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[bookmark: _Toc520760883]Introduction 
Hyundai is operating its business globally and delivering quality product and service in order to deliver value to the customer. It focuses on its employee's efficiency and effectiveness in order to improve productivity and improve the quality of the products which are delivered to the customer. Both internal and external factors are affecting business operation in delivering customer value and Hyundai has identified such factors in order to improve its product and service quality (Cravens and Piercy, 2013). It has developed effective methods consist of lean and six-sigma along with TQM so that it can maximise value and meet customer expectation. Hyundai manages various skill development workshop, seminars and conferences in order to improve employees’ skill and increase quality by developing efficiency and effectiveness. 
















[bookmark: _Toc520760884]The factors which are creating an impact on Hyundai in order to deliver customer value is critically analysed here. 
Customer Value: According to Cravens and Piercy, (2013) the way business meet customer expectation by delivering product and service through managing quality and deducting benefit from the cost. Since Hyundai is offering automobile products for the customer, it focuses on delivering higher quality so that the customer expectation can be accomplished and create satisfaction.  
The Way Customer Value Is Delivered 
Hyundai focuses on improving quality which increases the value of the product in order to meet customer expectation. Hyundai offers its product at the best price so that customer can rely on business and its product performance. While considering the price, Hyundai improves its quality in order to meet the expected value of the customer. Developing product performance and quality accelerates customer value to meet in the long run and create a profitable customer relationship. Businesses like Hyundai, BMW, Toyota, Lexus and Audi have developed various quality management process in order to increase efficiency and effectiveness so that customer value can be met and attain the position in the customer mind (Cravens and Piercy, 2013).











The Factors Influencing Customer Value
While operating business, Hyundai has recognised various factors which are affecting business operations and creating an impact on developing customer value. Those factors are presented in the following:

[image: ]Figure-1: The Factors Influencing Customer Value
Source: (Cravens and Piercy, 2013)



The Price Factor: While creating value for the customer, Hyundai focuses on developing an effective price since price affects the buyer purchasing decision and improves the customer experience when delivering higher value than cost (Cravens and Piercy, 2013). The price controls the expectation of the customer directly and offering an effective price by measuring the customer perception toward product and service can create effective customer value. 


The Customer Requirements: Developing customer value needs to meet the customer requirements so that business can deliver customer expected product performance and quality (Cravens and Piercy, 2013). Hyundai conducts market research in order to evaluate the customer requirements and perception regarding product and service. It offers various value to the customer since each customer expectation may differ than others.
The Product Availability: The business needs to ensure products are available near the customer demand area so that the customer can make the purchase and receive value. If the Hyundai fails to make its product available on the market, the customer will be driven by the competitor offers and the customer experience can be negative for the business (Cravens and Piercy, 2013).
The Service Factor: According to Cravens and Piercy, (2013) when a customer purchase a product, the customer generally expect to get post-purchase service from the business. By meeting the expectation, the business can develop strong customer value and earn customer loyalty. Hyundai can deliver after sales service by making contact with the customer and able to know the customer experience which will enable the business to recognise the value of the customer and rate of satisfaction.
The Convenience Factor: If the customer gets a complex experience in obtaining the product, the business will fail to meet customer expectation at the very first since customer wants to get the product from the most convenient place or situation which creates value for the business.  
The Quality Factor: According to Cravens and Piercy, (2013) Quality factor is the core influential factor in developing customer value. The quality of the product determines the significance level of customer value offered in the market. While purchasing a product, the customer expects to get the high-quality product against cost. If the business fails to deliver the quality product to the customer and the cost become higher than product performance, the business will fail to create customer value. If the business can deliver higher quality than customer expectation, the value for the customer will improve and the customer will purchase again and again.



