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[bookmark: _Toc7710046]1.0 Introduction 
In the 21st century, maximising customer values has been the most important expected outcome of the marketing and quality activities of all business organisations. Thus, customer value maximization is considered as the first order of an organisation’s marketing activities and relationship in a competitive marketplace as high customer value improve customer satisfaction, customer loyalty and hence high marketing profitability for the organization ( Hansen, et al., 2008). To achieve this customer values there is also the need to for organisation to institute systems to support quality processes to meet customer requirements and expectations. 
In this essay, my previous employer (PKL), a food processing company would be used as a case study to shows how it maximises customer value and the systems established to support its quality process toward meeting customer requirements. However, for the purpose of confidentiality and privacy as required by the Data Protection Act of England, PKL is used in this essay instead of its real name. 
[bookmark: _Toc7710047]2.0 Critically analyse the factors that impact on your organisation's ability to maximise customer value
Customer perceived value can be described as the relationship between charges or prices paid as a sacrifice for products or services as a sacrifice by a customer and the utility derived from the products or service (Cronin and Taylor, 1994). According to Woodruff (1997, p. 142), “Customer value is a customer’s perceived preference for, and evaluation of those product attributes attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations”. Thus, customer value is used to evaluate the real benefits obtained by a customer from the products or services.
The complexity of an organisation to maximising customer values result from the fact that customer perceived value is a subjective and multidimensional construct. Thus, the organisation need to consider various factors as it endeavours to maximise customer value. Roig et al. (2006) identify six key factors that organization need to consider to maximise customer value including functional value price, the functional value of the personnel, the functional value of the organisation, the functional value of the service, social value and emotional value. Organisation’s service brand (involving the company’s image, brand image, and employees trust) plus the service quality and costs of products or the service have a significant impact on maximising customer value (Keller, 2006). 
Employee trust: building employees trust in an organisation is an important aspect of creating marketing value toward maximising customer perceived valued. Thus, customers’ judgement on employees trust shows their level of interaction and experiences with the organisation and this informed them whether to repurchase the service or products. For instance, in my previous company (PKL), all new employees, especially at the sales department, are given orientation and awareness of the need to build trust to ensure positive customer relationship. Thus, the sales department provides a sensitive interface between the customers and the company as they provide billing services and delivering food products to customers. Poor billing and error product delivery can create huge mistrust of the sales personnel among the customer and this can have a negative impact on the repurchase of the product and hence low customer loyalty and retention which in effect would reduce the overall profitability of the company. My previous company (PKL) also has a culture of transparency as employees has the duty to deal with customers in an fair and orderly manners while promoting the voice of customers by carefully and respectfully listening to their needs and concern to ensure that strong and long-term trust is built between the company and the customers toward building customer value. According to Berry and Parasuraman (1991), employees trust is an essential condition of effective services in an organisation toward customer value creation. According to Mitchell (2018), building customer trust is more essential to brand survival of an organisation as its services as a “brand differentiator” or brand trust that could break or make a product or service in a competitive market environment. Mitchell argues further that brand trust build customer value as it serves as an “insurance policy” against future customer-product issues.   
Company’s image: Company image is built to strengthen its reputation and hence is a powerful asset of positively positioning its products and services to attract customers and maximising their value (Keller, 2008; Selame & Selame, 1988). Thus, customers undertake a value judgement about the trustworthiness, reliability, organization‘s qualities build up over time. This implies that company image influences the customer on choice and preferences and how it would maximise its value when the product or service is purchased. For instance, in my previous company, PKL, the leadership developed a 10-years (2006-2016) plan to rebrand the company and its services and increase customer growth, value and sustained profitability. As part of the plan, various tools such as direct and indirect communication to motivate customers of its quality food services. According to Belch and Belch (2009), both direct and indirect communication occurs in all forms of marketing mix during the branding of a company and its development efforts.  In this regard, the company develop various in-store and outdoor flyers and digital banners (online advert) to create more awareness and to display and influence customers of its competitive food services in the community. Belch and Belch (2009) argues further that company can employ diverse and myriad of tools and media such as print, broadcast, online banners, etc. to create awareness, improve its brand image and increase customers the positive value of the company’s products or services. According to Keller (2002), an organisation that sustains its positive image increase customers’ value and hence enhances its marketing profitability through customer loyalty and products repurchases. Thus, positive company image creates a key constituent to differentiation toward competitive superiority. The company has also improved its premises with colourful interior designs that attract customers as is been judge by customers as quality food premises. Employees use colourful uniforms that create impressive thought and identification of the company and hence customers feel easy to associate with the company.  According to Parasuraman et al. (1985), the premises (tangibility) and intangibles such as the choice of colours of the company improve quality services and hence improve branding, image and perceived customer value and customer satisfaction.
