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Introduction   
This essay consists of four parts. The first part provides a brief definition and explanation of customer value and its importance for organisations. It also focuses on two factors companies should consider to maxims customer value: customer satisfaction and customer loyalty. Besides, this part will also explore the aspects that influence customer satisfaction and loyalty and will measure their importance.  The second part of the essay is focused on different strategies that can be used to increase customer satisfaction and loyalty and therefore maximise the customer value. The case study of the current workplace organisation will be given in the essay’s third part. Moreover, the fourth part of the paper will provide a description of how the strategies, tools and techniques mentioned in the essay are implemented to the current workplace. The last and final part also includes examples from the workplace, as well as recommendations. The aim and objective of this essay are to examine the factors that can maximise the customer value and analyse how these factors help a business to succeed in the long term.
.    
Customer Value
“The only purpose of a business is to create a customer”, Peter Drucker. 
For a business to be successful, it should be mainly customer-oriented because, without buyers, there is no business. Companies that aim to grow and generate a good income must offer the best service or product to their clients. In other words, firms must be able first to recognise the target market needs, secondly satisfy those needs by offering excellent value for money and building a strong customer relationship, and finally know how to make existing customers loyal. 
Customer value is the most critical aspect of doing business. Companies that fail to value customers put their future in jeopardy. What is more, customer value is not only being polite and friendly with your clients. It is connected to their satisfaction and the ability to turn regular clients into loyal. 
Customer satisfaction and customer loyalty   
Customer loyalty and satisfaction is essential for the modern-day business. It is much more easier to collaborate with an old customer than from a new one. What is more, customer loyalty and satisfaction has a positive influence on the profitability of the company (Rosenburg and Czepiel, 2017). As a new business launch, it should be known that customers come 'first' and then the profit. For a business to succeed it should fully satisfy customers and be able to change its tune as per the target's needs and expectations. Such flexibility can be achieved by doing surveys among customers with the aim to find out if there are new tendencies and expectations from the customers. Feedback collection is also precious. 
Customer satisfaction   
Fornell et al. (1996) define customer service as one of the most important tools for a successful business (Fornell et al. 1996). Customer service has a significant impact on companies. It helps to  increase the product quality, gain a competitive advantage, gaining profitable opportunities, and as a result of all these, increase the sales and income. Customer satisfaction can be defined in many different ways, but the conceptualisation is that satisfaction is a post-choice evaluate judgement of a specific transaction. Customer satisfaction is the result of the value received in a purchase, or relationship-where value equals perceived quality relative to price and customer acquisition costs. (Hallowell, 1996). Three general elements can be identified in the definition of customer satisfaction (Giese and Cote, 2002):   
1.   Consumer satisfaction is a response. It could be both emotional and cognitive   
2.   The answer pertains to a particular focus (expectations, product, consumption, experience)   
3.   The response occurs at a specific time (after consumption, choice, experience)   
As per Oliver (1999), the action of making customers furthermore satisfied is a crucial outcome. This is the reason why businesses need to build healthy strategies on how to maximise customer satisfaction. This, on the other hand, will bring higher profitability for companies, as well as, turning clients into loyal once because satisfied customers usually come back and buy more. Not only do they buy more, but they also work as a network to reach other potential customers by sharing experiences (Hague and Hague, 2016). That is why when a company wins a client it is mandatory to build a healthy and satisfying relationship with the customer.    
Customers most often look for a value in the full service they receive. Hence, companies should get to know their customers individually much better, because this will help provide better quality service and increase the overall satisfaction of the customers. Moreover, this will also build trust with the customers, so it is easy to get real feedback. According to Hill, Brierley and MacDougall (2003), good value, trust and strong relationship are the main factors that can develop customer-oriented service or product. While service and product quality have a direct positive effect on customers satisfaction, employees' satisfaction is also equally important for achieving client satisfaction. Customer satisfaction level can be increased by the positive influence employees have on them. When the customer is satisfied with the service and product received, he may become a frequent buyer and recommend the products or services to other potential clients. As Tao (2014) concludes, a company cannot grow up if the needs of the customers are ignored or disregarded.    
