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Executive Summary
Customers’ experiences are very significant issue within the business management that determines the degree of efficiency in the operational management along with competitive advantages. Managers of the firms must constantly try to enhance the customer values because it affects the customer experience within the firm that eventually positively influence the overall level of customer relationship, loyalty and satisfaction. Those aspects are very valuable for each of the organizations in the world in order to sustain profitability and customers for a longer period of time. In this assignment, several factors shall be critically discussed that affects the selected organization’s ability to maximize the customer value. Those factors may come from either the external sources or internal sources. External sources or factors that influence the firm’s ability to maximize customer value include political factors, economic factors, cultural factors, technical factors etc. Apart from that, there are several internal factors that affect the firm’s capability to enhance the customer value.
The competitive edges of the firm can be enhanced through the creation of the values for the customers and promoting and nurturing the factors that allows the business to do so. Mangers must drive to reduce the inefficiency and lack of capabilities which deter the firm to maximize the overall customer values. The stakeholders must be engaged effectively especially employees and customers to take customer relationship strategies and policies which improves the business’s marketing and operating performances. Besides, the firm must improve the internal capabilities like supply chain management, distribution channel, inventory management along with promotional strategies to generate the greater values for the customers. Organization’s quality method like TQM must be effectively used which reduces the firm’s overall cost structure along with the improvement of the quality.
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[bookmark: _Toc531778054]Introduction
Organizations operate their business mostly to deliver goods and services to the customers that enhances overall profitability along with enhancing the level of customer experience. Customers’ experiences is very significant issue within the business management that determines the degree of efficiency in the operational management along with competitive advantages (Sheehan, 2015).Managers of the firms must constantly try to enhance the customer values because it affects the customer experience within the firm that eventually positively influence the overall level of customer relationship, loyalty and satisfaction. Those aspects are very valuable for each of the organizations in the world in order to sustain profitability and customers for a longer period of time. In this assignment, several factors shall be critically discussed that affects the selected organization’s ability to maximize the customer value. 
Those factors may come from either the external sources or internal sources. External sources or factors that influence the firm’s ability to maximize customer value include political factors, economic factors, cultural factors, technical factors etc. Apart from that, there are several internal factors that affect the firm’s capability to enhance the customer value. Besides, a critical understanding of the organisation’s quality processes shall be discussed to assess their effectiveness (Severi and Ling, 2013). Moreover, the effective assessment of the customer experience of the business shall be conducted along with the evaluation of the benefits and challenges of developing and maintaining good customer relationships.
1. [bookmark: _Toc531778055]Critically analysing the factors that influence your organisations ability to maximise customer value
1.1 [bookmark: _Toc531778056]Customer values
Customer value is the combination of the deliverables provided by the sellers to the buyers in exchange of buyers’ exchange of the prices. It is the collection of the benefits to the buyers’ which satisfies their needs in the first place. Customer Value is the perception of what a product or service is worth to a Customer versus the possible alternatives. It indicates that the customer value is the final product along with associated features and benefits which is provided by the producers of the firm in exchange of the price paid by the customers (Winer, 2014). Customer values must be maximized in order to get the premium prices in the industry which beats the close competitors. Managers take various types of strategies and policies to maximize the customer value. The customer values can be enhanced through increasing the overall degree of product and service quality. The increment of the product quality directly increases the level of customer value which eventually enhances the firm’s competitive edges. Besides through the decrease of the cost structure, a business manager can enhance customers’ values because they only have to pay fewer amounts of prices (Jones, 2010). Apart from those, through taking customer retention strategies, managers can enhance customers loyalty and satisfaction which will also impact positively to the customers values.
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Figure-1: Customer values
Source: (Needham, 2014)
Customer value is very significant which must be focused by the organizations because it determines the level of competitive edges and profitability as a whole. It is the factor which constitutes of basically four different segments such as product performances, product prices, delivery, installation and service along with customer relationships (Pride, 2011). Customer values can be enhanced through developing the product and service features, designs, quality, reliability, ease of use, longevity etc. Besides, costs such as initial costs, distribution cost and life cycle cost can be reduced to maximize the customer values in the market. Through making the product available in the market, making the products installed and used easily, Toyota is creating the values for their customers, for example (Toyota.com, 2018). Besides, the firm also enhances the customer values through ensuring good customer relationship, contacts and image-building through superior customer services which increases overall customer relationships, satisfaction and values.