Price: Price is used by customers to judge as to whether the quality, image and products or services of the company maximise value-for-money for the customers. According to Weinstein (2012), there is a trade-off between price, quality, image and services rendered by the company. Thus, high-quality services and images can increase the perceived value of customers and hence prepared to pay high prices or premium.  This presupposes that a company that provides high prices of its products or services should be prepared to justify these high prices in the quality, customer services and image of the brand or company. For instance, in my previous company (PKL), the price of foods and drinks is a sensitive issue as it easily influences demand from the community. This is due to the high number of substitutes and other fast-food companies in the community.  Therefore, to provide competitive price and increase customer value, the company has collaborations with courier services which is about 10% below the market services. The PKL has also replaced its cooking equipment with automated and more efficient technology which help to reduce costs of operations associated with energy, delivery-time, labour costs and other overheads hence maximising its valued customers value through value-for-money. As part of its cost-efficient operations, the logistics department of my company have good sourcing agreement with suppliers of food produce and other raw materials which help the company to reduce costs associated with middlemen and third party suppliers which in turn give my company a competitive advantage to reduce price of its food products and services to customers and hence maximising customers value. Weinstein (2012) argues that an enterprise such as PKL can maximise its customer value through prices by being more effective and competitively efficient to offer services that are perceived as value-for-money and beyond customer expectations. 
Creating robust customer relationship and experience: According to Sheth and Parvatiyar (1988, p.5) customer relationship management (CRM) can be defined as a “comprehensive strategy and process of acquiring, retaining, and partnering with selective customers to create superior value for the company and the customer”. Several empirical studies show that strong customer relationship create customer value for a long-term which improve overall customer satisfaction and hence long-term value creation for the organisation.  According to Parasuraman et al. (1988), there is a strong relationship between customer relationship and customer perceived value.  Thus, organisation that develop a resilient customer relationship system engage its customers as it endeavours to understand customers experiences of the products or services rendered, development resilient compliant and feedback systems to ensure that customers voices and concerns are heard and resolve amicably to promote strong and responsive relationship that create mutual respect while customer feel being valued and part of the company’s success. According to social exchange theory, customers’ commitment to and the trust they build in the company are core drivers to their desire to repurchase products or services from the company (Doney  & Cannon 1997).  Palmatier et al. (2006) argue that a quality relationship with customers improves customer value and long-term loyalty to the company.  Palmatier et al. (2006) argue further that there is no single approach to developing the quality relationship and therefore, the organisation should employ a more holistic and high-order comprehensive approach to quality customer relationship to drive customer value toward high organisation’s performance. For instance, in my previous company (PKL), the marketing department has used diverse functional structures and systems to develop a strong relationship with customers. For example, the marketing department has Data Management system to collect information from customers on daily basis on customers’ personal profile, and food products they purchase over the period to help the marketing department to understand the customer wants, their choice and preferences to help deliver products that meet or expectation and create value for them.  Products or services that high customer satisfaction beyond the expectation crate positive quality gap which maximises customer perceived value (Fáilte Ireland, 2013; Kolesar et al., 1998).  My company also uses social media platforms including WhatsApp, FaceBook its website blog to interact with customers who want instant answers to their inquiries or complaints. Through the interaction, the marketing department is able to empathise with them and try to effectively resolve their concern and where possible incorporate their feedback or decision into services which help to provide that meet their interest and hence create customer values.  