The Design Factor: Delivering the product by offering quality and value will not meet customer expectation and fails to generate value since the customer expects to receive the product in a designed form (Du Plessis et al, 2012). The product needs to attract customer by its presence in the market and develop customer perceived value so that the business can meet demand and create satisfaction and develop strong customer value. 
The Social Actions Factor: While operating business, the organisation needs to focus on its social responsibility since the customers are aware of business contribution in the society which drives the purchasing decision-making stage and creates influence to make the choice (Du Plessis et al, 2012). As the customers know the contribution of Hyundai since it has developed eco-friendly production facilities and performs a zero carbon emission process which has developed its image to the customer and create positive value. When a customer makes the purchasing decision, the customer make sure the business has the positive impact on the society and delivering quality product and service in the market (Du Plessis et al, 2012).
The Brand Factor: The brand factor plays an essential role in developing customer value since brand refers the symbol, sign or anything which differentiate a product or service from others and offer unique value to the customer. By developing a strong brand, the business can develop its customer value since the customer relies on those businesses which are offering USP for the customer and perceived the value of quality assurance. According to Du Plessis et al, (2012) when a competitor brand has the strong position in the market, the business will fail to attract customer and fails to deliver high-quality product and service to the selected target segment. Hyundai has recognised these factors which are creating the impact on developing its customer value in the competitive market.
The Employees Performance: The performance of the employee affect the customer experience since the employee directly communicates with the customer and delivery service or support regarding a product. If the employee is efficient, he can deliver higher service to the customer and create value (Du Plessis et al, 2012). But the poor performance of the employee can drive the customer away and fails to generate value for the customer.  
The Drivers of Customer Value
The marketing, operation, human resource and sales along with the customer service department are working altogether in order to create value for the customer through offering quality product and service in the market. Hyundai has evaluated several drivers of developing customer value which is presented in the following:
[image: ]Figure-2: The Core Drivers of Customer Value 
Source: (Du Plessis et al, 2012).


These drivers are changing the customer value proposition for Hyundai. A business can drive the customer value towards increase if it can ensure such drivers for the customer experience while purchasing product or service. The product function attracts the customer and increases the expectation from the general form of using. The POD influence the customer to recognise business product such as Hyundai cars from other competitors by assuming the business delivers higher value to the target customer. Quality and service have the larger impact on developing value for the customer since the business needs to ensure the quality and service are higher than the market expectation and include additional features to the product in order to meet customer satisfaction (Du Plessis et al, 2012).



Marketing is one of the core drivers for changing customer value since it accumulates various activities such as marketing mix, marketing strategy and IMC (Integrated Marketing Communications) etc. for creating customer value and develop strong profitable customer relationship by offering the quality experience (Du Plessis et al, 2012). Brand improves the customer perception and develops business reliability in the market. The price determines the way business can create customer value such as low pricing or premium pricing value creation.
The Delivery Cycle of Customer Value
In order to deliver value to the customer, Hyundai performs four stages of customer value delivery cycle which is presented in the following:
[image: ]Figure-3: The Core Drivers of Customer Value
Source: (Du Plessis et al, 2012).



Stage One: Discovering Opportunities of Value: Hyundai recognises the opportunity to develop the way it can deliver value to the customer and improve customer experience. 
Stage Two: Developing Offering for the Market: After recognising the opportunity, Hyundai develops an offering which has high demand and able to meet customer expectation (Jobber and Ellis-Chadwick, 2016). 


Stage Three: Delivering the Customer Value: The market offer is finally delivered in this stage and the business ensures the quality of the product can exceed the customer perceived value. 
Stage Four: Communicating: Hyundai conducts a performance review of the delivered product and communicates with the customer whether the product has met their expectation.  
The Approach to Maximise Customer Value
Hyundai has developed several approaches in order to deliver customer value and enhance the customer experience. Those approaches include developing an effective marketing mix, total customer experience approach, the value network collaboration approach and innovative approach (Du Plessis et al, 2012). In order to maximise customer value, Hyundai has performed these approaches where total customer experience and the value collaboration network approaches are highly recommended. 
[image: ]Figure-4: The Approaches to Maximise Customer Value
Source: (Jobber and Ellis-Chadwick, 2016)



Developing an Effective Marketing Mix Approach: An effective marketing mix enables the business to deliver value to the customer by ensuring product, effective price, availability (place) and aware the customer about product functions and performance along with differentiation (promotion) (Jobber and Ellis-Chadwick, 2016). Hyundai applies marketing mix by recognising customer needs and develop cars (product) and set pricing by evaluating the market. 