1.2 [bookmark: _Toc531778057]External factors that influence your organisations ability to maximise customer value
Business external environmental factors are very significant or the firm as they affect the firm’s activities, efforts, functions and capabilities. The physical nature of the organization’s external factors defines its span of operations and degree to which a firm can create values for its customers (Greasley, 2011). There are several external business environmental factors of Toyota which has much influences over the business activities along with value creation for the customers. Those factors of the given firm can be explained in the following which affects the firm’s capabilities to influence the firm’s value of the customers.
a) Political factors: Organization’s political factors determine whether the firm can create effective customer value for their end users leading to the degree of profitability. Governmental and agencies formulates several regulations, laws, and legislations, policies that directly restricts or promote the business activities of Toyota in different countries (Toyota.com, 2018). Apart from that, countries where the actual political situations is stable without confrontation among the parties can deliver the environment to create greater customer values for the firm because of the less level of wastage and losses for the blockades etc. For example, Toyota operating in India faces different legal atmosphere than the country like China which determines their operational functionality and value creation.
b) Economic factors: External factors like economic factors also determine the degree of customer values created by the organizations. Organizations can operate effectively and profitably with higher product values in an environment where there is a lower interest rate, inflation rate, higher employment, income, savings and GDP growth rate. For example, customers of EU regions and America can be befitted through the India-based production facility where interest rate is low and GDP growth rate is more than 7% (Toyota.com, 2018).
c) Social factors: Social factors like cultural background, religious, ethnical diversity, social classes, income groups; unemployment rate along with languages and demographic conditions also determines the level of customer value creation by the firm. For example, in and social environment like UK, the firm can create more values for the customers than the country like Myanmar where cultural diversity is intense (Toyota.com, 2018).
d) Technical factors: Obviously, Toyota will create more values for their customers in an environment which is equipped with technical infrastructures like, research facilities, information system and telecommunication, innovation along with the digital technologies which will benefit the firm. For the reason, organizations choose the country which is very advanced with the technical knowledge and infrastructure that enhances the quality of the products and services as well as reducing the overall cost structures (Toyota.com, 2018).
e) Environmental factors: The good environment will directly allow the firm to operate effectively which enhances the quality of the organizations functions like production, sales, procurement, R&D etc. Besides, presence of the easy transportation through the sea, rivers, roads, rails, and planes makes it easier to create values for the customers in low costs. For example; the Toyota can create more values for the customers in France than country like Switzerland because of benefit of ocean transportation in the case of France (Saloner et al, 2010).
f) Legal factors: Good legal; condition and structures allow the organizations to conduct the business operations like sales, marketing, production, services which benefits the firm’s stakeholders in creating more values. Lenient legal structures where taxation policy is loose and producer-oriented, employability laws is favourable will attract more organizations that can create greater values for their customers. For the reason, Toyota avoids to establish production facility in the countries like Nepal where taxation is higher.
g) Customer satisfaction and potential market share: Organizations value customer satisfaction and level of customer base which is very effective in enhancing the revenues and profitability. Customer satisfaction can be earned through good product and service delivery, better value creation etc. But, in order to create values for the customers, there must be an established set of customers who are potential to be the satisfied customers providing the sales and profitability. Besides, the firm can create extra values for the firm’s customers if there is a potential customer base that can be served through those customer values. So, because of the presence of the viable customer base with higher potentiality of profitability, revenues and satisfaction, organization like Toyota can create higher values for the customers worldwide (Toyota.com, 2018).
h) Distribution channel: A viable and effective distribution channel can transfer the customer value to the end users which enhance the firm’s competitive edges and help it to accomplish the final objectives. There must be an advanced and cost-effective distribution channel for the firm which can reach the products to the target customers before the competitors. In this way, the firm can create higher values than the competitors through making the products available in the outlets which enhance the customer satisfaction and values. Toyota, maintains different effective distribution channel in different regions of the world to deliver the products to the customers which helps to increase and maintain customers values (Jeyarathnam, 2012).
i) External supply chain: The timely and cost-effective supply chain helps the firm’s production, procurement, inventory management, sales and marketing functions that helps to create values for the firm. For example, in a recent it is stated that, 10% of the total value creation was attributed to the Toyota’s effective supply chain management which helps the firm to even increase the values of the firm way beyond the close competitors like Ford, Mitsubishi, Nissan etc. so, external supply chain directly influence the firm’ value creation capability where the firm performs poor in the absence of it (Toyota.com, 2018).

