needs, demands, and expectations properly (Weinstein, 2013).

2) [bookmark: _Toc7459480]Critical understanding of your organisations quality systems and its effectiveness in meeting customer requirements:

[bookmark: _Toc7459481]Creating a customer experience map for Criterion Restaurant:

For aligning each step with a goal, phase by phase breaking down customer’s journey, according to the restructuring of touch points, it is very much essential and important to maximize customer success (King, 2010). As an employee of the Criterion Restaurant, I have to maintain some formula that will help to understand the customer experience within the service sector. 
1. I can refocus my company with inbound perspective:
With the help of inbound marketing, I can discover my customers rather than trying to discover them by outbound marketing. Poorly targeted tactics are found at outbound marketing which finds generalized or uninterested audiences and it seeks to interrupt customers from daily lives. 
2. Creating a new target customer base: 
To know the demographics and psychographics of my customers, I have to understand the customer journey properly. To repeatedly target too broad an audience, is a waste of time and money though I don’t know they will be interested in our products or not.
3. I can create a customer-focused mentality throughout the company:
It will be hard to coordinate all the departments as the company gets larger and the departments being customer focused will also be hard. Customer focused means customer service, support, successful teams, and all their co-ordination (Goodman and Broetzmann, 2014). Sales and marketing goals can often be acquired by our Criterion Restaurant that isn’t based on what real customers want.

[bookmark: _Toc7459482]The ways of Customer touch-points throughout the customer experience in Criterion Restaurant creating business opportunities:

In customer experience design and marketing there are many different definitions for the word especially known as “touch-point” as there are flavours on the average restaurant menu. It is because the terminology has become fluid rather than it’s being static and these disciplines have been evolving rapidly over the last decades (Bergeron, 2002). The term ‘channel’ is often misunderstood with the term ‘touch-point’ and the matter is made more complicated by that.
Customers interact with the help of touch-points and it creates business opportunities for our Criterion Restaurant and it provides the customers with interaction types such as appropriate, relevant, meaningful and endearing types (Buttle, 2015). 
Appropriate means of both the cultural tone and the context of interaction and they both meet the needs of user or customer.
Relevant means of a function that meets the utility requirements of the customer. Meaningful requires the permission of the user or the customer as important or purposeful as the interaction was perceived (Weinstein, 2013). Endearing is termed as creating delight or a playful tone through some form of bond with the customer.
Within our company’s control, designers can design interactions and so they will have to know and memorize when and where the interaction takes place and to be able to do so, they will need to know what need is driving the interaction (Nenonen and Storbacka, 2018). All the possible touch-points (interactions) for smaller products it is very much useful to simply list them in a manner that is suitable. 





[bookmark: _Toc7459483]How the organization can optimize to create business opportunities for the Criterion Restaurant:

For every smart company such as Criterion Restaurant beginning to think customer first, the term customer experience (CX) is becoming trivial in the coming years. The customer experience will overtake price and product quality as the key brand differentiator by 2020 was declared by CX consulting firm Walker. The experience of interacting with our company’s product with the customer’s point of view, the customer journey map is a tool to visualize (Nenonen and Storbacka, 2018).  How customer is actually getting the products versus what I think they experience, is understood by this map so this map is critical. I can better deliver on their expectations by a better understanding of my customers. 
For meaningful interactions and successful business outcomes, understanding and empathizing with customers lays the groundwork. For a successful business outcome, it is important and it also provides a framework which is tangible and it is important for CX initiatives. I have to study all phases of a customer’s journey with our Criterion Restaurant’s products so that our company will be able to isolate where we haven’t been able to meet all the expectations. By fulfilling these agendas all the customers will be able to get proper expected things from the map and our company will be able to rectify the perfect business opportunities (Weinstein, 2013).








[bookmark: _Toc7459484]Digital technology managing the customer experience within Criterion Restaurant: 
As E-commerce and other advances make purchasing easier, consumer interaction is at the forefront of technology as they make them easier in our Criterion Restaurant. As well as it can also make it online which is regarded as safer and quicker (Bergeron, 2002). If making a purchase is worth a risk it is wondered as consumers are no longer browsing online. For the latest technology nowadays, the purchases that are made online make the customers on the go and it is made from the most mobile devices and also computer devices (Nenonen and Storbacka, 2018). They can get coupons, find alternative outlets, compare outlets, and find stores in their locality and much more. Our company’s products are almost made overnight by online marketing and business is also benefited by them.
Better products are sent to home by our restaurant by home delivery service as there is a website where the customers can send orders (Marshall and Johnston, 2011). They can also place their orders by mobile services and also to our websites and we can rectify the orders and send them properly. Fingerprint services and CCTV camera services are added to our Criterion Restaurant for proper investigation and security.