For instance, in a situation where the company made error in its services, it is a culture to apologise easily to the customer and ensure that the expected services are provided at no costs while other customers receive a coupon to attend a cinema show or for another food services to make sure that they feel valued and empathy while using the situation as an occasion to improve customer relationship. According to Zeithaml et al. (1996), an organisation that empathy with its customers provides services that maximise customer values toward long-term overall value creation. According to Parasuman et al. (1988), through the electronic platform, such are the social media to create a customer-friendly environment of the company is able to reduce customer time to responses and search which in turn maximise customer value. Parvatiyar and Sheth (1995) argues that technological innovation in database management allows organisations to improve customer relationship as it facilitates organisation-customer interaction to improve response time and hence maximise customer value. In building strong relationship with customers, the marketing department of my company (PKL), also employs both the internal database and external information relating to survey from customers on psychographics, demographic profile and purchase pattern  to develop product and services that meet their expectations while creating customer-friendly service and easy access accessible platforms for positive responsiveness. Parvatiyar and Sheth (1995) argues further that organisation use database to understand customer pattern while applying software such as management decision making systems to critically analyse their behaviour while email and electronic contracts reduce time to contact and hence increases customer perceived value over time.  
Building quality customer service skills and work knowledge for employees: According to Hyken (2017), developing customer service skills among the employees have a positive impact on their ability to create customer value. Thus, an organisation that improve employees’ skills and knowledge on customer services skills help to drive customer values as employees become customer-focused by understanding customers’ needs, choices and behaviour and hence do everything possible to provide customer services that would satisfy customers and improve perceived value. In my company. PKL, frontline staff receive training on customer skills and management periodically, this is to help them improve their knowledge on customer behaviour and skills and treat the customers in a way that they would value and come for repurchase.  This customer skills building practice improve the morale of the frontline workers hence develop the “I can do it spirit” as the deal with customers and hence improve customer value and satisfaction. However, I observed in my company, PKL that in most customer training, other employees from logistics and food processing departments do not usually participate and this can affect promoting customers’ services skills and knowledge across the functions of the company. This leadership decision to exclude other functions may arise due to the perception that the frontline staff usually have direct contact with customers of the company and therefore they need the customer service training most. However, Hyken (2017) argues that all employees of a company must have customer services skills that fit the functional needs and personal role in the company to promote an all-inclusive culture of creating customer value through customer behaviour management.  For instance, in my company, PKL, frontline staffs have been receiving training in customer communication, decision making skills, customer complaints and conflict management which had help the frontline to respond to customers in a more polite way, respecting customer values, and showing positive interaction and friendliness which make most customers appreciate the staff and hence improve customer perceived value. Xo (2018) argues that customer service skills focus on business and product knowledge that would drive customer value and hence the marketing performances on the company. Thus, employees with strong customer services skills demonstrate politeness, empathy, approachability, patience, assertiveness, positive relationship building, effective communication, transaction processing and selling practice (Xo, 2018; Funnell, 2018).  In the 22 quality service dimensions examine by Parasuraman, et al. (1988), they also observed that customer perceived value is influenced by an organisation that shows strong assertiveness, positive communication, empathy, courtesy and accessibility (friendliness). 
