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Customers are the most important part of any organization. understanding customers and making products as per their satisfaction level increase the sales margin. There is a huge budget for developing customer satisfaction by doing different types of customer relationship management by a multinational organization. They always try to grab the attention of customers by engaging with multiple social activities or marketing. 
Understanding and engaging customers are the major part of an organization that helps to develop products (Bergeron, 2002). Customer attention not only just helps to increases the sales margin, but it also helps to make a good relationship with the customer as well. No matter its online or offline organization, developing customer satisfaction is the first task by providing the best products and sales service. Customers satisfaction won’t be able to gather by just selling the product, there needs to provide pre and post-sales service. If products are not able to gather customer expectation, it will not generate sales and can be a huge negative impact on the organization.
Different types of tools are used to get customer satisfaction through the organization. it can be done with touch point technologies, opening service center, corporate social responsibilities, sales security, customer loyalty service, technical services, employee behavior and many other things (Gummesson, 2002). The objective of this report as part of my essay is to use a particular case study to discuss issues linked to customer services. The two main issues to be discussed are to present the factors that influences an organisations ability to maximise customer value and secondly to identify and explain how the quality systems of my case study have been effective in meeting the customer’s requirements. Currently, I am working at Burger King and I know the importance of customer service there. This report will therefore use Burger King as my case study to answer the two main questions in this essay.  
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The customer is the person that a company can’t survive without it. In order to stay alive by selling products, customers are the most important person (Terblanche, 2009). Customers make an influence in the organization in such a way that every organization needs to follow accordingly. the organization faces a different challenge from customers to effectively manage that helps to service them by keeping business goals, that includes growth and profits.
Customers build and develop a loyal relationship with the organization by doing different things. There are some customers who only prefers to buy products from the same organization and suggest others to purchase too. This helps to increase the marketing of the organization, providing loyalty serve to customer gives extra privilege to find out this advantage.
Customers are the biggest assets of any organization that made different types of changes to make the product as per their demand (Leppard & Molyneux, 2017). Organizations always have to look for customers choice and make the product as per their interest level. New design, modification of products or services, price reductions, offer, loyalty service, customer relationship management, after-sales service, and many other things help to attract customers to purchase the product.
The organization always needs to make products as per customers expectation with better service and price competitive (Terblanche, 2009). Competition is always based on the basis of quality, price and time. That’s why providing better service quality with fast service helps to make better expectation in the sales margin.
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Customer relationship management is the relation between an establishment and its customers (Buttle, 2009). Both client and business organisation expect their contribution from the relationship. The business organization expects sales margin of products, marketing, customer loyalty, and a level of exchange relationship in terms of products or service. On the other hand, the customer expects the best value of money within the best price of products. Employees or staffs of the organization plays the most important factors to build customer relationship management. 
Below are the main components of customer relationship management:
· Customer trading
· Customer promotion
· Customer field provision
· Customer service
· Customer evaluation and reporting

[image: ]
Figure: Customers relationship management activities (Christopher, 2013)
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Customer relationship management helps to make good communication or bonding with customers that is the core value of the organization. Here are the main important factors of customer relationship management:
Positive experience: Customer relationship management makes  positive relationship with the customer that retains existing and loyal customers. Providing different discounts extends customers with their friends and relatives.
Bonding with the customer: Building better relationship with customers in positive way that dissuades them from acting in an unprofitable relationship and loss of business.
Details of customer: This process needs details of customer that helps to find out and track customer properly to determine customer is profitable or not. 
Cost effective: Customer relationship management is very cost effective and this advantage requires fewer staffs. This helps to manage all the staffs properly with doing only some manual activities to deal with it. Technology gives extra privilege that reduces the staffs and works in a smooth way.
Customer satisfaction: Efficient customer dealing helps to provide proper customer satisfaction that increases customer satisfaction. This helps to increase the turnover of the organization. when customers are satisfied, they start to stay loyal and that increases the automatic growth of the business (Morgan & Hunt, 1994).  

[bookmark: _Toc534559248][bookmark: _Toc534699392]E-commerce and e Customer relationship management

E-commerce is the process where goods and services are selling over the internet. E-commerce companies get all the mailing information and consider them as an asset for selling products (Piercy, 2009). Privacy concerns have always been an issue for the customer while doing e-commerce or online shopping. Day by day customers interests to purchase via different types of web-based services. 
E-CRM is the system where maximization of sales to the prevailing customers are done which helps to make steady relations through the practice of digital communications techniques like operations files, individualised web communications, customer care, public networking and e-mail (Bergeron, 2002). E-CRM is the practices of Customer relationship management via the web that provides customer services via online touchpoints. 
