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Introduction

In this module I will analyse the benefits and challenges within my workplace to maintain and maximise customer value.
I will critically analyse the processes we have in place in order to meet our customers' requirements 

Explain how the customer brings value to the business and how we define the customer value to the business.
The product that we provide to our customers is energy both electricity and gas to other businesses.








Section 1

In order to maximise customer value, the benefits need to outweigh the costs. Different benefits apply to different customers.
We need to provide a positive experience in order to keep customers more interested in us over our competitors. 
Understanding what drives the value for the customers is a good starting point.
“Benefits and cost are the two key components of customer value. Benefits can include aspects like quality, popularity, accessibility, convenience and longevity. Increasing your benefits without increasing your cost can raise the value of your product or service for your customers.”
We need to start by getting to know our customers. Focusing on what the customer needs and build the business around that. Fulfilling customer requirements not making products and services and selling them.
Our customers are at the centre of our business, we engage with our customers to produce our products and services. The excellent customer service that I provide is a must to get the best from our customer using empathy along the way.
Every customer is treated as an individual to build that relationship that we require in order to make the customers journey as smooth and pleasurable as possible.
Every customer's story is different even if it results in the same issue as the previous customer before.
I listen and engage fully with the customers to get the best understanding of what they require. Leaving them feeling that I am there for as long as they need and not rushing them off the phone. This will make the customer feel valued.
“When businesses measure success purely by the numbers, they can lose sight of their customers as living, breathing human beings. Customers don’t care about figures or datasets; they’re concerned with how your business interacts and engages with them.
The way customers are treated by your company, or even how they perceive that treatment, can be the difference between a loyal, long-time customer and a disgruntled, dissatisfied customer who won’t hesitate to walk away”

At the end of every call whether that be incoming or outgoing we offer our customers the chance to provide us with feedback. This could be feedback that we are doing a great job in certain areas or feedback to improve our products and services.
“Customer feedback is of great value to firms, as it allows them to learn what their customers think. This knowledge greatly aids the new product and service development process. When firms truly understand what their customers want and how to deliver their customers' expectations, they have an edge over their competition” 
There are different ways to collect customer feedback some examples are online surveys, by email, by telephone or social media.
We have tried and tested all of the above and found that by telephone is the most accurate and effective way for us as a business to capture feedback. 
We found that customer that receive an email with a survey just dismiss the emails or a lot of the time they go into our customers junk mail never to be seen.
Social media brought in a lot of negativities, so I surveyed 10 of our customers to find out why (see appendix 1).
The most common answer was that when happy with our service they just get on with their day but when unhappy they feel it drives them to want to pursue in making the company look bad and social media is the biggest platform for everyone to see.
“Social media is the most immediate threat to your company's reputation.
If not taken seriously it can and will directly impact your company financially and culturally”
This then causes inaccurate feedback as the positives are not being shown to the world to maximise customer value.
“The main negative impact of social media on business comes from the risk of bad reviews turning away the interest of potential consumers in your products.
 
Many studies state that reviews on popular social media websites like Facebook or Twitter are taken with the same seriousness as the recommendation of a friend. So, whether the feedback is justified or not it could hurt your ability to bring in new customers and impact your presence and business growth.
 
In conclusion, a negative social media review could undermine how people perceive your brand, driving customers towards your competitors.”

Therefore, we put in place an automated feedback survey in which at the end of every call we will make the customer aware of it and thank them in advance for their input.
Feedback from customers has a direct value to the business it's what the customer genuinely thinks at that point straight from them to us. Unlike indirect feedback coming through channels like here say through friends and family. 
What the conversation started could change the more people it gets told through.
Direct feedback allows us to provide our customer with what they want and need. Whether it be happy or unhappy customers it is all learning what our customers need from us to provide a better service.
As Bill Gates once said, “Your most unhappy customers are your greatest source of learning.”
Customer satisfaction plays a huge part in maximising customer value. A loyal customer and a satisfied customer are not always the same. For example, I have my car insurance with admiral for years even though I am not satisfied with their services its convenient for me to stay with them than move to another supplier so to them I am loyal as I have been with them for over 10 years.
“The fulfilment of customers’ needs is important to the survival of any company in a competitive market due the fact that satisfied customers tend to repeat consumption and are less sensitive to prices. This fulfilment depends on the performance of services/products attributes. So, the identification of the relationship between attributes performance and customer satisfaction becomes a key issue to achieve market success. Although important, different methods for the identification of the Kano model classification of attributes lead to different results.

