[image: Discover University of Wales Trinity Saint David] 
APPENDIX GA36b

	LEVEL 5 ASSESSMENT SPECIFICATION 



	Student name:
	Shanice Taylor
	Student ID number:
	2017374

	Programme:
	BA (Hons) Leadership and Management Skills in the Workplace

	Module:
	Understanding & Engaging in the Customer Experience

	Module code:
	BMSK5003
	[bookmark: _Toc108184494]Contribution to Overall Module Assessment (%):
	100%

	Lecturer:
	Brian Taylor
	Internal Verifier:
	

	Assignment Title:
	Understanding & Engaging in the Customer Experience
	Word count (or equivalent):
	4000

	Submission deadline:
	17 Jul 2022
	Return date of provisional marks & written feedback:
	14 Aug 2022

	Submission method:
	All written assessments, where practical and possible, must be submitted via Turnitin unless otherwise instructed by the Lecturer. (Please DO NOT put this assessment specification into Turnitin or it will match many similarities with other students’ submissions.)
Alternative submission method (if applicable): 
Late submission of the assessment will result in a late penalty mark.  Penalties for late submission: Up to one week late, maximum mark of 40%.  Over one week late, 0%.  Only the Extenuating Circumstances Panel may approve a change to submission dates.

	Academic honesty / referencing:
	Academic honesty is required. In the main body of your submission, you must give credit to authors on whose research and ideas your work is based. Append to your submission a reference list that indicates the books, articles, etc. that you have used, cited or quoted in order to complete this assessment.  






Contents
Introduction	3
Customer Values	3
Understanding the Customer Experience	4
Factors that impact my Organisation’s Ability to Value a Customer	7
What is a Quality Process?	9
Quality Control and Quality Improvement	10
Quality Processes within my workplace	11
Conclusion	13
Bibliography	15







































[bookmark: _Toc108184495]Introduction

This assignment will look to critically assess the value of a customer to my organisation, Legal and General. I will look to delve into various academic theories that support my arguments, such as the Kano Model. Additionally, it is important to understand how my organisations processes effect the customer and how we can meet their expectations. 

[bookmark: _Toc108184496]Customer Values

A customer value is the perception of what a product or service is worth to a customer versus the possible alternatives. To be successful organisations must look to their customers and how they can better the service they endure (Singh, 2006). Woodruff argues (1997) that past attempts looked within an organisation, but modern attempts look at what the customer wants. Increasing your customer value will always require some introspection about the organisation and what they can offer the customer. Companies that are successful centralise customers and ensure that they are at the forefront of every decision (Blythe, 2009). Anderson and Jacobsen (2000) support this idea and argue that customers who are central to a company’s ideas have a better experience and are more likely to stay loyal to said company. They are the driving force behind the company and supply them with the funds to become more and more successful. Therefore, it is fundamental that organisations begin to understand their customers and what they value the most. 

An organisation’s goal should be to maintain customer loyalty, retention, and satisfaction. This is what makes for a successful company (Graaf & Maas, 2008). A company’s security will be put in jeopardy if they were to lose a customer’s loyalty or retention (Singh, 2006). Hence why many companies have adopted Woodruff’s idea of focusing on the customer. There is a positive correlation between customer satisfaction, loyalty, and retention hence why these three points make for a successful organisation (Singh, 2006). When loyal customers are rewarded and not forgotten about this when customer value really peaks. It is then much easier to identify why customers are choosing to invest into an organisation and how much they value a product. 

In allusion to success, providing excellent customer service and ensuring that the customer retains the feeling of being valued can attract potential customers. If a customer feels valued, they will be less inclined to voice their opinions as they are content with their service. Companies should continue to promote themselves positively and actively shape the organisations public perception.

