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[bookmark: _Toc207141466]Introduction
In this assignment, I will be discussing the importance of customer value and factors that can impact an organisation’s ability to maximise its existing value. I will also demonstrate an understanding of my organisations processes and how it can be effective in meeting customer requirements. I will discuss the ‘Kano scoring model’ and address how effective this model is when aiming to identify what can boost customer satisfaction and loyalty.
[bookmark: _Toc207141467]Critically analyse the factors that impact on your organisations ability to maximise customer value
[bookmark: _Toc207141468]What is criticality?
When conducting analysis, criticality refers to the importance or impact that something has within a system, process, or decision. It assists to determine what matters most and where attention, resources, or controls should be prioritised. (reliabilityweb, n.d.) In management and service delivery contexts, criticality captures the degree to which a factor can influence an organisation’s ability to achieve a desired outcome, such as maximising customer value.
Criticality is typically assessed through combined dimensions of ‘severity of impact’ and ‘likelihood of occurrence’. From a business perspective, this means recognising which organisational capabilities, customer experience touchpoints, or environmental conditions are seen to be most decisive in shaping the perceived value that consumers may receive. 
When analysing factors that affect customer value, criticality can assist organisations to prioritise their focus based on what is considered most essential to their customers, and what are the possible consequences if this is neglected. Examples of criticality in organisations can be in a manufacturing plant; criticality analysis might highlight that a particular production line is critical because its failure would stop all production and result in significant financial losses. Another example is in a hospital, critical systems like life-support equipment would be classified as highly essential due to the direct impact on patient health and safety. (emaint, 2025)

[bookmark: _Toc207141469]What factors impact the ability to maximise customer value?
Customer value is the perception of what a product or service is worth to a customer versus the possible alternatives. Customer value can be viewed as an indicator of buyer’s remorse. The customer will regret their purchase if the total cost of the item outweighs its benefits. (toucan, n.d.) Factors influencing customer value are multidimensional, spanning operational, relational, and strategic domains. These can be grouped into service performance factors, relational factors, organisational capabilities, and market/psychological factors.
Customer value is the returns that your buyers expect when they use your product. It's the total of all benefits they get out of your brand for the price they have paid. The simplest way to understand customer value is to deduct your product cost from the benefits it offers. The result is what determines your product's perceived worth in the customers' minds.
Customer success plays a huge role in maximising customer value through a hands-on, consultative approach. It’s essential to have a smooth account handoff between sales and customer success.
A common factor that can maximise customer value is getting to know your customer’s objectives. It is essential to determine what the customer is looking to achieve and offering them a service which can proactively assist in reaching their goals. This can be done by firstly working out a plan of what success looks like for the customer. It is important to identify any unrealistic targets or goals and negotiate their terms to more attainable goals. For example, in a B2B setting, a customer may look to invest in your services as they are hoping to grow their profits 10x within six months, however goals like this can be derived to be unattainable so it is important to discuss this with the client and not adhere to promise them any goals that will simply not be achievable. This would help create a bond between the organisation and the client as you are advising them that the goal will simply not be achievable, however you can provide them with your services and come to a more realistic goal which can then be reviewed after a period and set out new goals.
Another factor can be offering product trials and providing hands-on guidance. Once you can understand a customers’ expectations, you can show them the possibility of what your product can do for their demands. By offering this conception, a customer can better understand your product and services gaining hands-on experience to what your company has to offer. Product trials can be beneficial for the customer to understand your services at a wider range, and it can boost their confidence in your organisation as you show that you are determined to assist your consumers along the way and support is available throughout.
One of the biggest obstacles in acquiring new customers is the hesitation to spend money on an unfamiliar product. People fear making bad purchases, especially in subscription-based models where they might feel locked in. Free trials remove this financial barrier, allowing consumers to try the product risk-free before committing. (wisepass, 2025)
By offering a free trial, as a business you are also able to leverage the endowment effect. The endowment effect is a psychological principle that states people are more likely to value services more once they feel ownership over them. When consumers start using a product or service during a free trial, they are more likely to become emotionally attached to the service. For examples, major software companies such as Dropbox and Zoom offer free versions of their services that can allow an individual user to integrate the service into their daily routine or need. When that free trial comes to an end, the consumer is left with a feeling of loss as their access is removed and therefore are more likely to pay to continue using the service they were previously accessing. According to behavioral economist Richard Thaler, people tend to overvalue what they already own or use, which makes them more inclined to pay for continued access.
[bookmark: _Toc207141470]What is customer value? Who said?
Customer value is derived from the customer’s perception of how worthy a product may be and how satisfied they are with the product and or service. (Fontanella, 2021) Customer value is analysing what customers look for and being able to offer that. (CallMiner, 2020)
Robert B. Woodruff describes customer value as “customer's perceived preference for an 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.” (Woodruff, 1997). 
Values can be seen to be split up into three different types: personal, desired, and perceived value.
Personal value consists of the beliefs someone may have that affects the way they act or behave. They are the core beliefs and principles that guide an individual’s actions, decisions, and behaviours. Everyone holds different preferences and beliefs. Examples of personal values may include honesty, compassion, loyalty, respect and integrity. Desired value is what the customer expects and what they are looking for. It can be described as the guiding principles and ideals that an individual or organisation strives to embody, representing the core beliefs about what is most important in life or work. Examples of desired values in the workplace are accountability, responsiveness, competence, teamwork and respect. Perceived value is a customer’s personal, subjective assessment of a product or service’s benefits versus its costs, rather than its actual price or features. Perceived value indicates how much a customer is prepared to pay for a product or service. This is determined by a product or service’s ability to meet the customer’s needs and inspire desire, especially in comparison with competitors. (Keele, 2022). It is also when the customer assesses the performance of the products/services and considers the benefits they get from it post purchase. (Maas and Graf, 2008) Based on a customer’s values, a customer will have expectations and certain needs that you must meet. This is why understanding customer needs is important. (Potra, 2017)
The ‘Kano scoring model’ was created in 1984 by Dr Noriaki Kano. This model focuses on the main aspects that is considered most satisfactory to customers. Before this model was produced, Dr. Noriaki Kano had researched what boosts customer loyalty and satisfaction and had come up with five components to customer satisfaction. The kano model can be viewed as customer delight vs implementation invested. Dr. Kano suggests that there are three main components that must be considered when looking to provide an exceptional service for consumers. These are: Basic, excitement and performance. There are two components to avoid which are: indifferent and dissatisfaction features. (Product Plan, no date)
Basic features – These are the features your product or service must entail in order to be competitive. They are things that can be taken for granted and are already expected by the customer. These features must be fulfilled to keep the customer interested. (Potra, 2017) For example, when purchasing a car, a feature that is considered basic the turning signal. If this was to not work as you would expect when comparing to other competitors, this could lead to dissatisfaction.
Excitement – This is a value that is not necessarily expected by the customer, however, it adds value and increases satisfaction (Product Plan, no date). For example, going to a restaurant and receiving complimentary chocolates.
Performance - The more you invest in customers, the more satisfied your customers will be (Product Plan, no date). This is described by Kano as ‘one-dimensional’, which is required by the customer and the level of satisfaction is dependent on the performance (Potra, 2017). Customers are able to acknowledge what they desire, and this value may lead a customer to decide whether they will conduct business with you or your competitors. (Product Plan, no date)
Features to avoid that the kano model emphasises should be avoided is indifferent and dissatisfaction.
Indifferent are features that do not interest the customers and therefore does not to be displayed or communicated unless requested prior by the customer. Dissatisfaction are features that result in customers feeling upset and unhappy. These two features are best to avoid as it could result in loss in sales for a business due to not meeting or exceeding customers’ expectations.



