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My name is Rachel Grey, I am in level five of leadership and management. In this assignment we will be looking at what is customer value, what are different types of values and why are they important and Garvin 8 dimensions and the kano model. 

Explaining what is customer value.

What is customer value, customer value is  how much a product or service is worth to a customer is a great way to describe customer value. It is a measurement of all the expenses and advantages related to a service or product. here are some examples  The cost, the quality, and what the service or product  can do for that specific person. knowing able to recognise value is useful for many people, especially in companies that offer goods or services. Customers are more likely to return and make more purchases when they feel appreciated by the businesses from which they buy goods. A corporation can identify which of its items generates the greatest sales and money by learning how to calculate the customer value for the products it offers. Customer value is perception or feeling of what a service or what a product is worth to a customer compared to the alternatives. 
A customer value can be influenced by how often the customers purchase a product or service or when they have positive feedback. A customer value is created by how well the company can deliver or enhance by providing quality and how well they can make it cost-efficient. There are also time, energy, and emotional costs to be considered when customers evaluate the value of ka purchase or service provided to them. Customer value isn’t just about the money. It about how they feel about that product and the way the service was carried out. Not only to the buyer but to the organization as well. It will always cost the customer and other customers the same amount of money every time they purchase a product or service from your organization. But the value will always be different such different variables including the customer experience.
There are some so many other ways organization can change the ways they do business to bring in more customers. They can change their service so they experience is enjoyed and the customer would want to come back and back. And also give a good solution to a problem and not take they time or sorting out the problems customer want fast and reliable service and products.
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Why is customer value important? 

The secret to preserving a  long-term relationships with current clients and obtaining repeat business is to consistently deliver good experience and product  to your customers. Meeting client wants and expectations, as well as figuring out how they alter over time, are crucial components. Gaining customer loyalty and raising customer lifetime value requires an understanding of how customers feel about your brand, your offerings, and your services.
When having a good relationship with your customer it is important not to lose the fact that they are customers and not friends. They need the reassurance and experience that need to be for a life time.  In the cod box where I work I find we have the regulars come back all the time and the new clients are always turning back and giving good feed back via our website and recommendations to our people within or wider circle area. we have always got different deals and offers on every week. It is a good way for the customer to always come back spend money with us with new ideas every week. 










how to create customer value
Value is created  by what the customer thinks  on processes and systems as much as it is by mindset and culture. It very hard to change people mindset when their minds are made up. It is simpler to imitate products and systems than it is to alter cultural norms and mindsets. As a result, mindset and culture are significant and enduring factors in long-term success. Systems and these together produce a fantastic experience and value. Values will change over time depending on the product the customer needs. 
Value is viewed during the planning stage of the purchase, the shopping phase, the actual buying phase, the installation or startup phase, the use phase, and even the resale phase.
There are four different types of values:
1. Functional.
Function Value. Values that will improve or make more pleasant the lives of consumers by resolving their issues. A prime example of how the iPhone made customers' lives easier by introducing features like face ID and touch ID to increase product security.
1. Emotional.
The emotional value of emotions is their emotional value. The economic value or monetary value of feelings when clients have a pleasant experience with a company's goods and/or services is what we refer to as emotional value.