Customers want to be heard and understood. If the product is specifically catered for them they will be more inclined to stay with a company instead of leaving because they are now much more engaged and invested. When a company understands their customer and the experiences they endure it makes it simpler to maximise customer satisfaction. 
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The customer should be at the starting point of any changes made within an organisation (Blythe, 2009). When the customer feels important and heard this is when their satisfaction will increase, along with their value of the product they are purchasing. There is a modern idea of outward focus oriented towards the customer (Woodruff, 1997). Customer experience encompasses everything a company is offering. With less companies having a monopoly over a market, organisations must act to resolve any problems the customer may face to retain success and key up with competitors. 

An organisation usually begins the relationship with a promise. Whether it be a discount or type of service. This is something used to entice the customer and ensure that they are not influenced by any external sources. Once the customer agrees to the terms outlined in the initial discussion between themselves and the brand it is then up to the organisation to retain their custom. This would be through focusing on the evolution of the customers values and how well the organisation can best adjust to meet their expectations. 

The Kano Model is an insightful way to understand customer satisfaction and for companies to ensure that they continue to meet customer expectations (Kano, 1984). This has been mainly used for organisations to develop and improve their services. There are five categories to maintain satisfaction; must-be quality, one-dimensional quality, attractive quality, indifferent quality and reverse quality. The model starts with fundamental needs of the customer and concludes with things that would give them the WOW factor. Using the Kano model companies can predict the evolution of attitudes and behaviours of its customer and therefore meet their expectations and satisfy their needs (Paraschivescu, 2012). Companies that adopt the Kano model and have a clear centralised customer orientation and are much more successful than those that disregard Kano’s findings (Paraschivescu, 2012). 

Griffin and Hauser (1993) argue that Kano’s model is the optimal prerequisite for organisations to develop their products or processes. They also believe that the addition of “attractive quality,” creates a wide range of possibilities for companies to build upon. Organisations can accurately depict which products are average and interchangeable contrasted with those that are needed and valuable (Hinterhuber et al, 1994). Nevertheless, Mikulic and Prebezac (2011) argue that the model is, ironically, very one dimensional. It does not factor in that each customer has different needs and wants. One thing that may be attractive to one customer maybe a dissatisfier to the next. Companies must know who their target audience is prior to making any changes so that they can correctly identify the next steps in order to satisfy their current customers and attract potential ones. 

Many academics have deemed it easier for companies to amalgamate the Kano model with the MoSCoW model. The MoSCoW model was created by Clegg in 1994 and is a much simpler version of the Kano model. It looks to include all factors that may affect a businesses ability to maximise their development. The model stands for, Must-Have requirements, Should-Have requirements, Could-Have requirements, and Won’t-Have requirements. This model removes the importance of external influences on the development of a product (Popli et al, 2014). It is also difficult to note what should or could be requirements. Zacarias (2016) argues that it is much better suited to a product with less customers and shouldn’t be used be a global company, like Legal and General. Hence why combing the two models together could be the best way for a company to thrive. The MoSCoW theory priorities the products development, whilst Kano’s idea looks at the market and how well customers are being satisfied. By combining the two together organisations can look at their product and see how well it will be received by the customer. Amalgamating the simplicity of the MoSCow model with the customer-centric view that Kano provides allows an organisation to explore different avenues of customer satisfaction. 

Almquist created the Value Pyramid to provide more intel on organisational development and customer satisfaction. The pyramid is split into 4 sections; functional, emotional, life-changing, and social impact (Almquist, 2016). At the bottom of the pyramid is functional. This is what initial benefits the customer will acknowledge when wanting to purchase a product or invest in a company. It focuses more on the functionality of the product/service. The second part of the pyramid looks at looks at the emotions a customer may experience when making their decision to invest in the product/service. The third part of Almquist’s theory focuses on a customers hopefulness. The product must fulfil the member with nostalgia and be something they have always wanted to pursue. It must, as the category states, change their life. The tip of the pyramid concentrates on a companies public perception and what impact this will have on the customer. Almquist’s idea to use a pyramid was to show that there is a hierarchy of needs that needs to be met by an organisation in order to completely fulfil a customers needs and expectations (Almquist, 2016).  