After that, it develops promotional tools such as advertising, billboard, personal selling approaches so that the customer can justify whether the product is going to meet their expectations. It makes the available product in that area where customers demand is high and easy to purchase. An effective marketing mix ensures delivering strong value to the customer and creates satisfaction.
The Value Collaboration Network Approach: According to Jobber and Ellis-Chadwick, (2016) the value collaboration network approach enables the business to add value at each phase of the business operation and deliver to the customer in time. Hyundai can develop value network where the product is developed at the different stage and add value. It needs to build a number of suppliers network for developing the product and managing the quality from the central. Toyota and BMW have developed such an approach which has enabled them to create a strong market position. This approach will enable Hyundai to produce a larger product in the shortest period of time. By performing value collaboration network approach, Hyundai can minimise the cost of the production and ensure higher quality which will improve the customer value and create customer satisfaction. This approach needs to develop by ensuring an effective mapping by the management team and operation team of the business.  
The Total Customer Experience Approach: Hyundai has developed an effective customer experience management in order to understand the customer and the way the customer recognises the product and conducts the purchase. By applying this approach, the business conduct survey and analysis on customer purchase and experience and evaluate the overall value delivery process so that it can improve the current process and maintain continuous improvement (Jobber and Ellis-Chadwick, 2016). Hyundai conducts customer feedback evaluation and determines the action of the value delivery process. By evaluating the customer experience actions, Hyundai was able to recognise the customer perspective and modified the product quality, performance and supportive services. This approach enables the business to develop a positive image in the market and improve the customer relationship. 


The Innovation Approach: By innovating new product and service, the business can create value for the customer and enhance customer experience. Hyundai can perform such innovation approach in order to introduce new product and service for the business. The customer always focuses on having new experience which is the opportunity for Hyundai to innovate such features and functions which will differentiate its product and service in the market. The business needs to develop its R&D section for performing such an approach in the market. Though applying this approach requires sufficient resource availability and skilled human resource. Innovation approach reduces the long process of purchasing or delivering product and enable the customer to experience the new which eventually create value (Jobber and Ellis-Chadwick, 2016).


















[bookmark: _Toc520760885]The organisation overall quality processes and the effectiveness of the processes have analysed in meeting the requirements of the customer.
The Quality Management Process: According to Jobber and Ellis-Chadwick, (2016) the collaboration of various approaches in order to maintain the quality of the product by developing target which is preferred by the customer. Hyundai has applied TQM, lean, six-sigma and Kaizen method for ensuring quality management in the organisation so that it can manage customer requirement and create customer satisfaction. Through developing such processes, Hyundai was able to recognise issues regarding quality and applied solutions. By applying the quality assurance and control process, the business can evaluate quality performance and effectiveness of the approaches. 
Measuring Quality Management: According to Jobber and Ellis-Chadwick, (2016) In order to measure quality management for Hyundai, the business needs to ensure an effective management process for ensuring quality. As the way Hyundai is performing its business operate efficiently and effectively in order to ensure service quality, can be defined as quality management 
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These steps are needed to follow the Hyundai in order to ensure high quality in the market. After performing the process of quality management, the business can easily measure its quality performance. While measuring the quality, the business evaluates its three core factors of the management which are controlling quality, inspection and assurance. In order to measure, Hyundai can prepare customer service feedback survey. 
Through the survey, the business can able to recognise the level of standard of the service and customer experience about the product. If the rate of quality management increases, the business will able to attract a new market segment for the product and service. By identifying the product performance level, standards, durability and reliability in the market, Hyundai can measure the current situation of the business.
The Applied Quality Processes of Hyundai and Measuring the Effectiveness
TQM (Total Quality Management) Process: According to Jobber and Ellis-Chadwick, (2016) the process where all the functions of an organisation collaborate in order to meet customer expectation and focusing on managing quality. The process ensures the business to improve constantly so that it can attain set objects and adopt dynamic environment changing. The process includes five stage which is presented in the following:



