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Assignment 10 – Customer Relations



Customer Relations

Assignment 10

Q.1.	Short Questions:

	i.	Explain various techniques of assessing customer response. 

	Customer Relationship Management (CRM) data is collected via many different communication channels, some structured (such as survey results), and others less structured data (eg. social media posts or email feedback). Customer feedback and good customer relationships are vital to the success of an organisation.

Customer responses are obtained using the following techniques: 

· Creation of a database to capture transactional information (such as items purchased, date, location, spend value etc.)

· Website monitoring – the number and frequency of visits to the site is captured along with other data

· Listening technology – this is a recent innovation that enables a business to track customer browsing from their website, turning it into structured data. This is valuable information in terms of insight into customer behaviours, personal preferences (for future marketing) and website development. This technology also helps a business to gauge the impact of online promotions etc.

· Email metrics (email marketing data)  - provides with business with data such as who opened what email messages and the level of engagement of different customers

· Monitoring social media feedback - frequent review (at least daily) is recommended to check current postings, market news, and to respond to any customer queries as appropriate

· Feedback machines – used by airports to quickly gauge customer satisfaction at various points via a press button (face images) system



Additionally, customer feedback may be obtained by surveys (either on-line or in person) or a follow-up email. Often a retailer will include a survey invite on till receipts, along with the shop assistant’s name and a promotional offer, to try to persuade the customer to provide them with his/her customer service feedback and additional customer contact and preference information.

	Face-to-face interviews are a great way to gain a greater insight into individual customers. These can range from short high street questionnaire surveys (capturing a wide audience) to pre-arranged in-depth customer/marketer interviews (with a targeted customer). Focus groups are another good method of assessing customer response; whereby a small targeted group share their feedback thoughts with the marketer.

A CRM system is used to integrate all types of data held to enable trend analysis, the sharing of customer information with other business departments, and insight into customer needs and wants, in order to make continuous customer service improvements. Analytics resources are a method of turning raw data into intelligence to provide insight into customer minds. Current IT capabilities allow for marketing teams to use systems with pre-configured functionality to explore data trends with numerous selection options.

Information technology (IT) dashboards are used to extract charts/graphs and reports from a bank of data. Some companies use on premise technology; others prefer to host off-site and outsource to a specialist company. It is now possible for complex on-line applications to automatically link up with your internal contact management (and other) IT systems in order to produce an integrated CRM system.

Social CRM and Cloud-based CRM are the latest developments in CRM. Social CRM involves the use of social media data to attract customers and monitor feedback. Web-based applications are available via specialist providers that can track social media activity, such as brand name mentions, on behalf of a business. Cloud-based CRM facilitates the sharing of information via other internet accessed services.



	ii. 	Discuss the role and function of policies and procedures in meeting customer requirements. 

		Policies and procedures are implemented across a business to set the required standards and to broadly identify how a task should be completed. In CRM, they standardise the customer service function, the method of handling customer relations matters, ensuring consistency throughout the organisation according to the specific customer needs. This may be in relation to marketing campaigns or CRM strategy etc. Staff training will be one of the activities documented, as a requirement for any business. It is vitally important that staff have the knowledge and skills to attract and retain good customers, including the ability to find out and capture their customer preferences. Specific training could also include how to cross-sell or up-sell to existing customers, or how to handle customer complaints effectively.

		Recent marketing developments and the move over to Customer Relationship Management (CRM) has led to a changing role within businesses. Traditional policies and procedures are being replaced with new marketing strategies, with the ‘Branding policy’ recognised as key to increasing customer loyalty, thereby increasing business profitability. An effective ‘Brand policy’ will contain four basic elements – how to identify, attract, defend and strengthen brand loyalty. The policy will deal with meeting customer needs and wants whilst also making them feel valued. It will aim to move all customers up the ‘loyalty ladder’. 

		The ‘Quality policy’ is another example of a how a business works to meet customer requirements, through focus on high quality products and services.	 In the absence of such policies and procedures, businesses would lose their bonds with customers and their business to competitors. 

		

	iii.	What is the role of quality management in meeting customer needs?