1. Life Changing.
Life changing value is when a customer or business had the idea of something bigger and better and that is going above and beyond so they think it is life changing. 
1. Social Impact
Social can be related to what ever one else has so there for you think you have to follow the trend and get what everyone else is getting.
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These are the "ideals" that serve as the foundation for the brand's operations, such as environmental preservation, diversity, teamwork, or transparency. Brand values serve as a foundation for the brand's fundamental identity and give the brand's existence and actions purpose.
 Brand values should always be Brand loyalty refers to the strong emotional attachment that a customer has to a particular brand when a company makes a significant change to the pricing or composition of the product. As a result, the customer's loyalty becomes divided, and they switch brands. As consumer brand loyalty increases, the likelihood that a customer will switch brands decreases.an accurate reflection of the organisation that created the brand. 
Customer like know what they are getting and the quality of the product or service they have always had from the organization.
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Customer referral value is mainly about how the customer felt about the product or service provided and they wanted to pass you on because they enjoyed the experience or product. The recommendation of a happy customer is the best source of new business. The most economical way to not only bring in new business, but also keep existing clients, is through a customer referral. When introducing a customer referral programme and calculating your customer referral value. By keeping the old and new clients keep coming to you for business is to introduce new offers or schemes.
Referred customer are more than likely to refer other customer as well. enormous benefits by giving clients who use their service or products exclusive benefits. When designing a referral programme, it's essential to use social media sharing, encourage recommendations from people who trust your business, make it simple for all customers to share, and reward consumers who do so.
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The measure of a customer's value over the course of their relationship with a business is called customer lifetime value (CLV). CLV measures a customer's value to your business over the course of the entire relationship, not simply individual purchases. Customer lifetime value (CLV) is the sum of a customer's value to a company over the course of their relationship. 
So if we were to try improve our customer life time value , you should pay attention to your customer service and look for ways to improve it if you want to increase your customer lifetime value. By providing personalised services, digital customer assistance, and a suitable return or refund policy to your current clients, you may enhance your customer service.
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A tool known as customer relationship management (CRM) is used to handle all interactions and relationships between your business and its clients. The objective is straightforward: to strengthen business ties. CRM systems assist businesses in maintaining contact with clients, streamlining procedures, and boosting profitability.
A company's website, emails and phone calls are all examples of CRM components. One way for businesses to respond to developments that benefit their bottom line is through social media. CRM's primary goal is to create positive customer experiences because doing so will promote repeat business and aid in the expansion of a company's network of devoted customers. Having customer relationship management is good because Your sales team can concentrate on opportunities that are likely to close and give customers correct responses quickly and efficiently by sorting, analysing, and prioritising your sales leads using a CRM, and your customer care team will have the data they require for upselling and cross-selling. 
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Having someone that is well known that is advertising your company products or services is a very handy tool too have. In today society with all these influencers  on social media. Like having a celeb trying out your products and is very impressed with your  product or service is even better because people will automatically think ooh if that celeb is enjoying the product or service then it must be good and will go and buy or invest in the service or product.
Customer that have bought the product before can also influence new customers into buying the product,  Customer behaviour can affect a whole business, and on occasion, new industries are even created. The most prosperous businesses anticipate customer behaviour and launch a product or service at the same time as or even before the general public realises that they require it. It very important to keep updated with offers and schemes so the old and new customers keep coming back for more. 
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The customer lifecycle stages This include attracting a potential customer's attention, educating them about a company's offerings, converting them to customers, maintaining them as devoted customers, and encouraging further customers to join the cycle as a result of their happiness with the good or service. 
Reach

During this stage, a consumer becomes aware of a company's goods or services for the first time. Social media, advertisements, word-of-mouth from friends, or other sources may have helped spread the news. The goal is to establish a connection between the brand and a present or potential demand, regardless of whether the buyer has an urgent need for the good or service.
Acquisition
The acquisition stage strengthens the relationship that the previous stage had already begun to make between a brand and a customer's need. Customers can discover more about the company's offers at this point by visiting the website, speaking with salespeople, or by trying out or testing things in a store. You need to be on the ball at this stage because if you are slacking it goes to show that this is not company for them and could be swayed to go elsewhere.
Conversion
Here is the stage where buyers actually make a purchase of a good or service. Understanding the main factors that buyers use to make purchases will help you position your products so they stand out against similar offerings. It is important to upsell you product use your training and go hard at the sale or service your company has to offer.
Retention 
The goal now that a new customer has been gained is to assist them in finding satisfaction and value in the goods and services. In order to understand consumer satisfaction and deal with any issues that may develop, a business can accomplish this by conducting surveys and phone calls. Studies have shown that keeping current customers costs less than getting new ones, therefore customer retention is crucial.
Loyalty 
In the loyalty stage, happy users keep using the product or keep renewing their subscriptions for subscription-based services. Loyal clients may choose to use additional services or buy more expensive products. Loyal clients will also tell their friends, family, and co-workers about the goods and services.

