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Section 1

1.1 This report will focus on the customer experience through investigating customer value and its concepts alongside exploring the customer engagement value and its framework. Moving on from this, the report will then analyse customer centrality and relationship management, alongside customer satisfaction, loyalty and finally quality whilst filtering a personal workplace analysis throughout for further understanding.
1.2 As a business or company creating an effective customer value service is highly important for retaining an efficient customer base and loyal consumers. Considering the potential competitors and increase in the digital society regarding marketing advertisements, successful companies strive to achieve great customer value and satisfaction. “Customer value is the perception of what a product or service is worth to a customer versus the possible alternatives”. ’Mahajan 2020’. The possible alternatives being the company’s competitors/competition therefore delivering value to consumers strengthens the company’s worth within customers; implying that the customers feel as though the product or service is benificial and of worth concerning price, time/energy etc. Exploring further by understanding the company’s value and what attracts customers to the business, an example being better value for money as well as good product quality or preferred service etc, identifying the value allows opportunity for improvement overall bettering the company’s service and customer value. A deeper analysis reveals that there is an emotional bond between a company and its consumers regarding customer value according to authors Butz & Goodstein implying that “the emotional bond established between a customer and a producer after the customer has used a salient product or service produced by that supplier and found the product to provide an added value. Such a resulting emotional bond leads the customer to buy repeatedly or, better yet, exclusively from that supplier, to recommend that supplier to friends and family and to withstand blandishments of other providers.” ‘Butz and Goodstein 1996’. Achieving this emotional bond amongst a range of consumers is highly benificial for a business/company’s success, by building a firm client/customer base ensures a promising future for the company regarding sales and reputation therefore maintaining the customer value is crucial. By understanding the customers objectives and what they value, which include low cost, fast service and quality of products etc, allows the business/company to maintain and improve the identified values for the consumers therefore strengthening the emotional bond. Some examples of customer value benefits include the company’s public image and values as well as the quality in service, suggesting that the preferred service may be fast and efficient, or a calm friendly encounter including more engagement in conversation etc, customers also consider the quality and cost of the product or service, determining whether it be a reasonable investment or good value for money; consumers regard the overall experience provided by the company. “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 purpose in use situations.” ‘Woodruff 1997’. This quote defines the consumers perspective when using a company’s service or product, emphasizing on evaluation and the assessment of the product/service through gained perception and experience assuring that needs/goals are fulfilled. It also demonstrates both desired value and perceived value, such that the desired value is the service/product wished for by the customer and perceived being the benefit/convenience that is believed to be gained post purchase. It overall reflects the consumer’s judgement/s on the company and its product/service gathered from preference and evaluation, assuring they comply with the customer’s needs/goals. Comparing this definition of customer value alongside Butz and Goodstein’s highlighting the emotional bond established between producer and consumers suggests that Woodruffs example incorporates a consumer’s perspective and analysis towards the company and its service/products, whereas Butz and Goodstein focus more on the emotional bond and its impact. Analysis suggests that both definitions link, implying that an emotional bond is formed after the consumer has experienced and analysed the service/product and considers it of value. 
1.3 Customer value can be arranged into four main categories, functional, emotional, life-changing and social, these being categories expressing ways in which consumers value a product or service. Functional value refers to the basic function of the given product/service and its expectancy to fulfil its intended purpose. Customers that highly regard a service or product of functional value feel a benefit from the experience in a way that is uncomplicated or simplistic for example the service/product quality as well as cost/being cost-efficient and time-saving. Emotional value represents the feelings generated from a service/product and can be both positive and negative emotions. Customers may find that the product or service reduces stress/anxiety and is of therapeutic value concerning personal wellness alongside valuing company morals/ethics and badge values etc. “Emotional value is another instrumental belief and appeared as a significant determinant of customers’ attitudes about green shopping, influencing their decision to buy.” ‘Joshi 2021’. This is one example suggesting that customers who strongly agree with the company’s ethics/morals or motives are influenced to participate, as a result of emotional value. Following this is the life changing value which refers to a transformative result a product/service has on a consumer, impacting through providing hope and motivation, leaving customers feeling affiliated and with a sense of belonging, A company that achieves this value amongst its consumers see long-term sustainability and customer allegiance to the company/product. Social value describes the association a business or product has with a particular value/s, social group or status and involves “the quantification of perceptual benefits acquired from the offering’s association with social class, social status, or a specific social group.” ‘Pahwa 2022’. An example of this being businesses/restaurants that identify with a specific culture/ethnicity or support causes such as charity, fundraising and environmental sustainability etc. Producers may also convey an image/product of popularity amongst the current society to appeal to its consumers for example fashion retail or luxury retailers etc. Social value can offer a change for consumers by providing a sense of relationship and group-belonging that is benefiting for the customer in a way that is improving and self-transcending. Shown below is a visual representation of the four main categories of customer value, modelized as a pyramid chart displaying the levels of value each tier holds towards customers, alongside additional elements further demonstrating a service or products [image: A diagram of different types of icons

Description automatically generated]potential value towards consumers.