		‘Quality management’ is an intangible element of customer relationship management, along with customer focus and reliability. Quality management fits within the overall Quality strategy which integrates quality into the company vision and mission statements, and strategic goals. The role of quality management is to implement and sustain a company-wide quality management system along with the Quality policy.

		Quality management ensures the delivery of customer needs and wants in terms of quality and value. The function provides the resources and skills necessary to effectively deliver in this area and ensures maintained focus on quality as an organisation. Quality management leads by example demonstrating the passion required to engage all staff to deliver excellence in customer service quality standards.		

		Customer service standards can be measured by companies across all industries using the ‘SERVQUAL’ model and questionnaire. The model compares customer expectations and service perceptions with marketer perceptions of customer expectations and delivery actions. The questionnaire aims to identify any gaps for a business to work on to improve its customer experience and meet customer needs. Customer survey questions fit within five categories; Reliability, Assurance, Tangible*, Empathy and Responsiveness (or ‘RATER’). *Tangible refers to physical appearance of equipment etc.

		Total Quality Management (TQM) philosophy is to improve quality and reduce costs. Partnerships are formed between customers, suppliers and other parties in order to achieve such efficiencies and meet customer needs. Efficiency of delivery is another important customer requirement of which the quality management team are also responsible.



	iv.	“A happy customer is a reliable customer, and a reliable customer means profit”. Keeping in view the statement, point out the ways which help to achieve customers’ trust.

		A company’s position within the marketplace has a significant effect on the level of consumer trust. Hence a business that owns the market, with its own niche, will benefit in this way. It is also, of course, necessary for any successful company to continuously strive to keep their customers happy.

		As a business or individual, it is important to earn customers’ trust by delivering what you promise with the aim of building long-term relationships. Trust can be earned by listening carefully to customer needs and supplying a product/providing a service that meets those needs. Regular open and honest communications also help build trust as they make the customer feel valued and as though you are aware of their needs and are offering solutions to their problems. It helps to build an emotional connection (or bond) which will encourage the customer to remain loyal to the business. It has been calculated to be up to 10 times less costly (similar reports suggest 4 to 6 times), in time and effort, to retain existing customers than to attract new customers. Both calculations have, of course, significant effect on a business’ profitability.

		It is important to treat customers as individuals and to use their name wherever possible. In order to build trust, you should complement them but always remain sincere, with your actions conveying the same message as your spoken words. Good communications help foster trust; it is therefore important that these are maintained both in dealing with customers and in interactions between other internal departments. Trust is also built through empathy. If you demonstrate to someone that you understand how they are feeling, they are encouraged to trust you. The ability for all customer contact points to access individual records (via the use of data warehouses) also helps build customer trust, as the business is able to demonstrate a joined-up approach to customer service tailored to individual needs.

		The complaints handling process can be another opportunity to earn the trust of a customer. Ideally complaints should be handled promptly in order to minimise the damage to the customer/supplier relationship. Even if this is not possible, a company may still earn customer trust if the employees are genuine in their manner, apologise and empathise, and are friendly and helpful. It is vital that the customer is also kept informed of progress during this time. Satisfaction with handling complaints has been proven to have a direct impact on the level of trust and commitment (Izquiredo, 2005). 

		In a long-term relationship, safety, credibility and security also lead to a company gaining a customer’s trust (Ravald and Grönroos, 1996). In new customer/supplier relationships where company recommendations have been made, customers are more likely to trust the business, as personal assurances given will already have influenced their perception of business credibility. Business product features such as the provision of warranties, service quality and the company reputation can also create trust in the market, along with advertising and promotions. Customer trust develops from/is an output of a strong brand. If the customer is happy with the product or service, and they identify with the brand promise being offered, they will trust the company and become a more reliable customer.

		

	v.	What is meant by CRM? Which type of information does it include? 

	The abbreviation ‘CRM’ stands for ‘Customer Relationship Management’ and refers to the way in which a business interacts with its customers in order to increase customer loyalty and the profitability of the business. It focusses on long-term relationships rather than short-term business transactions. The central focus of the organisation is meeting the needs of the customer and a customer-centric approach is adopted (as opposed to a product-focused approach). There are three key elements to CRM: people, processes and technology. The people employed by the business must be passionate, willing and capable of identifying and handling the customer information in an effective way. Processes must be in place to collate all customer data collected and maintain as appropriate. Technology is used in CRM to both capture customer information (such as age profile, demographics, buying habits etc.) via an IT database system but also to facilitate the analysis of data in order to improve existing customer service and to identify new customers. 