The continued success and expansion of a business depend on having a solid understanding of the client lifecycle . The life cycle should not be managed in silos but rather as a whole. For instance, if a company only concentrates on the early phases (such as reach, acquisition, and conversion) and ignores the stages following a customer's purchase, it will suffer in the long run. The company will successfully bring in new consumers, but those customers will become dissatisfied and depart.

The idea of "customer centrality" centres sales on the target customer. The term "customer centrality" describes the goal to offer excellent customer service. The process by which a business develops a marketing strategy targeted at desirable clients is known as "customer centrality." Being customer-centric means having a thorough understanding of a customer's requirements, preferences, and preferred channels of communication. If you're successful in accomplishing this, you'll be in a position to build long-lasting relationships with your clients and provide them with memorable experiences. Customers that are unhappy won't buy from you. A business also needs clients to survive. 
What customers require

Customer requirements are the particular qualities or traits that a product should have in order to meet the customer's expectations for quality and value and be useful and appealing to them. These are fluctuating expectations that are constantly changing along with the periods, generations, technology, and trends. The criteria that any product or service is created to meet are customer requirements. The design and introduction of the product are based on these needs. If these conditions are not satisfied, customers will almost certainly not purchase the product, and even if they did, repeat sales would not result. Similar to needs, but more concrete, actual, and reachable are customer requirements.
There are three different types of customer requirements such as must haves, satisfiers and delighters 
Without these functional requirements, the buyer won't accept the product. Customers won't express unusual gratitude if their needs are met, but if they aren't, they will express discontent. Customers expect things to be understood while not expressly stating their desire for them. With the satisfiers they are what the customers wants and needs if introduce  better satisfiers the happier and more appreciative the customer will become. The delighters are just the extra icing on the cake basically, the customer doesn’t really except these extras and will go away very pleased if these extras wasn’t included the customers wouldn’t of noticed either way. 
The software sector, where software is created based on customer requirements, is a good example. Customers can request a meal delivery app and give the developers a list of their needs, including the ability to place orders, view a list of restaurants and their menus, process payments, and keep track of deliveries. These are concrete needs and must-haves, but a good product will also have many intangibles and delighters, such as the ability to view real-time location, numerous payment choices, loyalty, the option  to schedule orders, and many others.
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A value hierarchy is different from a bucket list or a list of your top ten values. It is a psychological framework made up of all the relationships you have developed among your values. Your current awareness interacts with this stored structure to create an emotion. 
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 The Advocacy Cluster, which consists of just two feelings, Happy and Pleased, is essential to your experience. People are constantly looking for more happiness because they rarely believe that what they already have is enough. 
Cluster of recommendation Trusting, Valuing, Caring, Focused, and Safe are members of this group. The roots of client loyalty lie in these feelings. To get to the advocacy cluster staged these the recommendation is needed.
Interested, Energetic, Stimulated, Exploratory, and Indulgent are the five emotions that make up the Attention Cluster. One's short-term spending is only influenced by this cluster of emotions. If you don't regularly take care of these emotions, the effect will fade and possibly even have the opposite effect.
These feelings include resentment, impatience, neglect, sadness, discontent, tension, disappointment, and frustration. Any of these feelings triggered by the customer experience could end up costing you money in the form of lowered sales, missed opportunities, and additional costs for fixing the problems that result.
The kano model 

The Kano Model of Customer Satisfaction divides product characteristics into categories depending on how consumers view them and how that perception affects customer satisfaction. These classifications are helpful for directing design choices because they show when something is adequate and when more is preferable. According to the kano model these are the three basic needs.
· Satisfying basic needs: Allows a company to get into the market.
· Satisfying performance needs: Allows a company to remain in the market.
· Satisfying excitement needs: Allows a company to excel, to be world class.
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The Kano Model is used by product teams to compile a list of prospective new features that are competing for resources for development and space on the roadmap. After that, the group will compare these attributes based on two competing criteria: the extent to which they can please clients. To put them into practise, you must invest. In the kano model there are 5 categories basic, performance/satisfiers, excitement/delighters, indifferent attributes, reverse attributes Each of these is significant to users to varying degrees. A product's functionality may be compromised and users may become irritated if it is missing some essential elements.
 