                                                                                                             Harvard business reviews 2016
As previously explored, functional value offers simplicity as well as the delivery of its basic intended function and resides at the bottom/base of the pyramid model implying that businesses should start with achieving a functional value in order to be competitive and successful. After extended use of a product/service consumers may form an emotional attachment/value, which sits second on the tier model and is displayed to benefit consumers through forming a deeper bond with the product/business strengthening relationship and customer loyalty. After this comes the life-changing values which overall refers to the personal development/growth of customers after experiencing a business’s service/product and developing an emotional bond; company’s achieving this customer value see results of longstanding customer devotion/allegiance. At the top of the pyramid sits the social impact/value and its result being self-transcending, companies that employ social values focus on attracting large quantities of consumers by positioning societal values as leading interests or concerns of the company. By attracting a wide community of consumers, the company sees benefit as a result of increased reputation/ positive feedback, accomplishing company goals. As a business/company, following this model and identifying the value of a product/service is highly crucial for improvement and success; in general, the more elements provided, the greater the customer loyalty and sustained revenue growth. 
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Description automatically generated]1.4 Alongside this a business should also consider the customer engagement value and its “four main components that comprehensively capture the transactional and non-transactional behaviour of a customer within a firm.” ‘Elhamd 2022’. Customer engagement refers to both physical contributions and non-physical, “Thus, recent research has extensively studied the concept of customer engagement (CE) as an indirect contribution to the firm. Such indirect contributions consist of customer’s non-transactional actions that add value to the firm; for example, social media conversations that customers have about the brand and online customer feedback and complaints.” ‘Han and Anderson 2022’. Below shows a model illustrating a framework for measuring the customer engagement value including its four components. 
                                                                                   Dynamics of customer engagement, Elhamd 2022
Categorised under non-purchasing is the customer referral value (CRV), customer influencer value (CIV) and the customer knowledge value (CKV), all three components are used for the measurement of non-transactional customer engagement whereas the customer lifetime value (CLV) is used for transactional experiences and sits under the purchasing section. Analysing the three components of non-purchasing/indirect contributions, its discovered that the customer referral value (CRV) expresses the suggesting/referral of a product or company implying that previous buyers are pleased with the experience and therefore recommending to others. This can greatly impact the business/company’s image and reputation which both are factors contributing to future success regarding sale figures and revenue etc. Customer influencer value (CIV) is the worth or value of the recommendation/ influence from consumers or producers to other potential customers and the overall resulting value of the influenced customer. These are values focusing on increased brand image and reputation as well as customer experience and satisfaction. Customer knowledge values (CKV) is the final component residing under non-purchasing and refers to the evaluation and feedback of consumers through reviews/surveys alongside other online platforms for customer engagement. “Customers can add value to the company by helping understand customer preferences and participating in the knowledge development process (Joshi and Sharma 2004).” ‘Kumar 2010’, From customer feedback, producers can identify the needs of customers and their preferences, improving on products and developing new ideas/incentives. Underneath purchasing components lies the customer lifetime value (CLV) and “is based on the cumulated cash flow and value accruing directly or indirectly from a customer over his or her lifetime with the company. It can be used to identify them into various (high, medium, and low) segment, and direct marketing efforts at the most valuable of them.” ‘Kumar, Pansari 2016’. Utilizing CLV companies can measure the value of customers for further benefit alongside the non-purchasing components analysed, all components are significant for determining the relationship between producer and consumer as well as measuring the customer engagement value (CEV).