CRM has the capability of identifying the most profitable customers, and as part of their marketing plan, to offer loyal customers online promotional offers based on their individual customer preferences. CRM focuses significant attention on increasing customer loyalty and brand loyalty; as marketing targeted at loyal customers generates by far the highest return on investment for a business. Similarly brand loyalty has enduring value for a business.

Referring to the term ‘customer’ in the wider form, this also includes the suppliers of a business, its partners and employees. Successful implementation of CRM is dependent on its integration into all other business functions; without this, the business will not benefit from the rewards of customer retention and long-term profitability. CRM adds value through mutual collaboration between suppliers and customers.

Replacing the traditional marketing role where the marketer had much greater control, CRM recognises that, with technological developments today, consumers have greater control and marketing now involves two-way communication between businesses and customers. 

	The type of information included can be categorised as below:

1. Customer profile – this will include age range, demographics and location of customers along with their communication channels. It will help a business to identify who their customers are, whether business or individual customer. If a business, the data will also determine the size of the company. The period of time as a customer will also be captured here.



2. Customer buying profile – the frequency, timing and any pattern of purchases is recorded in this section. This information is used by a business to try and predict future purchasing patterns and to target promotional offers etc.



3. Customer buying preferences – items purchased and variety of purchases are recorded here, along with customer reasons for such preferences.



4. Customer service profile – details of past and any current customer service issues are recorded here, including basic statistics and the current status of any customer service issues.

The above information relates to some of the ‘people’ data collected. Software within the CRM system is used to manage ‘processes’ and ‘technology’ information too. Examples of this data include ‘Company & Contact management’, ‘Lead & Activity management’, reporting, sales forecasting and MS Outlook e-mail integration. A fully integrated CRM system provides an excellent resource for a business to use in its pursuit of achieving a win-win CRM strategy.



	vi.	Design and complete a customer satisfaction survey.

			Dear Karen,

	Thank you for your recent in-store purchase. In order for us to continually improve our products and services, please could you spare a few minutes of your time to provide some feedback on your sales experience. We value your time and as such are offering a 10% discount off your next purchase for completion of questionnaires submitted online by 15th May 2017*.

		Where did you hear of our company? 
(Please indicate all that apply)



		Google search / Other internet search / Social Media / TV / Recommendation / Other







		Please indicate the extent to which you agree or disagree with the following statements:

		Statement

		Strongly Disagree

		Disagree

		Neutral

		Agree

		Strongly Agree



		The transaction was a smooth process

		

		

		

		

		



		Staff are professional and polite

		

		

		

		

		



		Staff are friendly and helpful

		

		

		

		

		



		Staff have good product knowledge

		

		

		

		

		



		Retail stores are clean and well organised

		

		

		

		

		



		Customers are served promptly

		

		

		

		

		



		Customer assistance is offered promptly and effectively

		

		

		

		

		



		I feel valued as a customer

		

		

		

		

		







		Please rate the following in terms of importance (on a scale of 1-5 where 

1 = Not important at all and 5 = Highly important):



		Friendliness of staff

		



		Prompt service

		



		Quality service

		



		Value for money

		



		Range of products

		



		Promotions and special offers

		



		User-friendly website for online ordering

		



		Range of delivery options

		



		Range of payment options

		







		If you have experienced a customer service issue recently, what was the nature of the complaint? 
Please tick all that apply or specify if other. If not applicable, please leave blank.



		Quality issues (eg. poor quality product)

		



		Delivery issues (eg. delivery delays, incorrect item received)

		



		Inadequate handling of customer query

		



		Poor staff manner (eg. rude, unhelpful, unwelcoming)

		



		Insufficient stock available

		



		Other – Please specify:



		







		To what extent was your complaint resolved? 
(Please circle one of the below)



		Unresolved / In Progress Currently / Partially Resolved / Fully Resolved







		How satisfied were you with the overall complaints procedure?



		Very Dissatisfied

		Dissatisfied

		Neutral

		Satisfied

		Very Satisfied



		

		

		

		

		







		How could we improve our customer service for the future?