Organisations should use the Value Pyramid when they are wanting to develop a product and grow as a company. The Kano model can then be introduced once the product has been created and an organisation would like to assess the customers needs. 

The main way to maintain a person’s custom is to keep them engaged and entertained, and most importantly valued (McIlroy and Barnett, 2000). A customer must feel heard and appreciated, as well as a company abiding to their initial promises and ensuring that they do not sway away from what they initially offered the customer. Something enticing and attractive will eventually become a “must have” for a customer (Olsen-Landis, 2020). The most successful companies will adopt a “walk in your customer’s shoes” policy so that they understand the desires of their audiences (Sauerwein et al, 1996). As previously mentioned, it is easy for the customer to remain loyal to a company that may not provide them with the best service. It is vital that the organisation recognises that the customer does have the ability to find an excellent service elsewhere, whilst they currently only offer satisfactory service. If an organisation is notorious for poor customer service and high prices they are likely to have fewer new customers than a company that values the customer and listens to what they want. It is integral for current and future success that measures are put in place to understand the customers value and reflect this in the service they endure (Graaf & Maas 2008).
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Legal and General have three main goals when assessing customer values. They want their employees to always be purposeful, straightforward and collaborative. Customers are at the heart of everything a company does. Organisations rely on customers much more than they depend on the company (Zairi, 2000). Customers being so important means that it is integral that organisations maintain a focus on customer satisfaction and monitor their values. A successful company shapes customers’ experiences from offset. The foundations are made when the customer decides to purchase a product from an organisation and are made promises that a company must then keep. 

At Legal and General we have client relationship managers that deal with high profile clients, such as footballers, supermarkets etc. These client relationship managers are key in maintaining customer satisfaction. They are essentially the face of the company and are the ones who must feedback to Legal and General how a client is feeling. It is then up to the improvement and development team to make the necessary changes to ensure that the customer is still feeling valued and satisfied. By having CRM’s it makes the customers feel more valued. Their voices are being heard and they know they have a direct contact within the company. 
The only issue that Legal and General face by using CRM’s is that they are not used for smaller, lower profile clients. This means that only a portion of clients will reap the benefits of the CRM’s. Although there are still measures in place to manage the smaller clients it may look like the company is prioritising some customers and neglecting the rest. 

Many companies have adopted the idea of the “voice of the customer.” This can be shown through any kind of customer feedback that has a focus on the organisation’s customer service. Legal and General also have means for the customers voice to be heard. WOCAS is used in my department. Once the customer makes contact with us we will reach out to them via text or email and ask for some feedback on the services they experienced. This information will then be uploaded to a system called Watermelon for the agents involved to read the feedback. 

By analysing the data received from WOCAS, Legal and General can see how well they are competing in the market and what they need to do to better their public perception. Company competitiveness is important (Aguwa et al, 2012). Using direct questioning enables organisations, such as Legal and General, to successfully understand customer needs, wants, perceptions and preferences (Aguwa et al, 2012).  

There are many problems with using a direct questioning technique like WOCAS, however. When measuring customer satisfaction there can be no solution. A customer may provide feedback but it is up to the company to dissect this information and find the correct process in order to proceed (Schwager and Meyer, 2007). Many responses that companies will receive from sending out texts or emails will be dependent on a customer’s situation and not the service they endured. It is not a reflection of the company as such, rather the circumstances a customer is in. Additionally, not every customer will receive communications so is not an accurate representation of the customer’s voice. Again, the feedback will not be reflection of the company or the agent, rather the customers current situation and perception of the company.  

Although the WOCAS system is intelligent and does give some sort of understanding of the customers feelings towards the company, it is not a great representation of the customers, nor can it be used to accurately show how each customer is feeling. 