1.5 Further insight of CV through a personal workplace analysis reveals that McDonald’s demonstrate large concern regarding customer values and the varieties therefore implement strategic planning for maintaining customer engagement and product/service value. Referring to Butz and Goodstein’s definition of customer value highlighting the emotional bond, it is apparent that McDonalds have successfully sustained this due to the global success of the company and the continuous increase in revenue. The company displays a well-informed understanding of the desired value from customers by constantly adding and subtracting items from the menu to best suit the needs of consumers for example promotions concerning new or returning menu items and from a global perspective the consideration of ethnic groups, cultures and religion through adapted menu products and service. McDonald’s show rigorous critical thinking regarding the desired value and bring forward updated offer incentives that best comply with society/societal standards; an example being the McDonald’s App for online ordering and delivery as a result of increased customer value for digital services and off-site dining. Analysing the CV pyramid model through a personal workplace context reveals the company to provide a highly strong functional value by delivering the elements that sit on the base tier for functional value such as time-saving, simplifies, reduces effort, avoids hassle etc, these being the first four benefits and great examples of the term ‘fast food’, as McDonald’s ensures service time is as little as possible prioritising order-taking, assembling and distributing times as well as having a diverse menu ranging in product and price variety, providing multiple options for consumers to further simplify the experience. Moreover, McDonalds offers consumers the choice of experiencing the company throughout a range of services for example drive thru, inside/outside restaurant dining, self-service and online ordering as well as the option for delivery and additional platforms for customer engagement. This is also indicative of the element variety, providing consumers with multiple options to meet the desired and perceived customer values. Some other identified elements of functional value are quality and reduces cost, which McDonald’s demonstrate through their gold standard rule ensuring products are of the best quality before distribution, maintaining the strict company regulations on food/hygiene alongside menu items being good value for money therefore reducing consumer cost and potentially saving or making the customer money. An example of this being that a customer has little time for food preparation as well as poor finances and is persuaded into purchasing from the company due to its functional value. McDonald’s overall shows to provide a great functional value succeeding In its elements for the benefit of both the company and consumers and can be argued that it’s all that’s is needed for maintaining customer value due to the global scale/ wide-spread brand name/image, “The global comparable sales growth of 9% for the year is a testament to the tremendous dedication of the entire McDonald’s system” ‘Kempczinski 2022’ However a personal analysis of the restaurant suggests that the company also provides an emotional value among customers including its elements residing within the value for example rewarding, anxiety reducing, and attractiveness; as a result of the variety in products and order accessibility achieving the desired value. McDonald’s see customer relationship throughout customer loyalty rewards for example the free loyalty coffee collection stickers alongside student/App user discounts as well as promotions such as the stack burgers and monopoly; all are incentives for building and strengthening customer relationship and loyalty. The company also provide digital platforms for further customer engagement such as the McDonald’s app and its resources providing access for consumers in all varieties. Moving up the model to the second and first tier lies the life-changing value and social value, both shown to be considered by the company as a result of the RMHC charities and fundraising events for hospitalised children and support for the families alongside contributing to environmental sustainability valuing efficient recycling efforts and waste reduction, From a consumers perspective after long-term loyalty the company provides the customer with hope, motivation, and affiliation/belonging through loyalty programs and other incentives for strengthening customer relationship. As for the social impact, McDonald’s cater for a variety of needs achieving both the perceived and desired values of customers and focus on accumulating large numbers of consumers through promotions and products as well as aligning the company with five core values being inclusion, integrity, to serve, community, and family; Maintaining these values has allowed McDonald’s to build on customer relationships/self-transcendence further increasing brand image/revenue. 