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· The web is the good media that helps to gather different types of customer data automatically and stores in the database to search for proper analysing
· Different types of software are developing via an organisation that helps to acquire new products regularly.
· Increases in the web help the organization to enrich Customer relationship management on a wide base.
· It reduces the workload of call center staffs by point different information in the websites.
· Information’s are provided as on regular basis on the website and other networking sites that help good interactions with customers.
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Affordability: Some of the basic activities of technology like a list of FAQ or frequently asked question on the website, emails, artificial intelligence gives affordable for the organization. it can be maintained via a lesser cost than employing a customer service representative (Buttle, 2009).
Adopting new technology: New technology is coming on a regular basis and uses them helps to provide advantages. Collecting different data, making a profile, using software’s for multiple operations, analysis data on the touchpoints and proper application helps to boost up the performance.
Availability: Web is available for 24/7 and any kind of information as per customers choice can be accessible without looking at the time. Automated voice calling system also provides information via phone call.
The degree of integration: Web service provides a proper degree of integration by checking and tracking all the activities on a scheduled basis. Automated system makes notification system to the customers to make proper follow up of all the activities.
Enhanced data collection: Tracking customers as per their mail address and provided information helps to make proper use of all the materials and use them accordingly when it's needed.
Interactivity enhanced: Interactivity enhanced via using of the website and make all the possibilities on quick response than human interactions.
Flexibility and immediacy: According to Smith (2016) Website are highly flexible to work and proper immediacy that provides a faster response by just clicking on the dedicated links. It provides flexible responses to work in terms of changing or updating different ongoing information.
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E-commerce or online companies’ different types of demographic information like age, occupation, mailing address, annual income, expense history, and many other things. It can make come impacts on the data secret and piracy of customers (Solomon, 2012). There is some organization who provides basic information to different third parties for money and that makes the loss of personal information to them. 
Privacy is the main issue of any person and providing or passing information to others is totally illegal. There are different types of laws are made to provide better service to customers and make them ensure that the organsation is following proper data protection. Any kind of information that is passed to other media can be a threat to a person. It can cause serious loss in terms of data and other private information of a person. Here are some issues with data security and privacy:
· Online retailers mostly make a list of customers while trading that makes some impacts on data privacy.
· Providing data to different third parties collects more money than the actual sale of the product.
· Private information’s of the customer as passed while online purchase and that makes an impact on the trust building in an online purchase.
· Changing of ownership in online business makes an impact on the passing of personal data.
· Access of personal data can make hacking of bank account or other financial terms of a person, that make losses financially.
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Touchpoints are one of the most advanced ways to provide customer service where the customer can make face to face interactions with representatives and get dedicated services (Lewis & Varey, 2012). Burger King now collects different data from the touchpoint and use them for different reasons for analyzing. Different types of personal information, interest level, income rate, purchase information, and various data are collected via touchpoint. At Burger King, they collect information in different outlets and use them accordingly to provide different types of offers and updates. Touchpoint is also considered as the contact point, the point of contacting information where customer and business mainly engage to exchange information, provide service and handle different transactions (Kaynak & Herbig, 2014). Here are some key stages of touchpoints that are described below:
· Customers want and need: Needs are the reasons why a customer is using a good or service and wants are the desirable goods and services. Touchpoint helps to make the purchase decision based on providing different types of information that customer wants to know. Analyzing different factors of customers and their needs or wants, products are made to provide ultimate satisfaction to customers. 
· Customer purchase cycle: It’s the cycle of time where customers repeat to purchase of goods and service by evaluating present and future purchase. Touchpoint helps to gather the information of how many time customers purchase a product or how frequently they made a purchase of any products.
· Customer interactions: In terms of interacting with customers, a touchpoint is the best idea that ensures business recurrence and customer reliability. The cost and values of interaction explored properly to analyse all the factors properly. 
· Customer profile: Collecting details of customers information like address, interest level, age, purchase history, education, lifestyle, and many other things helps to give better opportunities and support (Lewis & Varey, 2012). This information helps to provide better services to offer and make good conversation to find out effective ways.
· Segmentation: Segmenting customers into different groups by collecting information as per their behavior and interest level. This helps to target customers in terms of a different marketing campaign and other activities properly.
· Internal improvements: Make proper improvements as per customers interest that helps to lower down the cost and ensure the best service that is effective. Proper information helps to make different types of development and efficient customer service.
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Customer loyalty service is the model that is used to predict customer behavior based on different positive and negative interactions (Wellington, 2010). It finds out the influences of the customer either positively and negatively to continue for a business relationship or make termination of it. Loyalty example can be positive referrals, repeat business, continuing a business relationship with the superior and make the most potential products and services in the market. 