[bookmark: _Toc7459485]The ways of digital technologies employed in managing customer experience within Criterion Restaurant changing CRM systems.
In this modern era, everything is technology based and modern companies like Criterion Restaurant gives much attention to technologies to manage customer experiences. Here some digital technologies that manage customer experience are provided below:
· Chat bots: It is one of the latest technologies that help the customer to find proper Information more easily and early (Nenonen and Storbacka, 2018).  My company Criterion restaurant can provide instant response and supports via this chat bots.
· Big data analytics: Data analysts help to serve personalized services that pave the way of interacting with customers.
· Artificial intelligence: Artificial Intelligence can help my company Criterion restaurant to make business decision perfectly and best Securities. 
· Virtual reality: It is another most important and new technologies that help the customer to engage more with a company like a criterion restaurant with better experiences (Kotler and Armstrong, 2012).
· Internet: Today world is full of networking system and Criterion restaurant can get huge customer coverage from the internet which can improve customer engagements. 
Advantages of CRM system are given below:
· Helps managing customers.
· Helps managing database.
· Helps to make strong relationship with customers.
· Helps to determine improvements in my business Criterion Restaurant. 
The disadvantage of a CRM system:
· The automatic process from a manual system may bring obstacles for business.
· Another problem is the psychology of being hacked or tracked.
· It may be a slowdown system (Marshall and Johnston, 2011).


[bookmark: _Toc7459486]Customer service strategies applied Criterion Restaurant:
Here top customer service strategies are presented below:
· Training the right people: Employees of Criterion restaurant should be trained perfectly according to company demand (Goodman and Broetzmann, 2014). Also, all the employees are not appointed to do similar tasks that is why we have to train the right people for the right tasks in criterion restaurant. 
· Happy staff: In Criterion restaurant, only mentally happy staffs can make happy customers with their best services. So we have to make staff mentally strong and happy to make the best customer service strategy (Marshall and Johnston, 2011).
· Recognizing customer loyalty: Best services provides the best loyalty of customers which is very important for formulating customer service strategy in Criterion restaurant.
· Listen to the customer: It is another important factor influencing customer service strategy in criterion restaurant that helps to make the best relationships among customers and workers.

[bookmark: _Toc7459487]The ways of Customer service strategies developing the customer experience:

Customer service strategies can develop the outlook of customers regarding company facilities that help to provide the best experiences. Here how customer service strategies can develop customer experience in the Criterion restaurant are presented below:
Training the right person will provide trained and skilful workers in the company who will able to serve best services (Kotler and Armstrong, 2012). Thus the customer can find the best experience in the company. 
Making staffs of Criterion restaurant happy will make a customer of my company happier with great experiences. 
Recognizing customer loyalty will improve customer engagements in my Company Criterion restaurant which may serve the best experience to the customers (King, 2010).
When the employees of Criterion Restaurant gives more attention to the customers and listen to them more clearly, they will find the best experience in the company (Nenonen and Storbacka, 2018).

[bookmark: _Toc7459488]Recommendations for improvement to be considered by Criterion Restaurant:

The Criterion restaurant is a service providing company which is popular for its best services and behaviours. As it is a restaurant, the best recommendation for my company is to make the best relationships among customers and employees. Also, the service should be good in my company and employees should be well trained (Goodman and Broetzmann, 2014). The management should follow business strategies that help to formulate good relationships among customers as well as workers. Employees should give proper priorities to the customers and should communicate with them more nearly. We have to understand customers basic needs and wants properly to serve best services. Enterprise system should be formulated properly in my company and also modern technologies should be utilized perfectly (Pride, 2017).

[bookmark: _Toc7459489]Conclusion: 
Customer service is a very important part of the business who are willing to make good profits in a minimum period of time. Criterion restaurant is a service providing company and that is why we need to think about the best customer services in our company. We have to keep in mind about CRM and customer experience system while serving services to our customers. Modern technologies can be implemented more specifically in my company Criterion restaurant to make work more easily and to make relations with customers more. In a word, customer service should be provided perfectly to the customers as customer service is the heart of a business like a criterion restaurant.
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