1.3 [bookmark: _Toc531778058]Internal factors that that influence your organisations ability to maximise customer value
Internal factors of the organizations are the factors which are more direct in nature to the firm that enable then to create values of the customers and stakeholders. Several internal factors such as internal capabilities, resources etc are responsible for creating greater values through reducing costs, increasing quality and others features. Those internal factors can be included in the following discussion.
a) Skilled Human resources: Skilled and experienced personnel and managers to guide them are the one of the most important internal resources of any organizations. Toyota has a set of teams and groups which consists of skilled and intelligent managers and employees that can deliver higher values for the customers. The firm has employee who are skilled in applying innovative knowledge in the workplace that leads to the higher value creation (Toyota.com, 2018).
b) Sound financial resources: The financial resources are the one which operates all the organizational functions. Organizations with higher investment in its operational infrastructures, sales and marketing initiatives, after sales services etc can deliver higher level of customer values to the end consumers. Besides, organizations with higher power of finances can growth faster through merger and acquisition, developing new production facility etc in new types of markets can open the door of value creation for the new set of markets.
c) Wining company policies and strategies: The organizations must formulate a set of effective policies and strategies to generate and sustain customer values through higher quality, customer satisfaction, loyalty and other features. Businesses must develop competitive policies, pricing strategies, promotional strategies such as marketing mix along with expansion strategies, ethical and operational policies in order to operate disciplined operations that constantly create higher values for the end stakeholders and customers. Toyota follows strategies like competitive strategies, cost leadership and differentiation strategies which helps to protect and sustain customer base in the market and create higher values for them (Toyota.com, 2018).
d) Employee training and motivation: Employee training and level of higher motivation can lead to the higher individual productivity along with the higher value creation that enhances the competitive edges of the firm. For example, employees of Toyota are highly trained and motivated to work that enhances 2% of the customer base alone in the year of 2017.
e) Advanced R&D functions: The sophisticated research and development infrastructure of Toyota helps the firm to constantly creating innovative products like environment friendly hybrid cars that the main source of values for the customers. Advanced and productive R&D function of Toyota is the biggest reason the firm is creating the highest values among the competitors out there in the automobile industry (Toyota.com, 2018).
f) Developed technical and innovative environment: Organizations can develop high quality products and services if there are developed technical and innovative environment. It helps the firm to set the production process which is less costly and produce products which holds higher competitive edges than the close competitors.
g) Internal strategic risks: Various internal risks can reduce the value creation of the organizations that can diminish competitive edges in the industry. Risks like financial risks, operating risks will severely affect the firm that will hamper the firm’s capability to create values for the customers. On the other hand, various market risks and competitive risks can drastically reduce the overall revenues and profitability which is also challenging for the firm like Toyota (Kotler and Armstrong, 2014).

2. [bookmark: _Toc531778059]Providing a critical understanding of your organisation’s quality processes and its effectiveness in meeting customer requirements
2.1 [bookmark: _Toc531778060]Critical understanding of quality process in the workplace of Toyota
Quality processes are the methods of quality management within the organization through which product and service quality can be improved and sustained. It creates higher values within the organization with greater customer base and market power (Khoury, 2014). Toyota is the global firm which follows the quality process that leads to the quality leadership in their respective markets. 