1.6 Applying the customer engagement value (CEV) model analysed to this personal analysis reveals that McDonald’s maximise CEV through demonstrating strong non-purchasing components starting with customer referral value (CRV) and McDonald’s efforts to satisfy customer needs through product promotions and loyalty programs alongside the variety in order accessibility and menu items, providing a strong functional value and achieving the desired values of consumers shows to benefit through online referral marketing and sponsorship, alongside a growing reputation from consumers’ word of mouth; specifically during promotions; e.g. monopoly. The customer influence value (CIV) holds extreme importance regarding future sales and sustained revenue of the company particularly during times of promotion for meeting goals/targets concerning sale/waste figures. The value of the current promotion, product/service is determined throughout measuring its success in sales figures, contributing to determining the CIV. As a result of McDonald’s success with promotion sales and sustained revenue growth a strong CRV and CIV is suggested for the company, “Global comparable sales increased 9.0%. reflecting strong comparable sales across all segments” ‘McDonald’s 2024’. As for customer knowledge value (CKV), This is measured using customer surveys for experience and feedback alongside reviews that are highly regarded by the company for improving on product/service and achieving the desired value of consumers. Addressing the purchasing component, Customer lifetime value (CLV) is highly valued within the company with various efforts made for improving on the emotional-bond and sustaining customer relationships through loyalty programs and other rewarding incentives. McDonald’s demonstrate great measures for maximising CEV through both transactional and non-transactional engagement and shows to be benificial as a result of the company’s global success/ sustained revenue growth. A potential improvement can be made for both the purchasing and non-purchasing components such as individually focused long-term loyalty rewards/programs for improving the emotional-bond/ relationship as well as the CLV as many consumers tend to purchase from the company just once due to its achieving of a strong functional value, this will benefit the company in increased CRV and CIV as customers will see more benefit from using the company. 

Section 2  
2.1 Customer centricity is a strategic approach towards determining the desired value and needs of consumers, for increased sales, brands image, and customer relationships and is a business strategy crucial for achieving overall success and profit. “Customer centricity puts the customer at the centre of attention – due to the simple fact, that he is the one who should buy the product or service. Consequently, there is hardly any company that does not concentrate on the customer. Statements like ‘we focus on the customer ‘, ‘we put the customer first’ are found in all corporate guidelines and internal employee guides”. ‘Streitz 2018’, Some businesses tend to prioritise the production and selling of products over finding and fulfilling customer needs, resulting in poor customer relationship and the achieving of no further than a functional value. “While its crucial for organisations to be forward-thinking and money-minded, companies that focus solely on driving revenue typically fall short of creating sustainable, long-term growth”. ‘Meester 2023’ This highlights the value of the customer centric strategy among businesses and its means for finding customer needs and building relationships. “Putting customers and their needs at the centre of business thought processes and actions are fundamental aspects of marketing philosophy (Deshpande & Webster,1989).’ Bhatnagar 2012’.
2.2 Due to the global success of McDonald’s, it’s clear the company values customer centricity alongside its motives, and through a personal workplace analysis of the company, shows to find the customers current, future, desired, and information needs along with product availability through measuring product sales for understanding item popularity alongside online platforms for feedback valuing customer responses for enhancing experiences and product quality. McDonald’s also advertise the company and its products/promotions online, satisfying customer information needs as well as occasionally distributing customer engaging surveys for finding customer needs via digital platforms for further efforts focused on building customer satisfaction.  
2.3 As well as customer centricity, customer relationship management or (CRM) is another strategic business strategy companies prioritise and is used for measuring the interactions and relationship with its consumers. “Customer relationship management (CRM) is a customer-focused business strategy that dynamically integrates sales, marketing and customer care service in order to create and add value for the company and its consumers.” ‘Chalmeta 2006’. This is done through CRM systems or other data storing methods for assessing customer interactions and product sales. “At the core of the customer relationship management concept is the related notion that customers are all individuals with unique needs, treating them as such is conductive to fostering long-term customer-firm bonds, and the appropriate development and management of these relationships is profitable to firms.” ‘Bhatnagar 2012’ Some examples of company efforts for managing customer relationship and interactions include marketing calls, e-mails or texts alongside support systems and other tools for customer engagement; Businesses that employ this CRM strategy will see better results of longstanding relationships and loyalty among its consumers. 