Building effective service process: According to Van-Raaij and Pruyn (1998), service process involves operations, human contact, service encounter, environmental factors and time to realise the stated service. Thus, an organisation maximise customer’s value by ensuring excellence service processes such as developing a process that meets reliability (service specifications), reducing service errors and defects, adaptability and flexibility to customer demand and ever-changing taste and preferences, reducing time-to-market and providing service as promised (Parasuraman et al., 1988). Thus, excellence service process is achieved when an organisation is able to carefully design and deliver services through a complete set of interconnected processes to maximise customer perceived value. Thus, the service process brings different operational practices and resources (such as materials and information) together in a way that creates customer experience.  Service process can be grouped into two core dimensions: the degree of customisation and interaction (Martín-Ruiz, et al., 2012; Ma & Ding, 2010).  For instance, in my previous company, PKL, the operations, logistics and marketing departments have an integrated management systems which help them to share relevant information such as the produce (raw material) used and available so the logistics can ensure availability of the quality products at the right time and right quantity and to meet customer demand and expectation while reducing time to provide the right services toward improving customer value.  In my previous company (PKL), mass services approach dominant than another model as there is a relatively high level of labour intensity at the production and packaging floors to ensure that the right food products are achieved at the right time, price and place. Thus, the company’s product in one different shop such as Tesco, ASDA, or Corner Shops is not vastly different from the others (Ma & Ding, 2010). Even though most of the food package is standardised, customised (such as additional recipes or ingredients or food products with special recipes for social events) products are also provided to meet individual needs of the shops based on their consumers preferences and taste while frontline workers including attendants or servers are always available to support valued customers during purchase to reduce time and stress of seeking for attention (Martín-Ruiz, et al., 2012).
[bookmark: _Toc7710048]3.0 Identify the systems that support your organisations quality processes and provide a critical understanding of the extent to which you think those systems are effective in meeting customer requirements
According to the America Society of Quality (2018), quality systems is defined as a formal system which documents processes, procedures, duties and accountabilities for achieving quality policies and objectives in an organisation. 
As a food processing business, my previous company employ Total Quality Management approach in which all functions and departments have an integrated system to ensure that all functions promote quality food products and services using continuous improvement systems based on feedback from customers and key stakeholders (Mukherjee, 2006). The total quality system helps my company to concentrates on quality principles such as leadership, stakeholder’s involvements and relationship, process methods, and the application of statistical decision-making process, and continuous improvements toward achieving promising customers’ needs and satisfaction while improving customer loyalty, referrals and adherence to standards.  To achieve this, my previous company (PKL) employs diverse quality systems including Quality Control System, Record Keeping System, Auditing and Monitoring System, Customer Compliant Management, Customer Relationship systems, benchmarking and leadership and employees performance assessments:  
Continuous improvement system: this is a systematic and ongoing way of improving “products, services or processes through incremental and breakthrough improvements” (ASQ, 2019). As part of its TQM practice, my previous company (PKL) improve and maintain quality practice from time-to-time based on a holistic review of customers’ needs and expectations.  The continuous improvement system benefits my company in many ways as it helps staff from a different department to share common information that focuses on delivering quality products and services based on customer needs, expectations. Also, over the years, the continuous improvements system has improved operational effectiveness of my previous company (PKL) as employees from different department collaborate and share skills and knowledge to ensure to that customer's concerns are resolved as a team while their needs are formulated into the products and the services. My previous company has also realised the significant change of its production departments as in it continuous improve culture, the company has a shift from an old-fashion technology to ultramodern automated production systems which was on one phase at a time over a five-year plan. Thus, the current ultramodern automated production systems have helped the company to significantly reduce breakdown time and cycle time and hence improve time-to-market and the ability to produce assorted food products that meet the diverse taste of its value customers while maximising customer value. According to Mukherjee (2006), an organisation that integrate continuous improvement system benefits from effective communication, leadership and operation’s effectiveness, stakeholders (such employees and customers) empowerments.  
Quality control system: this is part of the quality systems of my previous company as is employed for monitoring, testing and inspecting procedures and the process lines (Butcher, 2017). For instance, the quality department of my previous company engage in the day-to-day inspection of the production lines, check the procedures used by the floor workers and advise them where necessary to adhere to the standard procedures and practices. As part of the inspection, the packaged products are also allowed to pass through the ultra-scanning system to ensure that every defective product resulting from metallic material or particles are removed toward providing high quality and wholesome products to the company’s valued customers.  As part of their duties, they select finished products at random to inspect key specifications such as the packaging, labelling, logo, serving information while some products are sent to the quality lab for check the humidity, the taste, colour, etc. to ensure that it meets or exceed the expectation of customers. Even though the used of the TQM system increases costs of implementation due to its  integrated approach to quality systems,  it provides opportunity for managers and employees in my previous company to acquire different quality management skills and knowledge including change management, TQM tools and software application in Statistical Process Control which in effect help the company to critically understand customer behaviour and requirements, capture it into quality services planning and develop products and services that meet or exceed their expectations and satisfaction (Mukherjee, 2006).