Here are some advantages of customer loyalty service at Burger King:
· Customer loyalty service helps to make a good relationship with the customer by providing extra privilege services that make a positive impact on the customer.
· Different types of a loyalty program, purchase points, immediate service, after sales service and many other things help to build up more customer by referrals.
· If a customer is loyal to the organisation, they won’t make a purchase from others and says positive things to other customers as well.
· Positive features of customers help to reduce the marketing cost of the organisation.
· Loyalty helps to make a long-lasting relationship till the continuation of the business and some loyal customers gives advice for changing or modification.
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This is the modern time where customers mind is easily changed. Development of the flow of information is made different types of changes over time (Leppard & Molyneux, 2017). Different types of strategies are made by the Burger King to make customer loyal and focus on the product.
Online purchase is fast and customers choices are changes fast as well, low security, low service quality or any other dissatisfaction from the product make a huge impact on the customer's mind. There are different types of review system on social networking sites, blogging, YouTube videos or any other methods where customers provide their feedback on certain products. Positive feedback for the product helps to increases the sales margin of the product, on the other hand, the negative review makes huge losses. 
Companies always need to be careful to provide the best service to the customers by producing different types of loyalty, faster service, fast delivery for online shopping, proper behavior from employees and many consider many other things that are important for building better customer relationship (Berger & Nasr, 1998).
Good products at the best price help to enrich customers attention and satisfaction level of customers that can enhance the reputation of the organisation. Without building a better relationship with customers, it's not possible to compete in this modern world.
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 Quality of service is the client's verdict of the complete dominance of the service which is provided relative to the quality that is expected. Service excellence has mostly established a decision of product quality, communication quality, and physical ambience quality (Piercy, 2009). There is a huge gap between service expected and service attained by the customer, in the middle of this it’s called customer gap. In order to provide the best service to the customer, there must need to provide better service quality that is important to build up better satisfaction from the customers. Below are five features of service quality:
· Reliability: This involves the capability to accomplish the assured continuous and accurate service. Reliability helps to enhance customer satisfaction and automatically improves in the service quality.
· Assurance: Providing better assurance and consideration of team and their working abilities to encourage trust and confidence among the customers.
· Tangibles: Providing different types of equipment’s, physical facilities and appearance or personnel helps to make customers happy to come again.
· Empathy: Taking care of customers, providing individual attention that helps to provide better service to the customers as well.
· Responsiveness: Willingness to provide better service to the customer and prompt service quality ensures customer satisfaction (Bergeron, 2002).
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There are two types of focused ecosystem, one is the product-focused and another one is the customer-focused ecosystem.
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Product-focused ecosystem means where manufactures mainly controls and that was used mainly in the 50s and 80s business (Buttle, 2009). Focusing on the product were the main concerns of the organisation where different types of advertisement and marketing weren’t really competitive that were used by magazines, coupons or other different mediums. The customer has only a few information about the product that is given by the manufacture’s sources. At that time, newspapers were the only real sources of information. 
The customer had the only little amount of choice as there was no variation of products standards and aimed at broad consumptions (Buttle, 2009). Realties controlled the market accordingly and they flow of knowledge with different advertisement agencies. The product-focused system has only focused on the product and that makes customer expectations low.
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This period is after the 80s, where technology started to develop on a regular basis and delivery of goods started in low price (Kaynak & Herbig, 2014). Customization of goods at a lower price makes the market in the best possible way. Burger King started to give focus to the customers as the competition started higher in level. Internet stetted to available so buyers get various information from others, not from the manufacturers. Different types of courier service also developed to the customer that makes products easy and in cheap costs. 
Customer focused ecosystem makes some demands changing that are available by the organisation. to satisfy the customers, retailers always made some changes on the produces as per the needs. Expansions of the business in high competition via different types of online purchase, review of products are also developed. Information of the products is easy and variable to all from the manufactures to retailers and customers. 
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Technology helps to build better Customer relationship management by making a cost-efficient system for the organization (Berger & Nasr, 1998). Burger King uses different types of technology that helps to interact with customer easily. Using different types of technology makes a positive impact on the organization. most of the technologies are used in order management, Wearhouse management, logistics management, billing management, document management, and customer management. 
Below are some important factors of technology at Burger King:
· The customer wants to have a good experience by calling, email, phone communication, and any other method with the organization.
· Customer satisfaction level increases through direct communication and their user interfaces.
· Using technology helps the customer to get mental satisfaction with Burger King.
· Technology helps to provide effective and efficient service for both company and customers
· Technology helps to speed up the interaction process for the customer and save their time.