[image: ]Figure-5: The Total Quality Management Approach Stages
Source: According to Jobber and Ellis-Chadwick, (2016)



Focusing on the Customer: The process focuses on customer needs and demand so that it can recognise the requirements of the customer. Without understanding the customer, a business will fail to offer a quality product which is desired by the customer (Kotler et al, 2012). The process evaluates the customer buying process, habit and decision making along with factors affecting the customer experience. Hyundai has provided its focus on the customer in order to meet the requirement. When the trend of purchasing changes, the organisation can adapt and able to introduce new product and service in the market. 
Improving Continuously: The process ensures the operations of the business are developing on a constant basis. This stage requires a combination of other organisation function so that they can improve and resolve issues which are creating impediments. Hyundai's marketing, operations, human resource, sales and customer service functions are collaborating in developing actions in order to accelerate the organisation performance and actions. The organisation learns from the previous action and applies the experience in resolving other issues (Kotler et al, 2012).





Improving Quality: Hyundai focuses on developing its product quality and overall actions so that it can assume the customer to have higher quality. The product quality is managed by developing a standard of the product and minimising the waste of resources and improving the efficiency and effectiveness of the employee and process (Kotler et al, 2012). The quality is measured by apply quality assurance and quality control approaches which evaluate the product performance and quality improvement rate.
Measuring Accuracy: The total quality management process ensures the quality of the product is measured accurately and the customer requirements are fulfilled along with objectives. By measuring the accuracy of the process, Hyundai can recognise the actions which are needed to improve, whether the quality is increasing and the whole process is developed in an effective way. The effectiveness of the process is measured at this stage of TQM (Kotler et al, 2012). The customer experience can be enhanced by ensuring higher quality and effective value delivery process. 
Involving Employees: In order to implement total quality management, Hyundai needs to collaborate its human resource since employees focus need to give at the same point which is meeting customer expectation and ensuring quality. Without involving employees, Hyundai may fail to attain TQM objectives and fail to increase efficiency in the management process. By involving employees, it can set each task which is required to complete within the given time so that quality can be assured and the customer experience can be developed by meeting requirement. Employees’ involvement will aid to complete actions in time (Kotler et al, 2012). 






An Evaluation of TQM Process in the Organisational Context
According to Kotler et al, (2012) the Total Quality Management has sharpened the organisation functions ability to meet organisation objectives and customer demands. It ensures the quality standard by managing structural actions and improving the organisation by acquiring previously. The approach can be performed efficiently by ensuring employees commitment and developing the process which will decrease cost and ensure constant development. Hyundai has applied TQM in its production and it was the ability to manage its product quality which has meet the customer expectation in the market. TQM allows the business to allocate its resource and ensure effectiveness and efficiency in using. Hyundai has developed this process in order to sustain changes and attain business objectives in the long-run by focusing on delivering quality customer experience and enhance the brand equity.
Kotler et al, (2012) has stated that TQM has aided the business to understand customer and the way customer loyalty can be increased. Hyundai was able to measure its quality performance and able to decrease its cost by reducing unnecessary actions which have developed the bottom line of the business and increase sales. The business can recognise the opportunity which can be attained in order to improve the organisation process. Hyundai has conducted process mapping which provides a clear understanding of activities and the way to review information. TQM process ensures the waste of resources is reduced at any form and ensure maximise the implementation of resources.