2.4 A personal workplace context reveals McDonald’s to highly value CRM ensuring that all restaurants have sustained customer relationships through the application of Power Centre; A system providing flexible software regarding data storage, feedback/reviews alongside support concerning complaints or store issues and is employed by all company restaurants for understanding consumer behaviours and improving satisfaction/relationships. The global company gathers and assesses product sale-data and customer feedback/reviews for measuring product popularity within certain areas/regions for improving experiences and developing new product incentives. As well as this, McDonalds supply digital services for customer engagement and building relationships for interacting with customers through marketing e-mails and texts notifying consumers of promotions and rewards etc as well as its website and app. The company shows strong customer-engaging efforts for achieving CRM alongside customer relationship, loyalty and satisfaction.
[image: A diagram of a product function

Description automatically generated]2.5 Businesses highly focus on customer satisfaction and loyalty by measuring the success of a product/service and overall brand image, fixating on improving customer satisfaction for results of better loyalty therefore better revenue growth. “Customer satisfaction is a key issue for every company wishing to increase customer loyalty and thereby create a better business performance. An important question is therefore: What is the relationship between customer satisfaction and loyalty?” ‘Gronholdt 2010’. It is stated that “Satisfaction and loyalty are not surrogates for each other” ‘Bloemer & Kasper, 1995’. Implying that one can be achieved without the great need from the other thereby targeting relationship and marketing efforts at consumers that continuously purchase can increase both the satisfaction and loyalty. Understanding customer needs through not only customer feedback and product engagement, but by applying analysis tools such as the Kano model shown below, for retaining customers through understanding their needs and the perceived value of a product/service and its attributes, for improvements in satisfaction and loyalty. 
                                                                                                            ISME, Dr.S. Prasad
This model demonstrates a division of product/service attributes into three; performance, excitement, and threshold alongside a scale for measuring the level of function and satisfaction a product/service provides. Although not shown on the model, it also measures product indifference however not all product /service attributes are of significance to the subjects in the model for example product packaging or tracking/serial numbers, codes etc have no impact on product performance, excitement or threshold but is still measured by the two scales shown. The performance attributes imply how well a product performs and is measured for improvements for sustaining satisfaction and revenue of that product. The threshold refers to the perceived value of a product or service, or in other words ‘product/service expectations’; meaning that upholding the standards of the product/service is needed for maintaining customer satisfaction and lastly the excitement attributes, which represents the levels of excitement provided by a product/service. This can be different for each customer and is created from updated feedback/reviews alongside marketing efforts for finding the consumer desired value. Making use of this tool allows a business/company to maximise efforts for improving product function, customer satisfaction and loyalty alongside the customers overall experience with the company.
2.6 McDonald’s ensure customer satisfaction and loyalty throughout professionally run marketing and advertisement operations for maximising customer knowledge on the company, its products, and promotions. As a result of achieving global success, McDonald’s can spare the expense of recruiting highly qualified market leaders for ensuring that efforts regarding company advertisements are of their greatest, for achieving/maintaining competitive advantage. Engaging with customers by directing personalized advertisement and offers through emails, texts, and the McDonald’s website/app through analysing the difference in product sales among restaurants and aiming certain item advertisements towards those areas and its consumers. Building on customer relationships through this alongside its loyalty incentives for example the loyalty coffee rewards, monopoly and services provided on the App such as offers, discounts and a points system where customer gain points after every purchase, which can be redeemed for menu items and meals. These are strong examples of the company showing incentive for achieving customer satisfaction and loyalty through not only its products but through a service providing the customer with a sense of benefit and potentially achievement after long-term use of the company. This also encourages non-App users to participate and get involved in its digital services for experiences all the benefits and rewards of the company. Applying the Kano model analysed to McDonald’s and one of their most successful products being the cream egg Mcflurry, shows the promotional ice cream to have excelled in both function and satisfaction levels regarding the excitement attribute as a result of returning customers and such high sales/profit. As for the performance, customer feedback suggests that the flavour and brand-type is of good quality and highly enjoyed/ liked by the majority however its toppings were too large of size for the new Mcflurry cups released causing sauce to outpour, therefore giving the company an area for improvement. The threshold attribute for the promotion shows to have achieved its intended function by satisfying consumers through providing a well-favoured promotion, as for the product indifference examples such as advertisement of the business/brand name on the new flurry cups etc have no weighing value towards a customer. The global company shows to provide extreme measures for maximising customer satisfaction and loyalty through marketing/product engagement and has results of a continuous growth in profit and sustained revenue. 