In my opinion the most effective way to calculate customer satisfaction is through questionnaire feedback also backed up by the kano model.
“The organisation uses the results obtained from these questionnaires to set the areas which will get attention in order to increase the overall degree of customer satisfaction”
The Kano model only focuses on the ideas that are going to play a big part in enhancing customer satisfaction quicker rather than wasting time on ideas that are not.
Bringing in a new product to enhance customer satisfaction could be time consuming and costly to the business with no idea if it is going to be successful at the end.
This is where the kano model comes into it to focus on the customer's needs and requirements. Improving products to gain better customer feedback over our competitors.
Keeping old customers is easier than gaining new customers. Gaining new customer involves a lot of marketing, positive word of mouth, incentives, which again will take up a lot of time and costs. Whilst onboarding new customers we need to make sure we are not looking focus on our existing customers.
 We have all come across a situation where you have been with a provider for years and pay a monthly subscription (for example. Virgin Media) and then your friends join them for the same package for less a month.
It's disheartening and it makes you as the long-term loyal customer dissatisfied and the new customer satisfied.
The Kano model will help measure the effectiveness of a product to reach the highest customer satisfaction.
“The model assigns three types of attributes (or properties) to products and services: Threshold Attributes, Performance Attributes, and Excitement Attributes. By assigning a product or service to an attribute, you'll be able to determine its impact on customer satisfaction”

1. Threshold Attributes (Basics). These are the basic features that customers expect a product or service to have.
For example, when you book into a hotel, you'd expect hot water and a bed with clean linen as an absolute minimum.
2. Performance Attributes (Satisfiers). These elements are not absolutely necessary, but they increase a customer's enjoyment of the product or service.
Returning to our example, you'd be pleased to discover that your hotel room had free superfast broadband and a 4K TV, when you'd normally expect to find paid-for Wi-Fi and a standard TV.
3. Excitement Attributes (Delighters). These are the surprise elements that can really boost your product's competitive edge. They're the features that customers don't even know they want but are delighted with when they find them.
In your hotel, that might be finding that the staff remember your name or being offered a free meal or given a box of chocolates.
(See appendix 2) for kano model diagram 


This model will define the worth of a product or service to a customer resulting in satisfaction.
Customers love convenience so our business app is now playing a big part in customer value as they can contact us from their mobile phone on the go instead of waiting on the phone for hours.
This means they can multitask at the same time not solely focusing on contact us as their provider.
“Compared with the traditional website, companies having mobile apps are more likely to increase their business sales. 
You can send Push Notifications through the app to the customer. Push notifications are an excellent way to remind and entice your customers to make a purchase on what they love.
“Simplicity is the most important part of any app. It creates a competitive advantage when onboarding users. Therefore, any users using your app should have a seamless experience, not complex and frustrating”
Therefore our app is simple to use and easy access to its features.
The more boxes we tick as a supplier the more chance we have at keeping these customers to add value to the business.
All of this plays a huge part in customer value to the business.
Cost also comes hand in hand as a major point to customer value. You will never please every customer but it's important to keep the ones you have and work on bringing new customer in based on all these factors.
We now have a refer a friend scheme in place where if you refer someone and they sign up for at least 12 months then you and they get 30 days free electricity.
The way the energy prices have gone up in the last 12 months people are looking to save money wherever they can. 
“Energy suppliers need your custom to be profitable. If their customers leave because there's a cheaper energy provider or one with better service, then they lose out”
So its important to keep up tp date with energy rises and decreases to stay in line with all competitors.
Our energy prices are competitive which we need to be at all times especially now due to energy price rises as we wouldn’t be able to maintain the volume of customer we have if we were to keep our prices much higher than anyone else. This scheme will benefit the existing customer and the new customer 

Marketing is one way to get new customers. “Digital Marketing has turned out to become more and more powerful these days. When we look at the current marketing field across the world, we can easily realize that digital marketing is playing a prominent role in doing businesses.”
The majority of Our marketing is done digitally through our app and website and also social media and email.
Its quicker than any form of marketing for example putting our flyers or posters and its great for communication.

Digital Marketing adds value to your business in many ways. It builds a good rapport with customers keeping them up to date with new products and services.


Section 2

The system that we have in place called CRM (Customer Relationship Management) does exactly what it says. It allows us to collect all customer information to manage our relationship with our customers.
Its set up so that if they are already a customer of ours their personal details will be saved to their account e.g email address contact telephone number .
When the customer calls us from the number saved or emails from the email address saved the system automatically bring that account up the screen ready for you to talk to the customer and take them data protection.
“Many companies are unfortunately underestimating the high returns that can result from a relatively limited investment. CRM is not about reducing costs but increasing profits
The top three objectives for starting a CRM project are: to gain customer loyalty; to provide a personalized service; and to gain better knowledge of customers. The aim is to improve customer retention.
 This is important in keeping our customers over a long period of time. CRM allows us to build trust with our customers by logging every interaction we have with them so that when they call back the next agent can pick up and not have to go through it all again with the customer.