Garvin dimensions of quality

The Garvins 8 dimensions of quality was brought out in 1980,s, Performance, features, dependability, compliance, durability, serviceability, aesthetics, and perceived quality are the eight important characteristics or categories of quality that Garvin suggests might act as a framework for strategic analysis. 
The 8 catorgies of the Garvin’s model include performance, features, reliability, conformance, durability, serviceability, esthetics, perceived  quality. You can apply the Garvin’s model to any business to get the customer buy I, you need to figure out who you customers are and what they are buying.
It is not necessary to satisfy all eight requirements in order to acquire a competitive edge; in some circumstances, they may even conflict. For instance, improving a computer or car's performance can jeopardise its dependability. Decide which of the dimensions best applies to your team's or organization's work, as well as how you'll evaluate your progress in each. 

Lean thinking 

The two pillars of lean, which serve as a foundation from which to learn, comprehend, and develop, are essential to comprehending lean thinking: Continuous improvement basically implies that every employee in your organisation is actively looking for possibilities and carrying out projects that improve work. 
1. Overproduction: Producing ahead of what’s actually needed by the next process or customer. The worst form of waste because it contributes to the other six.
2. Waiting: Operators standing idle as machines cycle, equipment fails, needed parts fail to arrive, etc.
3. Conveyance: Moving parts and products unnecessarily, such as from a processing step to a warehouse to a subsequent processing step when the second step instead could be located immediately adjacent to the first step.
4. Processing: Performing unnecessary or incorrect processing, typically from poor tool or product design.
5. Inventory: Having more than the minimum stocks necessary for a precisely controlled pull system.
6. Motion: Operators making movements that are straining or unnecessary, such as looking for parts, tools, documents, etc.
7. Correction: Inspection, rework, and scrap.
When in working in chip shop we have lot of waste we could just keep orders on the screen instead of printing them out. We should have a plan in place.
14 Deming points of management 


Dr. W. Edwards Deming provided management with 14 essential guidelines to follow in order to greatly increase a company's or organization's effectiveness.
1. Develop a constant focus on product and service improvement in order to stay in business, remain competitive, and create jobs.

2. Adopt the new way of thinking. We are in a new era of capitalism. Western management must recognise the challenge, understand their duties, and assume change-leading roles.

3. Stop relying on inspection to ensure quality. By including quality from the start, you can do away with the necessity for extensive examination.

4. Stop deciding who gets a job based just on pricing. Instead, reduce the overall cost. On the basis of a long-term partnership based on loyalty and trust, move towards a single supplier for any given item. 6. Introduce on-the-job training.


7. Institute management. To improve the performance of people, tools, and machines should be the goal of supervision. Both the management and the manufacturing worker supervision need to be overhauled.

8. Eliminate fear to enable everyone to work productively for the business.

9. Tear down departmental borders. It takes a team effort from those involved in research, design, sales, and production to anticipate production and use issues that could arise with the good or service. 
10. Do away with targets for the workforce that demand zero defects and higher levels of productivity. Such exhortations simply foster antagonistic relationships because the majority of the factors that contribute to poor quality and low productivity are systemic and hence outside the control of the workforce.

11a. Do away with work requirements (quotas) on the production floor. replaceable leadership.


Eliminate management by objectives . Eliminate numerical goals and management by numbers. replaceable leadership.

12a. Remove obstacles that deny an hourly worker their right to take pride in their work. The focus of supervisory duties must be shifted from quantity to quality.

12b. Remove obstacles that deny those working in management and engineering their right to take pride in their profession. This implies, among other things, abolition

Conclusion 

So after all the studies show that customer value and all the aspects of value it is depending on the customer is satisfied with the product or service they will come but there for it is important to always look over and better the product and service to bring in more money for the business.
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