		











		Question

		Very Unlikely

		Unlikely

		Neutral

		Likely

		Very Likely



		How likely are you to purchase from us again?

		

		

		

		

		



		How likely are you to recommend us to a friend/family member?

		

		

		

		

		







		Please enter any additional comments in the feedback box below.



		











		Please indicate whether you would like to receive a follow-up call/email from a member of our customer service team. If so, please provide contact details below:

		Yes/No



		Contact name:

		



		Telephone no:

Email address:

Postal address:

		














		What is your preferred method/s of communications? (for product news, promotional offers & feedback purposes)

(Please include all that apply)



		Email / Text / Post



		Please indicate in the box provided if you would prefer NOT to be contacted 







		Terms & Conditions: This offer is limited to one voucher per customer.

Privacy statement: The information collected is for internal purposes only and will not be shared with any third party organisations without your prior consent. 



	vii.	Review the success of a completed survey.

	The success of a completed survey will be dependent on various factors. These will include the choice of questions asked and the format posed (whether selected from a pre-determined list or free text box options). An effective survey should contain a combination of question formats, not be onerous to complete but provide sufficient opportunity for customers to raise their concerns and/or submit specific other feedback as desired. Surveys should be carefully worded in order to avoid misinterpretation of questions and reduce the number of incorrectly completed forms. An incentive will often be offered to customers/potential customer to ensure a good survey response rate.

The success of a survey is also dependant on what happens with the results. If integrated into the company’s CRM system and shared with staff at all levels, the results inform staff of the current customer service position, enabling them to take action accordingly in order to respond to the customer needs and wants. If a company fails to share survey findings within the business, it will not benefit from the insight gained and consequently will limit future profitability as a result.

Often survey results will include a large number of neutral/middle answers. It is important to design your questionnaire to capture additional information details where poor customer experience has been experienced, enabling a business to address any issues and follow-up with the consumer to improve customer relations and maybe even convert them into a loyal customer. 

	The response rate achieved will affect the sample size and be an indicator of the current level of customer interaction. If low, a company should consider whether the survey was perhaps too onerous and could be improved. Was it targeted towards the correct audience and was the appropriate language used in communications? Higher response rates are obtained too where the option of whether customers wish to complete or not is given at the start (eg face-to-face interactions). Those individuals with previous connections to the business are also more likely to complete a survey.

Surveys reflect customer opinion at a single point in time. They are a ‘snapshot’ and the findings will depend on their most recent customer experience and may be influenced by the external environment too. The success rate of a survey is also dependant on the availability of customers who are willing to contribute in-depth and constructive feedback information. Different customers will have differing needs and expectations. Ongoing two-way communication is required in order to build effective customer relationships.



	Case Study

Managers at Clifton Leisure Centre want to attract more customers. They have improved the Gym facilities with updated equipment. They have also hired a new trained fitness instructor. One of the managers argues that before starting on their marketing campaign they should collect some information about their target customer which includes; the age range and occupation.

1. How important is it for them to classify the centre’s users?

	It is vitally important for them to classify the centre’s users in order to ensure that they are targeting the correct audience, making best use of their resources, and thereby optimising their opportunities of achieving profit. As the manager suggests, customer data is essential to a successful marketing campaign. It is important too that all staff are engaged in the CRM process and are motivated to provide excellent customer service.

		Customers have varying wants and needs and not all will be attracted by a single marketing campaign. Several different communication channels will be needed along with multiple persuasion techniques in order to sign up a new member and gain customer loyalty. In the case study example, Clifton Leisure Centre will also need to identify who their best customers are, to ensure that they appeal to potential ‘committed customers’ over the ‘bad customers’.

Significant relational benefits can be gained from personal customer service relationships. Three categories of relational benefits have been identified from a customer perspective; confidence benefits, social benefits and special treatment benefits, all encouraging loyalty and the sharing of positive company feedback. Purposive benefits can also be gained, by hosting fund-raising events etc., contributing to community life. The leisure centre can also offer experiential benefits to its customers by providing a fun, relaxed and social venue for its customer to interact with other users and staff, creating memorable experiences. In building customer relationships a business needs to understand its users to recognise the type of bond that it can potentially form with that customer and the type of relational benefit that they will be attracted by, thereby increasing customer loyalty and profit. For this reason also, classifying the centre’s users is key to a successful business.