Record Keeping System: this is usually a paper-based or electronic system which helps individuals or organisations to collect and manage access to records over a period of time (University of Tasmania, 2018). The Record Keeping System of my previous company support a robust database and document management of all procedures, practice of the company and the tracking and understanding customer behaviour (trend), their profiles which help the company to critically analyse customer requirement from time-to-time while helping the quality, marketing and production department to work in partnership to incorporate customer currents requirements to products developed to ensure that customers are highly satisfied. 
The Record Keeping System of my previous company also provide the primary source for building a customer information system to help develop customer relationship management practice as sales personnel and frontline workers who provide direct services to customers provide weekly records on customers behaviour trends on the product purchased, complaints and approaches used to resolve them. According to Maharaj (2016), a company such as PKL employs Record Keeping System to share knowledge and learn from the past while developing ways to understand customers better and provide future products or services in a way that meet the requirements and expectations toward customer loyalty and satisfaction. Also, the robust Record Keeping System of my previous company helps to strictly comply to various standards as they information department need to review records on regulatory frameworks and Food standards from time-to-time to ensure that relating to safe and quality food practices are met. Maharaj (2016) argues that organisation with records management systems as part of its quality systems promote complaints to standards as they strive to meet customer requirements through the best practice. Thus, Record Keeping System if not well managed can affect customer trust and loyalty as the organisation may breach confidentiality and privacy of customers such as sending unwanted post mails, email, text messages, etc. Winer (2001) argues that Customer Relationship System of an organisation requires a huge amount of customer information or records on customers’ personal profile which is sensitive in nature and hence needs to be guided by privacy, confidentiality and respecting the dignity of the customer.  For instance, in my previous company, PLK, all employees are allowed to subscribe to strict Data Protection Act 1988 to reinforce customer confidentiality and privacy in the course of collecting information or records on their purchasing behaviour and how to incorporate their requirements into redesigning of food products and service practice in the company.  
Monitoring & Auditing system: Monitoring internal controls and processes help the company to ensure that controls are operating in a manner as planned and are modified where necessary to meet customer requirements and quality delivery of products and services (COSO, 2004).  According to Cashin (2003), auditing can be defined as an independent and systematic examination of data, records, statement, operations and performances of an organisation for specified purposes. Thus, internal audit function as a service to an organisation as it provides leadership with the reassurance that the internal control structures are sufficient and appropriate for the needs of the business and are functioning satisfactorily toward quality delivery of products or services that would meet customer requirements, expectations and satisfaction based on the objectives of the business (Douglas, 1988). For instance, as part of its core pillars in providing safe and quality food to its customers, in my previous company (PKL) used Hazard Analysis and Critical Control Points (HACCP) to help monitor and audit food procedures and processing across its value chain from the primary suppliers to the consumer of the company’s food products.  The company’s HACCP approach is developed to follow the 7 key scientific principles prescribes in a more stagewise manner and supported by various Standards including  the Global Food Safety Initiative (GFSI), British Retail Consortium (BRC), International Standardization Organization (ISO 22000), International Food Standard (IFS), and Safe Quality Food (SQF) 2000 to promote safe food products while meeting customer requirements toward high quality products or services and satisfaction (Baert et al, 2005; Beatty, 200; Orris & Whitehead, 2000).
[bookmark: _Toc7710049]4.0 Conclusion 
In conclusion, a company can maximise customer value through price, building robust customer services skills among its employees and developing trust and company image, and customer relationship and experience to improve customer perceived social value and emotional value. Also, systems that support a company quality process to improve customer requirements and experiences involve the use of total quality management system which also integrate other quality systems such as continuous improvement system, quality control system and record keeping system.
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