A. Toyota’s quality process
The firm has specified set of rules which are strictly maintained by the employee and managers. The firm maintains quality of each individual, divisions, functions, products and services through a set of rules that brings higher authority in the market power along with the leadership in creating customer satisfaction, relations and value creation. The value process of Toyota can be discussed in the following.
i. Quality assurance: With the quality assurance, managers of Toyota ensure that all of the requirements of quality have been met. In this stage, the firm follows the strict manual and policies related to the quality standard of the firm that deters any quality slip within the production process. In this way, the firm can create extra values for thee customers along with enhancing quality that eventually raise overall degree of customer acquisition and retention in the growing markets (Toyota.com, 2018).
ii. Continuous quality improvement: Here, the firm ensures continuous quality improvement in each stage of the production process and phases which further penetrates quality processes and enhances overall quality of the products. For the reason, periodical review and feedbacks are conducted regarding the quality of the products, services and processes which also ensures the higher quality process of the firm. Manager of the firm searches for the areas where the additional improvement in quality are needed where specific actions like additional control point, training etc are delivered to maintain the quality process.
iii. Quality leadership: In the last stage, the firm resolves the issue regarding the quality of the products and processes and drives for higher quality standards for the others to follow. Besides, the firm sets high benchmarks to achieve in the future along with operational and functional excellence (Toyota.com, 2018). Through the quality leadership, organization like Toyota accomplishes higher level of quality and competitive edges in the market that enhances organizational profitability.
The quality process of the firm is backed by several activities which further strengthen the quality process such as effective metrics for all the major processes such as production process, distribution and supply chain processes, risk management and mitigation plans etc (Gronroos, 2013). Besides, effective maintenance of the documentation of each process along with higher visibility of the quality and limited overhead costs will enhance the efficiency of the quality methods which usually produces the quality products.
B. TQM of Toyota
Total quality management is the popular management approach to accomplish long term success through the effective customer satisfaction. The theory states that, overall quality of the product and organizations can be ensured thigh the collective approach by the manpower of the firm to improve the processes, cultures, employee motivation and skills, products and services (Guido and Peluso, 2015). TQM approach of Toyota can be discussed in the following.
i. Focus on the customers: Major focus must be delivered to the customers of the firm who generates revenues for the firm. Customers’ need and requirement must be studied along with their satisfaction and level of loyalty which will deliver valuable information. Toyota’s customers are satisfied with the products’ value creation along with higher loyalty causing greater switching costs (Toyota.com, 2018).
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Figure-2: TQM framework of Toyota
Source: (Toyota.com, 2018)
ii. Continuous improvement: The continuous improvement of the products and services, processes etc must be ensured through the collective efforts from all the personnel. Besides, quality of the processes of production, supply chain, inventory management must be improved in this phase through effective feedbacks (Cravens, 2014).
iii. Quality improvement: The overall quality of the products and services along with various processes of the firm’s operation such as procurement process, service process and promotional process must be emphasized in Toyota to establish and sustain the overall quality improvement.
iv. Measure accurately: The quality of the Toyota’s product and servicers along with production processes must be periodically measured which leaves adequate scope of further improvement in the future. Besides, effective measurement can lead to thee assessment of the personnel which can be further improved through necessary training and development (Doyle, 2013). 
v. Involving employees: Employee can be involved in the decision-making processes and direct implementation of the decisions that assist the firm’s operations through enhancing the success of the strategies and decisions. It is possible because the employees work in the direct contact of the customers who understands their level of satisfaction through effective customer relations.

2.2 [bookmark: _Toc531778061]Analysing the customers’ experience of Toyota
Customers experience is vital for any organizations selling products and services and wishes to maximize the revenues and profitability in the future. Customer experiences must be in the top in the industry to earn the most competitive advantages which enhances the overall profitability and efficiency of the firm’s operation. Toyota has been rewarded as the top company to hold highest customer satisfaction in the year of 2017 that indicates that the firm was able to create higher level of customer satisfaction, relations and loyalty among the industry (Toyota.com, 2018).
Toyota uses the word “kaizen” to refer the customer experience which means “good change” in Japanese. It indicates the company emphasizes on the change and adapt in the product and services that enhances the customer experiences (Toyota.com, 2018). The positive customer experiences comes from the firm’s willingness to adapt with the change which open up the huge opportunity in the markets like lifestyle change, new investment opportunities, growth strategies, new innovative product design etc. each of the strategies of Toyota are left with scope of change that makes the firm very adjusting with the internal and external changes and factors. 