Legal and General are always wanting to provide excellent service to maximise customer value. When customers initially decide to take out life insurance with us or claim their pension they will be offered an array of options. Giving customers the choice is much more attractive than forcing them to settle for something they are not interested in (Hinterhuber et al, 1994). This links to the Kano Model. By giving customers the “WOW” factor, they are much more likely to stay and be satisfied. The only issue a company may face by offering an array of products and producing that “WOW” factor is that it will then turn into a “must-be.” Customers will begin to expect such service each time they have any dealings with the organisation. Legal and General are always looking to improve their services and offer more and more products on an annual basis. There are also reviews of the products that are released to see if they are performing as well as they were projected. This ensures that customers expectations are met, and they remain highly satisfied. 

Customers are also given vouchers if they stay with Legal and General long enough. For instance, after your first year with the company Legal and General will write out to you with a small discount voucher. This will increase each year until it hits the maximum of £100. This ensures that Legal and General retain their current customers, but also entice potential ones. 

Customers understand their value within Legal and General because the company has a centralised focus on their clients. However, in order to retain these values the organisation must look at how they can control and improve the quality of their products. 
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An organisation, like Legal and General, must have measures in place to ensure that they are remaining consistent in the product/service they are offering customers. In order to do this quality control and improvement is a necessity. 

[bookmark: _Toc108184500]Quality Control and Quality Improvement

Although having measures in place that ensure the customers values are retained, it is useful for companies to look at their quality and the rooms of improvement within their products/services (Mitra, 1993). By consistently proactively assessing quality ensures companies remain stable and secure. Organisations often mistake using old quality measures when the external environment is evolving (Garvin, 1987). Those that are constantly working to improve their products and working towards a better future are the ones who are able to retain their customers and attract new ones. Companies need to build a quality control system that can be used to then focus on quality improvement (Juran, 1986). 

Quality control needs planning prior to implementation otherwise it will not be successful (Juran, 1986). Juran (1986) explains the planning process as a way of “preparing to meet quality goals and leading to an end result of meeting said goals.” It is key that organisations plan through quality improvement teams in order to remain successful (Mitra, 1993). If said planning is not fulfilled or is inadequately completed quality will remain as a failure for organisation and lead to a loss of success. Juran is adamant in his workings that quality can only be improved through planning (1986). 

Juran notes that there are 3 stages to improve quality: quality planning, quality control and quality improvement (1986). Individuals within an organisation begin by determining quality goals and create a quality plan. Once this has been implemented a team will then monitor the performance of the changes and compare the achievements with the aims of the task. Finally, the team will meet again and discuss quality improvement. The main topic will be surrounding customer satisfaction, but also allude to improving employee morale and profitability. Cunningham argues that this top-down approach reflects Juran’s belief that management and the individuals involved in implementing the quality changes are responsible for quality issues (Cunningham 2005). Without correct training those implementing these changes will not be able to do so to the best of their ability. The emphasis is on managers and internal sources to control the quality and ensure the customer is having the best experience. It is then the responsibility of said people to control the quality and set goals and targets for improvement (Bendell, 1989). 

Juran’s Quality Trilogy gives a foundation for organisations to build upon and plan for improvements within the business. By highlighting how important planning and training is ensures that the implementation process is adhered to correctly. It is an easy way for organisations to build upon the products/services they currently offer. 