[image: Image]2.7 Quality can be a broad topic and applied to multiple contrasting subjects for comparison, guidance and acts as standards/regulations for the subject. “Quality is a central element in business strategy and academic research. Despite important research on quality, an opportunity for an integrative framework remains.” ‘Golder, Mitra, Moorman 2012’ Analysing quality through a business/company’s perspective shows to imply efforts for fulfilling customer standards/expectations, ensuring that products are distributed at their best potential standard for achieving the customer perceived value of the product/service by affirming strict quality principles/regulations for workers to uphold. “Requirements must be clearly stated so they cannot be misunderstood, Measurements are then taken continually to determine conformance to those requirements. The nonconformance detected is the absence of quality. Quality problems become nonconformance problems, and quality becomes definable.” ‘Crosby 1979’. Assessing all the potential frameworks on quality, the eight dimensions of quality model shows to incorporate all the components a business should regard concerning quality and is demonstrated below.
                                                                                                                               QDegrees
The eight dimensions illustrated comply with the ‘to-date’ quality standards of businesses with the first four being performance, reliability, durability and serviceability along-with the second four that is aesthetics, features, perceived quality and conformance to standards. Ensuring that these standards are upheld regarding a service or product is crucial for the satisfaction and engagement of consumers and overall sustained revenue. “Quality is consistently listed as one of manufacturing’s top competitive priorities and has become a prerequisite for success in the global marketplace.” ‘Forker, Vickery, Droge 1996’. 
2.8 Exploring quality further through understanding from an own workplace context reveals McDonald’s to consider quality as a leading priority or commitment and shows to reveal strict safety measurements concerning food and hygiene. McDonalds have formed a number of principles that workers are to uphold alongside devices/ instruments to further ensure that quality is met for example temperature probes/ sensors, the necessary items and sanitary products needed for complying with the Consumer Right Act, and newly up to date digital appliances for maximising quality. Analysing the components of the eight dimensions of quality, McDonald’s make strong efforts for ensuring that products and service performance is achieving of the company standards and customer expectations alongside reliability, durability, serviceability and the remaining four. The company implements strict regulations and directs the responsibility for maintaining them towards area leaders/managers which then directs efforts on workers through posters displaying company standards, new-employee guidelines, as well as personal reminders etc. Moreover, high efforts are made for maximising serviceability and intimate discussion through performance rewards/incentives for employees etc, however personal moods/attitudes of workers are uncontrollable therefore can be argued if a great service is always a guarantee. Focusing on the perceived quality, McDonald’s employ a principle known as the ‘The Golden Standard Rule’ and ensures all products are within this standard before distributing by displaying regulations in and around the kitchen demonstrating the correct method for assembling and dressing menu items. As a globally renowned company the maximisation of a product/services’ performance in comparison to the eight dimensions explored is vital for maintaining brand image/reputation alongside sustained revenue growth and profit. 
3.1 By thoroughly investigating customer value (CV) and understanding of customer engagement through the CEV model applied alongside the topics discussed for maximising business operations and customer relationships, it is concluded that a business must consider the desired and perceived value of consumers for achieving a good quality of functional value, customer engagement and satisfaction. For retaining customers business efforts must increase for establishing an emotional bond and forming customer relationships, by offerings of loyalty incentives, rewards, and an overall sense of benefit. Applying the personal workplace analysis to this report concludes that McDonald’s demonstrate great measures for maximising CV and CEV alongside loyalty and satisfaction through prioritising customer needs and desires as well as applying effective marketing strategies for building on customer retention alongside its digital services further improving customer satisfaction and loyalty. McDonald’s show to have a strong functional value and can be argued that that is all that is needed due to its success and global scale however throughout this report the company is seen to be increasing its customer relationship efforts for further efficiency and sustained revenue growth. 
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