Customer loyalty   
Customer satisfaction works hand by hand with customer loyalty. Once all needs, expectations and desires of the customers are satisfied, they become loyal, which is a significant advantage for companies. Oliver (1999) described loyalty as "a deeply held commitment to rebuild and re-patronise a preferred product or service in the future despite situational influences and marketing efforts having the potential to cause switching behaviours".  Kumar and Shah (2004) and Dean (2007) suggest that loyalty can be divided into two types: behavioural and attitudinal loyalty. The behavioural aspects of customer loyalty were characterised in terms of the customer’s intention to use the service or buy the product again, the word-of-mouth communication, and recommending the company to others. Attitudinal loyalty is defined as a favourable evaluation that is held with sufficient strength and stability to promote a repeatedly helpful response towards a brand, product or a shop.  According to Kumar and Shah (2004), customer loyalty is based on a collection of a few factors. The first and most important one is trust. Customers must trust the company or product they choose. Second, the transaction or relationship must have a positive value, which is greater than the one received from competitors. The third factor states that if marketers build on the first two factors, they may be able to create a level of positive customer emotional attachment and a commitment to their brands (Pitta et al., 2006).  Griffin (2002) also states that building loyalty requires the company to focus on the product value and quality service it offers. What is more, to show interest in fulfilling customers' needs and desires by building a stable relationship with them.    
"Loyalty is more profitable", say Thomas and Tobe (2013). They claim that the expenses to gain a new customer is more significant than retaining the existing. The reason is that because loyal customers will encourage others to use the same service or buy the same product. Customer loyalty is built over time, and that is why it is required for businesses to have customer-centred approaches that recognise the customers' needs and interest. Focus and investment in loyal client bring many benefits to companies, such as an increase in the profit of the business and growing effectiveness.    
Factors influencing customer satisfaction and loyalty   
Many successful companies have identified the importance of customer satisfaction and loyalty and their impact on business results (Vavra, 2002). Generally, customer loyalty is a behaviour while customer satisfaction is an attitude, and that is why there are differences between the factors that have an influence on customer satisfaction and customer loyalty (Gajjar, 2013). The main factors that influence the customers' satisfaction and customer loyalty are price, quality, responsiveness and reliability. Clients would like to receive a good quality service or product at a reasonable price at any time. However, there are more factors that can have an impact. Such are the cultural, social, personal and psychological factors.   
When it comes to understanding the needs and behaviour of customers, the cultural aspect is crucial. Customers with different background and culture have different values and norms. They are firstly influenced by the culture group they belong, which is why it is very important for a business to make a deep and detailed research on the target market and its cultural background. For example, if the business offers alcohol in an area populated mainly by Muslim people, it would be facing difficulties since Muslims do not consume alcohol.   
The social factor is important to be considered because the customer’s behaviour is influenced by the group in which he/she belongs. People normally form an environment from many small groups like family, friends, social networks which have different buying behaviours. Hence, the social aspect plays a vital role in the customers’ behaviour to a great extent.   
The personal factors are for example the age, lifestyle, and occupation of customers. Customers' needs and preferences change together with those factors. Consumer's occupation has a big impact as well because people with lower income prefer to buy cheaper or promoted products or services. A business should always consider those factors when they are targeting the market because this can be crucial for the success and the future of the company.   
Other factors that should be considered by businesses are the psychological factors like motivation, attitudes and beliefs. For a business to increase the sales and encourage customers to buy or use its service, it should create a conscious need in the customer’s mind, which on the other hand will develop an interest in buying or using the service.   
Strategies of increasing customer value, satisfaction and loyalty 
As I already mentioned, customer satisfaction and customer loyalty are the main reason behind the success of every business. Hence, companies must pay more attention to the way they treat their clients, and use various strategies in order to increase customer satisfaction and turn a regular client into loyal once. 
Although there are many tools and techniques that can be used to increase those two, there are few which are very useful and preferable among managers and business owners.   