The Six-Sigma Approach: Six-Sigma is a quality management approach which includes the process where the variation of the activities are reduced in order to improve the quality and ensure the maximise use of resources. It enhances the performance of the operations, reduces the process variation and recognises issues affecting business operations (Kotler et al, 2012). Six-Sigma refers to the process of improving quality continuously by performing a structured system. When a business performs six-sigma, it can improve its current process and aid to develop product service and quality. Hyundai follows six-sigma five phrases for improving quality and reducing production cost.  
Lean Approach: As a lean approach focuses on reducing cost and improving the quality of the product which creates value for the customer and optimise resources efficiently. When a business performs a lean approach to managing quality, it can ensure delivering high value to the customer along with minimising the cost of production (Nguyen and Harrison, 2018). 
Kaizen Approach: Kaizen approach implies the continuous development process which focuses on a long-term structured way to accomplish improvement through ensuring efficiency and effectiveness of its human resources (Nguyen and Harrison, 2018). For developing quality based on a situation, Kaizen is more appropriate than other approaches and can be used for measuring quality standards











Similarities between TQM and Six-Sigma: As Hyundai can use TQM and Six-Sigma method for the various business situation as both are companionable for improving business quality continuously in the long-term. Both approaches are focused on developing quality features including durability, performance and reliability. Both approaches ensure improvement in the quality of a business service or product.  The business can recognise the opportunity which can be attained in order to improve the organisation process. Hyundai has conducted process mapping which provides a clear understanding of activities and the way to review information. TQM process ensures the waste of resources is reduced at any form and ensure maximise the implementation of resources (Nguyen and Harrison, 2018).
Similarities between lean and Six-Sigma: As lean and Six-Sigma focuses on the same target as both aims to reduce the cost of production and improve service quality by adding value to the customer (Nguyen and Harrison, 2018). As both approaches are needed for improving continuously the service quality and optimising resources.
Differences between Lean and Six-Sigma: 
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Differences between TQM and Six-Sigma: 
[image: ]





The approach can be performed efficiently by ensuring employees commitment and developing the process which will decrease cost and ensure constant development. Hyundai has applied TQM in its production and it was the ability to manage its product quality which has meet the customer expectation in the market. TQM allows the business to allocate its resource and ensure effectiveness and efficiency in using. Hyundai has developed this process in order to sustain changes and attain business objectives in the long-run by focusing on delivering quality customer experience and enhance the brand equity.
Kotler et al, (2012) has stated that TQM has aided the business to understand customer and the way customer loyalty can be increased. Hyundai was able to measure its quality performance and able to decrease its cost by reducing unnecessary actions which have developed the bottom line of the business and increase sales. The business can recognise the opportunity which can be attained in order to improve the organisation process. 


Continuous Improvement: It refers the way to improve service or product quality in the long-term through ensuring incremental deviations and workflow effectiveness. When the business is performing the lean method for improving its quality, it can also use continuous improvement (Kaizen) in order to ensure consistent development. While performing a continuous improvement approach, Hyundai needs to identify the problem and set its planning activities in order to accomplish objectives. After that, it needs to implement the plan and deliver the quality product to the customer and evaluate customer response regarding products service and quality (Winer and Dhar, 2014). If there is any lack of quality, Hyundai will perform these steps in order to improve continuously.
Hyundai can maintain its workflow and reorganise unnecessary action and eliminate in order to reduce the cost of production. Kaizen aids to lessen the cost of the project and increase work flexibility in terms of improving operation. Hyundai can forecast its product quality and service while performing continuous improvement method. As the customers are complaining about products quality, Hyundai needs to perform continuous improvement so that it can overcome the current situation and improve quality in the long-term (Winer and Dhar, 2014).









[bookmark: _Toc520760886]Conclusion
After completing the report it can be said that understanding the customer experience is essential for business. There are several factors which are affecting the customer value and experience which are needed to recognise by the business. Improving the quality of the products which are delivered to the customer is ensured by the management process. The internal and external factors are affecting business operation in delivering customer value and Hyundai has identified such factors in order to improve its product and service quality. It has developed effective methods consist of lean and six-sigma along with TQM so that it can maximise value and meet customer expectation. The business can recognise the opportunity which can be attained in order to improve the organisation process. Hyundai has conducted process mapping which provides a clear understanding of activities and the way to review information. TQM process ensures the waste of resources is reduced at any form and ensure maximise the implementation of resources.
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