“With rising customer expectations and demands, acquiring new customers is becoming extremely challenging for businesses. Also, customer retention often proves to be a less-expensive process for businesses when compared to customer acquisition.” 
Retention enhances profability dramatically.
Its important to recognise where in the company does the profit come from.

“Companies have realised their 80% of profits come from 20% niches; so it's vital to recognise those niches

Look at organisations-80% of a company's profits come from 20% of its customers; 80% of a company's complaints come from 20% of its customers; 80% of a company's profits come from 20% of the time its staff spend; 80% of a company's sales come from 20% of its products; 80% of a company's sales are made by 20% of its sales staff. In business, the 80/20 rule is used to help managers identify problems and determine which operating factors are the most important and should receive the most attention based on efficient use of resources; they should be allocated to address the input factors that have the most effect on a company's final results”

Clear notes are left after every call logging any products or services that have been discussed and offered to the customer. This allows us to analyse customers previous purchases.
When our free of charge smart meter rollout came into effect there was a pop-up box that would come up when you opened a customer account to advise you this customer hasn’t been through the process of a smart meter exchange. This enables us t give all customer a fair share of our products and services we have to offer.
Future customer lifetime (CLV) value is to measure the value of a customer to your company over a period time.
CLV goes hand in hand with acquisitions. Acquisitions cost the company more to bring on a new customer more than to keep an existing customer.   
When bringing on a new customer you have to take into consideration the costs of things like marketing and advertising   in order to get them onboard as customer in the first place. A first-time customer may come with an offer at a lost to the company to get them signed up also.
If the CLV is not bigger than the on boarding, then the company could be losing money.    
Using smart objective for CLV
To increase our customers long term value to the business instead of short term
 Collect data through CRM confirming customers transactions and products and services they have with us as a business and how much energy they use each month calculating their spend over a period of time.     
Measure this data over a 6 month period     
CRM will show us what products and services to offer individual customers based on the data saved on their accounts even down to the phone calls made and what the customer was requesting on that call in order to keep long term customers.
The outcome of  the value that  customer brings to the business will be completed 3 months after the data is collected so it will take 9 months in total wo confirm a single customers Life Time Value.                                                                                                                                                                                                                                                                                                                   


Meeting customers' requirements is important to the business so I surveyed 10 customers on “What they look for when dealing with a company” and “what would make them leave for another supplier” (see appendix 3).

How customers perceive requirements will have an effect on whether they stay with your business or decide to leave.
A case study into this was conducted “We interviewed more than 1,000 consumers in our 2020 Achieving Customer Amazement Study and asked about their willingness to switch brands or companies for better customer service. The response was a resounding “yes” to switching, in that 96% of customers will leave you for bad service. That’s almost everyone!”
The results from my survey back this up as 7 out of 10 of customer said they would leave due to bad service.

Conclusion

My conclusion is that there is more to customer value than just keeping a customer happy at the first point of contact.
Customer value is way deeper than that. The importance of customer value is much greater than I initially thought. In order to determine the value a customer has to the business you have to go into all aspects like customer satisfaction as this has a positive effect on the companies profability.
The more you appreciate customer value, the better the customer satisfaction will be which leads to higher profit.
To make the company work and keep the value of the customer they have to be at the centre of the business with a huge focus on keeping the customer satisfied. 
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 Appendix 1

Would you explore social media to provide positive feedback?	Would you explore social media to provide negative feedback?	Reasons Why?
No	Yes	When I'm happy I move on when I'm unhappy I dwell on it. 
No	Yes	If I am unhappy about a product or service, I want them to know about it
No	Yes	So, they can put it right 
No	Yes	I only feel to go out of my way when I am unhappy
No	Yes	Being unhappy with a service drives me to want to pursue a complaint and social media is for everyone to see
Yes	Yes	Regardless of negative or positive feedback is important
No	Yes	To make other customers aware of my bad experience
No	Yes	To make the company look bad 
No	Yes	If I'm happy with a service, it doesn’t enter my head to go out of my way to praise them 
No	Yes	Being unhappy drives me to go out of my way 





Appendix 2


APPENDIX 3
	What do you look for when dealing directly with a company?	What would make you leave the company for another supplier?
Customer 1	Consistency	Prices
Customer 2	Good Price	Bad customer service
Customer 3	Good service	Bad service and a high price increase
Customer 4	Good products	Prices
Customer 5	Consistency 	Bad service
Customer 6	Feeling valued not just another number	failed promises
Customer 7	Good customer service	Bad service
Customer 8	Price comparison 	Bad service
Customer 9	Good customer service	Bad service
Customer 10	Consistency 	Prices
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