Customer Relationship Management (CRM)   
Customer Relationship Management (CRM) has significant importance for the strategic position of a company. The customer relationships management focuses on the integration of customer information, knowledge for finding and keeping the customer to grow customer lifetime value. It is also essential for achieving high customer satisfaction and turn the clients into loyal once. For a company to grow, it should find the reasons behind unhappy customers and consider different ways or strategies to improve the service and keep the customers. According to Goodhue, Wixon and Watson (2002), CRM is "Any application or initiative designed to help an organisation optimise interactions with customers, suppliers, or prospects via one or more touchpoints such as call centre, salesperson, distributor, store, branch office, Web, or email- for acquiring, retaining, or cross-selling customers". As per Swift (2001), CRM is an enterprise-wide approach which helps companies to understand and influence customer behaviour. CRM uses extensive and innovative communications to improve customer retention, loyalty, profitability, and satisfaction. CRM can also be described as an application that allows companies to gather, synthesise, and analyse customer data to improve customer service, satisfaction and loyalty (Rigby, Reichheld and Schefter, 2002). The CRM systems are becoming very important in customer life-cycle value, and there are various benefits of its usage (Winer, 2001). According to Willcocks and Plant (2001), the main advantage of CRM is that it extends the opportunity to deliver value-added information to the customer, provide offerings, and solve complains. Bauer, Grether and Leach (2002) also add that the constant growth of the internet considerably increases the opportunities for businesses. Another benefit in customer relationship management is that it strengthens existing and new relationships (Liliander and Strandvik, 1993). This benefit additionally leads to better customer service and more significant customer loyalty and profitability. Claycomb and Martin (2002), state that CRM can be used to reduce the daily operational costs. According to them, there are different CRM frameworks and software that can be used to increase customer satisfaction and provide better quality service. Various CRM strategies can be used to improve customer service within companies. It is vital that the management grabs such opportunities and look into constant improvement. Otherwise, the success and profit of the organisation lie at risk.   
Customer intimacy- Loyalty cards, discounts, interaction    
Customer intimacy is one of the identified paradigms, which helps organisations to manage relationships with customers for reciprocal benefits (Ackura and Srinivasan, 2005). As per Ballou (2007), every engagement with the customer should be special and unique. However, as McEwen (2005) states, many companies fail to keep long-term loyalty with their customers because they do not have enough knowledge of how to create a long-lasting bond with the clients. Cuganesan (2008), and Treacy and Wiersema (1993) all agree that customer intimacy can be very beneficial for companies by enhancing organisational performance and improving organisational's competitive position. Therefore, it is a must for companies to learn about their customers and their needs and preferences in order to satisfy them. According to Cermark et al. (2011), customer participation and knowledge have a positive impact on customer loyalty and retention. In order to encourage customer intimacy in companies, managers should give employees the possibility to build and have a strong and healthy relationship with clients. Moreover, managers should know that building such a relationship with customers is beneficial to the company by improving the organisational performance and contributing to the information flow.    
Another strategy connected to customer intimacy is loyalty programs. They are described as structured marketing strategies used to give confidence and satisfaction to customers to continue using the same service or buying the same product. Such are loyalty cards, coupons, rewards, discounts or free vouchers. According to Pearson (2012), loyalty programs can help companies to link emotional loyalty with the clients. For instance, some customers may buy the same product or return to the same shop only because of the bonus points they will receive from their purchases. Such behaviour can be considered as emotional loyalty.    
Employee recognition   
According to Gostick and Elton (2007), employees’ recognition can increase productivity and satisfaction. They explain that people who feel appreciated are more positive and happier in their workplace. This, on the other hand, leads to better service quality and customer satisfaction. They conclude that if employee recognition is conducted properly, it can increase the company’s profitability. What is more, work recognition can be motivational by helping to build feelings of satisfaction and confidence (Robbins and Judge, 2008). In conclusion, work recognition is an important tool for managers and business owners, as it promotes employee motivations and company success.   
 There are various ways in which employees can be recognised or appreciated. They could be in words or written ways. A simple “Thank you! You did great.” can make a big difference in the way an employee feels about certain task completion. Letter, emails or certificate for great result or achievement are another way of showing appreciation. Recognition can be also financial, in the form of rewards, bonuses and coupons.   