All of this makes the firm more dynamic in the industry which helped the firm to archive to position of 71% positive rating in the customer experience which is the way higher than the industry benchmark (Toyota.com, 2018). Utilizing the tablets in dealerships, alongside a swanky new app helps the firm operation to bring pace along with information system which enhances the customer communication and relations. The firm follows a motto in customer relationship which is the handing the control over to the consumers which is benefitting at the end.
Two significant concepts of the customer relationship and experience can be assessed broadly in the following phase.
a) Customer satisfaction: The status of customer satisfaction in Toyota is high which indicates that the firm is holding competitive edges in the industry. Besides, customer satisfaction comes in the form of higher value creation by the company and other services. For example, the firm creates 25% value surplus in comparison to the price paid by the customers. Customer satisfaction of Toyota also comes from the high company reputation, services, value proposition and additional features of thee product and services.
b) Customer loyalty: The customer loyalty is the other indicator through which customer engagement and experience can be measured. Customer loyalty of Toyota is very high leaving higher switching cost that enhances the customer experiences and profitability. Besides, higher loyalty among the company and the customers are viewed as the strength of relationship and experiences (Coakes, 2013). Toyota follows model of customer loyalty which starts with determining the factors responsible for the loyalty to the development of the customer loyalty and growth in the profitability.
2.3 [bookmark: _Toc531778062]Critical evaluation the benefits and challenges of developing and maintaining good customer relationships
Customer relationship is associated with the business benefits and effectiveness of the operations which enhances the customer retention and profitability. There are several benefits and challenges associated with the developing and maintaining good customer relationships which can be discussed in the following.
a) Better customer contacts: Through the customer relations with the consumers of Toyota, the firm is able to resolve any issues of the customers. This process reduces the overall level of dissatisfaction and enhances the customer attachment and loyalty. The better customer contact through customer relation can also enhance firm’s customer base and ability to serve (Cravens, 2014).
b) Positive perception: The benefits of maintaining good customer relationship with the mangers are the positive perceptions regarding the operations and value proposition of Toyota that enhances the firm’s reputation in the industry (Chen and Pearcy, 2013). Apart from that, the positive reputation also enhances the firm’s loyalty in the longer period of time.
c) Familiarity: As the familiarity of the customers and managers of the organizations can be enhanced through the customer satisfaction and relations, the organizations must face the challenges of it. Because of the familiarity, the customers expect to be perceived to be treated as the highly valuable customers which cannot be possible in reality all the time. It creates negative impression towards the firm and its brand. But it can be transformed as the opportunity through higher efforts, strategies to address the customers and delivering incentives in the form of discounts and additional values that even enhance the value of the firm.
d) Close relationships through social media: With the help of social media, Toyota can effectively maintain the close customer relations through posts and comments about the firm’s products and services. But in the same time, it can create challenges for the firm’s reputation. A negative review or comment in the posts can damage the reputation and brand value of the company (Chandler et al, 2014).
e) Higher sales and profitability: The level of sales and profitability can be enhanced through the higher customer relationships. The customer relationships must be developed and maintained to generate the competitive revenues than the close competitors which benefit the firm in the long run.
f) Greater customer satisfaction and loyalty: Toyota can accomplish the lucrative level of customer satisfaction and loyalty through the development and management of the customer relationships that directly influences the performance of the company.
[bookmark: _Toc531778063]Conclusion
Customer value generation and protection is one of the most significant activities of organizations that impacts on the firm activities and performances along with firm’s revenues and profitability. The competitive edges of the firm can be enhanced through the creation of the values for the customers and promoting and nurturing the factors that allows the business to do so. Mangers must drive to reduce the inefficiency and lack of capabilities which deter the firm to maximize the overall customer values (Brunton and Thornton, 2014). The stakeholders must be engaged effectively especially employees and customers to take customer relationship strategies and policies which improves the business’s marketing and operating performances. 
Besides, the firm must improve the internal capabilities like supply chain management, distribution channel, inventory management along with promotional strategies to generate the greater values for the customers. Organization’s quality method like TQM must be effectively used which reduces the firm’s overall cost structure along with the improvement of the quality. Besides, quality processes can be improved through structured process which also increases the overall efficiency of the system (Aveline, 2014). Toyota must enhance the customer experience through enhancing customer relationship along with customer loyalty and satisfaction that has huge impacts on the customer relationship and values in the long run.
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