· It provides satisfaction by providing different needs of the customer by proper segmentation.
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There are different types of technology that are used in the Burger King for faster activities. Below are described some of the most uses technology at my organisation:
Automatic Voice: This also consider as artificial intelligence or AI, they work best for delivering different types of simple information to the customer (Harrison, 2005). They are mostly used in bank, shipment information and any other as per their user interfaces.
Email and chat: This help to communicate with customer easily by answering frequently asked question fast. However, voice interface helps to deliver more advantages by hearing customers a voice and their address.
Websites: Convenient for providing details information regarding different part of the organization, announcing discounts or promotions, details of marketing activities and all the recent updates (Håkansson & Snehota, 2018). This helps to prove direct communication by providing all the address or communication methods as well.
Mobile Communication: Using mobile for direct communication with the organization by mobile or telephone numbers that are available at the organization. This also can be accessed via social networking sites like Facebook Messenger, WhatsApp, Viber or twitter as well. 
Call center: Call center helps to communicate with the customer from central places where representatives are dedicated to provide different queries and hand customers via phone calls (Kaynak & Herbig, 2014). This is 24/7 service where the automated system receives a call and later on handle via representatives. Some are automated as well that requires the computer system to handle some frequent questions of customers.
Data aggregation and collection: This process invokes collection of various data and uses them as per location based for easy analysis. Records are collected via computer data, telephone, emails, touchpoints, and many other places.
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In order to create a good customer relationship management, there are different types of theories and models. Hiring the right employees and providing the best training to serve customers is the most important task of establishing good customer relationship management. There can be also done practical approaches, tactical approaches, and strategic approaches. Here is some description of them:
Practical approaches: This means delivering both tactical and strategic customer service. The main target of this approach is to provide cheaper service to the customers quickly by finding out which customers are unhappy with the service quality that received on the first time.
Tactical approach: Tactical approach means where frontline staffs are trained in a way by giving motivation, inspiration, that helps to provide the best service to the customers. An employee must need to able 90 percent of customer queries without any intervention and support from other managers. 
Strategic approach: This approach needs a channel for communicating in a channel-based way where different types of experience and process are improved in the right way (Smith, 2016). Different types of communication way that provides better service to the customer with newer innovation techniques are done in this strategy.
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Here are the steps for making good customer relationship:
1. Hiring right employee: Employing the right employee who is friendly with customers at the interview session that helps to make a good relationship with customers (Solomon, 2012). Taking different types of examination and emotional situations help to find out the most appropriate employees. Different types of the root cause analysis and make them happy while serving can be essential for Burger King to make a good relationship with them.
2. Providing right tools: Providing the right customer service tools like formation, feedback analysis, and empowerment helps to encourage employees to work properly. If employees don’t know proper information while asking by the customer, it makes frustration among them and makes a negative attitude at times.
3. Empowering employees:  Empowering employees to make a good customer relationship and give freedom to behave well helps employees to work properly.
4. Feedback analysis: Proper use of feedback analysis helps to gather different information of employees on how they interacting with customer and that helps to develop them as well.
5. Right training: Providing right training at the beginning of recruitment helps to make improvements of employees that encourage them to work a different way. Good training makes the automatic development of employees and attracts the right talents. 
6. Evaluation: Proper evaluation of employees helps to make a good satisfaction of employees that make a competition among all. Managers and supervisors make fair supervision among employees in terms of providing customer satisfaction. The poor performance of employees will automatic improvements by providing different types of training and engagement.
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Employees who are not satisfied with the organisation can’t provide better service to the customers (Wellington, 2010). Ensuring proper facilities, right salaries, proper training program, motivation and encouragement of working helps to make automatic satisfaction rate among employees. Customers always need to deal with employees and if employees are not satisfied, that can make a negative impact on the organisation. 
Dissatisfied employees can steal important information of the customer and pass to others that can harmful for business operation and the reputation. Focusing on employees helps to make automatic speed up of working and willing to do more work. 
In terms of ensuring good customer service, Burger King always needs to treat their employees with proper respect, provide good workplace facilities, provide the best path for ensuring career and training facilities to improve the development of working.
Negative impact among customers with the service quality makes the automatic reduction of sales margin (Leppard & Molyneux, 2017). Managers of burger king must need to ensure that employees are getting enough working facilities and improvise if there any modification or changes needed.
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Customer satisfaction helps to make a good reputation that makes an automatic profit margin of Burger King. different types of policies and working activities help to increase the sales margin of Burger King. it’s the most potential activities of any organisation whether its product or service, that employees must need to provide the best working environment as they are the first media to impress about the organisation.
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