Case study. Customer satisfaction in the workplace. Strategies implementation   
Pieminister is a pie-making company which started its history in Bristol, United Kingdom. Founders of Pieminister are two young men, Jon Simon and Tristan Hogg. Both men were keen on cooking and experimenting in the kitchen. Their ideas and innovation were the core factors behind creating new and exciting recipes for award-winning pies. Not long after, they opened their first pie shop in Bristol. The shop quickly gains success, and soon the founders take the risk to expand the horizons to Oxford, Midlands and later to London. Currently, the company has shops mainly within the UK and one in Amsterdam (Hogg and Simon, 2011).  
I have been part of the company for the last five months and have worked as an assistant manager in one of London's restaurants. The place where I work is a small shop based on a busy road, and the team consists of five people. There is a manager, assistant manager-me, one supervisor and two team members. As an assistant manager, my primary duties include replying to emails, dealing with inquiries and complains, organising events, and interacting with customers. My manager and I are also responsible for meeting the daily profit expectations by offering exceptional customer service, increasing the customer percentage and attracting new clients.    
In Pieminister we understand that customers come ‘first’ and their needs and preferences are the most important. That is why our main focus is on customer satisfaction, their feedback and demand. For that reason, we use many strategies and techniques to increase customer satisfaction and customer loyalty. Although this is the main aspect of the success of the company, Pieminister also values its employees and pays a lot of attention to employees’ recognition and appreciation. As an assistant manager, it was very interesting for me to get familiar with all the loyalty programs, promotions and employees’ bonuses the company offers.   
The first technique Pieminister uses in order to increase customer satisfaction and loyalty is coming up with new pie recipes which are customer’s requirements. Recently, we carried out a survey among our customers of ideas and recommendation of new pies they would like to see and buy. The survey took about two weeks, in which we asked our regular and new clients to describe their dream pie. After gathering enough information, the results were given to the top management, who on their side created two new pie recipes. This, as a result, aroused a lot of excitement, happiness, and satisfaction among our customers.
The shop used to offer hot drinks, but my manager stopped it because according to him it takes a lot of time and effort to prepare a cup of tea or coffee. Since I am working in this place, I have been asked many times for hot drinks and seen customers leaving dissatisfied because we cannot fulfil this need. Although the problem had arisen many times, no changes had been made. We only offer fizzy drinks and beer This, in my opinion, is a be very big disadvantage because the company loses customers and profit in this way. 
Another method the company uses is loyalty cards and vouchers. Unlike the well knows loyalty cards, where you collect points based on your purchases, Pieminister’s loyalty card works on different principle. For every pie the customer buys, he receives a stamp and after the collection of eight stamps, the next pie is for free. The disadvantage of this loyalty card is that it takes literally ages to receive something for free. Me, as a customer, would not be impressed with such offers. A suggestion I made to my manager was to offer a free drink with the ultimate meal we offer. In this way, we will encourage customers to buy more expensive meals and the company will still make a reasonable profit. Together with this loyalty card, we also offer five pounds discount vouchers which you can get once you join the online new member “VIPie treatment”. This is a very good offer; however, it can be used only once, and many customers come to only use it and do not become loyal clients.   
I have a wide range of work experience and do understand how important it is to feel motivated and happy in the workplace. In my current workplace, there are many financial bonuses we could receive in the completion of different tasks. For example, at the end of the year, we could get up to five per cent bonus of the year income, which can be a really great Christmas present. This technique is very motivational because the more we make during the year, the bigger the bonus will be. The company also organises events and catering. The wages during those hours are almost doubled, which motivates you to take part in more events and work harder.   