A business that does not know its customers will be unable to market to them effectively. As a consequence they are unlikely to become good (profitable) customers that remain loyal. As discussed earlier, loyal customers return large profits for a business and keep marketing costs low. It should also be noted that increased advertising moves existing customers up the ‘loyalty ladder’, increasing sales by more than the sales impact of new customers. A marketing team should therefore run a campaign to create more “enthusiasts” at the same time as promoting new customers.

It is important to offer a personal, individual service to customers so that they feel recognised and valued.  Customer data is required in order for staff to build effective customer relationships. Happy customers will provide staff rewards, contribute to the general positive atmosphere of the centre and encourage more new customers. The leisure centre should try to develop a ‘win-win’ strategy to suit the needs of both the centre and its customers on a long-term basis. 



2. Explain how this sort of data could be helpful.

The leisure centre could gain much valuable data and insight into customer sporting interests and social activities by undertaking market research exercises. By asking carefully prepared key questions, they could build up a good picture of their existing and potential customer base. This would enable the leisure centre to effectively market new targeted fitness classes, for example, or to set up a new sports team where a gap in the market has already been identified and interest shown. 

The age profile of customers will help determine the most appropriate channels of communication and the type and style of marketing, and also help inform the range of activities likely to be of most interest. The demographics of the local population, such as occupation will provide an indicator of the price an individual would be willing to pay for goods or services. 

This data would enable the leisure centre to apply differentiation to identified groups of customers according to their specific needs. A practical example could a marketing group focussing on the senior citizens within the community – running over 60’s classes and a range of day-time activities at concessionary rates. Marketing channels such as the local newspaper, library and health centre noticeboards and door-to-door leaflet deliveries could be used to reach these customers. A separate marketing group may focus on families with school age children, promoting a range of junior clubs and also offering birthday party packages. This group may use social media and their own website as principle marketing channels. The needs and wants of these two customer groups are clearly very different and, in order to identify with all of your customers, a business needs to demonstrate that it has tailored packages. 

For a business to truly meet individual needs and develop a long-term relationship, regular customer interaction is required. In order to better understand customers’ expectations, the leisure centre could ask them to rate service areas in order of importance to them, in addition to requesting their current feedback on services used. This would be hugely beneficial in identifying areas for improvement. In time, it would also show customers that the business is listening to and acting upon their valued feedback. The ultimate CRM aim is to provide ‘customer delight’, where service received exceeds customer expectation. It is therefore necessary to know customer expectations in order to measure against this benchmark. 

The leisure centre could use CRM data to provide a more efficient customer service; having customer information to hand as necessary, including knowledge of individual circumstances such as any issues previously raised. Staff could use their customer relationship skills and the data to cross-sell or up-sell to existing leisure centre customers. They could promote the new gym facilities with the incentive of free inductions for all new members for a limited period of time, and for existing customers, a time-limited discount on gym prices along with a voucher for a free fitness session (led by the new trained instructor). With CRM data, savings could be made on advertising costs due to more direct targeting of customers. The staff would also be better prepared in handling customer issues and any complaints as they arise. As customer satisfaction levels improve, loyalty would increase and the business would benefit from increased ‘word-of-mouth’ recommendations.

Staff could introduce customers to the leisure centre’s social media pages (inviting them to like/follow the centre). Various events (including fund-raising activities) and fitness classes could be advertised with automatic diary reminders and the option to share events with ‘friends’. Customer ideas and feedback may also be communicated encouraging the sharing of leisure centre news/events with the wider public, both raising their local profile and helping to increase customer numbers.

	The availability of user data is very important in building good customer relationships, showing customers that you understand them, and making them feel valued. Without this insight, a business will waste resources as it fails to direct its marketing and CRM efforts to the appropriate areas.







Additional Resources

https://exchange.cim.co.uk/search/?tag=4428  

https://en.wikipedia.org/wiki/SERVQUAL#External_links

[bookmark: _GoBack]		https://www.slideshare.net/rockpulkit/servqual-model
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