Garvin (1987) looked at quality and broke it down into eight dimensions. These are performance, features, reliability, conformance, durability, serviceability, aesthetics, and perceived quality. This model is used primarily to meet the expectations of its customers (Garvin, 1987). An issue that many theorists have with Garvin’s model of quality compared to Juran’s philosophies is that some of the dimensions are mutually reinforcing, whereas other dimensions can be at the expense of one another (Flynn et al, 1995). It is also more focused on being a competitive model and how a company can evolve in the market than internal improvements (Kang and Park, 1998). 
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In allusion to Juran’s Quality Trilogy, colleagues need to have the authority to produce good quality customer service. If the training is not funnelled through from senior meetings it can lead to confusion resulting in poor quality. At Legal and General there is a quality assurance team who are in control of everything related to quality. Previously quality was controlled by senior figures within the business, but it was found that there were issues with implementation hence the creation of a quality assurance team. When using a quality assurance team a company can advise the relevant departments of where there are shortfalls and what changes should be adopted (Mitra, 1993). The quality assurance team deal with admin and telephony teams slightly different to ensure that the quality is measured accurately. Within admin teams, employees are asked to upload their cases to a system called EG with all the relevant information included. Six cases are then checked monthly to ensure that each employee is completing their tasks correctly. In contrast, telephony calls are listened to. They are, again, marked monthly with 5 calls being listened to. By listening to calls the quality assurance team can see where said employee needs to improve. For both admin and telephony agents emails/meetings will be arranged with details of the cases/calls monitored to give feedback to the employees. This especially helps new employees to understand where they may be going wrong and how they can develop. 

Through receiving feedback employees can know the areas they need to develop and will be able to deal with customer queries more accurately and effectively, therefore meeting customer requirements. 

Legal and General also have a system called “RADAR.” This application is used internally. Employees will use it when they notice there is a breach or that something has gone wrong. They will compile evidence and upload it to the system stating who has made the mistake. The upload is then completely anonymous and only the quality assurance team will know who has filed the RADAR.  The case is then sent to the manager of the employee who has made the mistake as well as the quality assurance team to resolve. It may be that it is a simple open close case where an employee needs to just be aware for next time, or it may be that training is required. 
By having an anonymous system it allows employees to feel comfortable in reporting mistakes to senior figures within the business. This ensures that quality is tightly controlled. RADAR is looked at by the most senior members in the team and have a 5 day time frame to be completed. Having such a quick turn around leads to the quality of the service improving much more drastically than if it was a long, drawn out process. 

Using RADAR ensures that all internal mistakes are logged and record. Customers may not even notice the error that somebody has made to their policy, but Legal and General are always working to exceed customers basic requirements and guarantee they experience excellent customer service. 

As previously mentioned, Legal and General use a system called WOCAS to record customers thoughts and feelings on their experiences with the company. This is also a quality measure put in place to determine the basic requirements a customer may want or desire. Although comments can only be seen by employees and their managers, it is helpful for them to see where they are excelling and where there may be room for improvement. With WOCAS also being visible for the employees manager guarantees that if training is required it is put in place from a senior figure. If there are recurring issues within a team or department a manager has the ability to notice this and raise it with the quality assurance team for them to focus on in their next meeting. By using WOCAS the company have an insight as to how the customers are feeling and where the biggest rooms for improvement are. 

If there are errors that must be resolved on a call or immediately each employee has a limit as to how much they can compensate members to try and close complaints etc. The minimum amount is £25, and it the maximum is £100. Most front-line staff, i.e. admin clerks and telephony agents, have a maximum of £25 to offer members. This, however, has been put in place for employees to diffuse situations before they amount to a complaint. This quality process ensures that Legal and General exceed customer requirements and make them feel valued and wanted within the business. 

Legal and General have various quality processes in place that are there to ensure that each customers basic needs are met. The add-ons are what makes customers stay with Legal and General and not look elsewhere for their products/services. 
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Each customer will have different needs and wants. To succeed, companies and organisations need to constantly make plans and implement them effectively to retain their clients custom. Organisations can use models, such as Kano’s and Juran’s, to exceed customer satisfaction and retention. Customers are much more important to a company than the company is to the customers. Hence why companies must work hard to retain customer engagement and make for an excellent customer experience. 

Legal and General have excellent quality processes that are implemented effectively across the business to ensure that customer values and satisfactions are understood and heard. This leads to continuous improvement within the organisation so that they can evolve alongside the external environment. 
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