[bookmark: _GoBack]According to Maslow (1943) and his hierarchy of needs, there are five human needs, or also depicted as levels, that increase or decrease human’s motivation. In the theory, it is shown that in order to grow, one should first satisfy the lower levels. The bottom line of the pyramid are the physiological needs, such as food, water, warmth, and rest. The next level is safety and security at home and work. Other psychological needs are the belongingness and love need. The upper level of the pyramid is the prestige and the feeling of accomplishment or esteem needs. The top-level of the hierarchy is self-actualization. This is the feeling of achieving full potential, including creative activities. Maslow also explains that growth does not come from the feeling that there is a lack of something, but rather from the desire to improve and grow as a person. When someone satisfies these growth needs, he may be able to reach the highest level of the pyramid. Unfortunately, this progress can be often disrupted by various factors such as failure, demotivation or mistakes. Maslow theory could be applied at my current workplace. The first priority of workers is their survival and it is very hard for them to feel motivated if their pay is unfair or if their jobs are insecure and in joapardy. By getting the job position and signing my work contract, the first level of needs was fulfilled. I was happy and relieved from the fact that I had a secure job with regular adequate wages and stable income. After the basic needs are met, the next level is the belongingness. It is very important for every employee to feel accepted in the company and have some interactions with others. Managers should be able to create a pleasant and friendly environment within the company and between the staff. This is the reason why team building is extremely helpful. Such acts will encourage interpersonal effectiveness, confidence, and motivation in employees. On the other hand, if this level of needs is not met, the employee starts losing motivation and confidence. In the sales and retail sectors, where employees interact with customers on daily basis, it is crucial for them to feel happy and inspired. Otherwise, the level of customer service decreases, which leads to drop in customer satisfaction and even to the rise of complaints. At my current workplace this need is partly met because of management problems within the company. My manager is very egocentric person with autocratic leadership style which affects me and my colleagues directly. Being worried and concerned about mistake you might make is very stressful and plays a vital role in the level of customer service which is provided. In situation when the manager had been cross or angry with something, the employees lose self-confidence and demotivate themselves. This, on the other hand, is directly connected to the next step in the pyramid, which is the need to feel accomplishment. When the manager has a lot of power over their team and does not let them express their ideas or recommendation, the employees start to feel underestimated and undervalued. This leads to dissatisfaction of the job position and demotivation. I am currently at this stage in my workplace. My manager is extremely self-centred and does not allow any questions to be asked or any ideas to be given. For example, we received an email from a customer who wanted to book sixty seats for a team-building lunch. In our shop, we do not have the capacity to accommodate that many people, which made the customer’s inquiry impossible to fulfil. I suggested my manager to offer take away to the customer, which we were able to deliver in the desired timeframe. My manager, however, said that my idea is not appropriate because we normally insist on twenty-four hours’ period to complete the orders. In the end, my manager did not provide an alternative offer to the customer, who of course was very angry and upset. This lady, afterwards called the top managers, complaint about the service she received and left a very bad review about the company online. This situation made me feel very unappreciated and unvalued as an assistant manager because I think that every team member should have the right to express opinion and be at least heard. Me, as a very creative and innovative person, find such situations very challenging and difficult to cope with. I can see that these feelings are related to the level of customer service I provide. When my manager is around me, I feel stressed and this can be seen through my body language. Such emotions are easily recognized by the customers and they can feel pressured or even intimidated. In my opinion, in a small company like the one I work in, autocratic leadership style is very inappropriate.   
Another thing which I do not like about my job position is the fact that although I am an assistant manager, my duties are not only of an assistant manager. Not only am I responsible about the correspondences of the shop and organising the events and catering, but also, I need to serve the customers, work on the till, and maintain the high standard in both front and back of the shop. This becomes really frustrating because although my duties and responsibilities are growing, I do receive the same payment like the rest of the employees who are team members, not assistant managers. And although the company shows appreciation to its employees in the form of financial bonuses, in my situation this is not enough. I think that it is important for every business to have certain norms and work patterns set, in order to be fair to its employees.    
Conclusion   
The essay explained the importance of customer value. It also provided a clear definition of customer satisfaction and customer loyalty, which should be considered when a company is trying to maximise customer value. Their importance and the factors influencing them were discussed and evidenced with literature review. Various tools and techniques like customer relationship management (CRM), customer intimacy and employee recognition were explained and given as recommended tools for the increase of customer satisfaction and customer loyalty. Furthermore, a description of the personal workplace was provided, and the techniques and tools mentioned were implemented to the current workplace. Some examples and recommendations were also given.  
In summary, based on the essay, few conclusions can be made; in order for a business to succeed, the customers’ needs and expectations should be always met. Companies must pay more attention to the way they can increase the client’s satisfaction and turn them into loyal once. There are many kinds of tools and techniques that can be implemented, and managers are the once who should be aware of those. What is more, companies should also highly value their employees and find both financial and not financial ways to show appreciation and recognition because this can be very motivational and bring a better quality of service.  
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