The kano model can help companies identify what feature will impress customers and improve performance:
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(Product Plan, no date).
It is important to identify the needs of your customers to be successful, as you can scale that knowledge to either retain customers or attract new customers. It is invaluable to use resources to promote your products or services to a customer who holds no interest in what you have to offer. This is why it is essential to determine the needs and interests of a customer and its importance (Info Entrepreneurs, no date). 
There are four different customer needs that companies need to be aware of: 
Price – the price of the product/service needs to be affordable and attractable.
Quality – the quality of your product/service must be as high as it possibly can be. By ensuring your product is of high quality, you are able to charge more per unit to customers. 
Convenience – can introduce services such as e-commerce, an online delivery platform which will need to be suitable and essentially accessible to customers who may live busy lives. Customers need to be able to have easy access to you and to your services. 
Choice – Providing a variety of products to reach a variety of people and meet different needs. 
(Bizconsesh, 2019).

[bookmark: _Toc207141471]Where does your own organisation fit in?
My company offers a 10% discount to customers who place orders from our online app. We offer this incentive to our customers as it is beneficial when looking to attract new customers as well as retain existing customers. This also helps boost sales and revenue as the discounted offer attracts more customers to place orders with our store directly rather than through our 3rd party B2B service. This results in my organisation having to pay lower fees to our partnering company as more customers are drawn directly to us. Another incentive we offer is sending customers an SMS message confirming that we received their order, and that the payment went through to maximise customer value. Research shows that confirmation improves customer value as it reassures customers and prevents customers feeling confused. (Mahajan, 2020) 
We also use this incentive to promote special offers. When we have sales or offers in our business, this method allows us to reach further as it is sent to existing customers within our platform including those who haven’t purchased our products recently.
My organisation has a 28 day return policy; however, many other companies offer a 14 day return policy. As our company gives customers more time to return unwanted items, it makes it more convenient for customers which boosts our customer value. (Mahajan, 2020)
My organisation also allows customers to do exchanges if they do not have proof of purchase. However, many other companies only accept a return if they are shown proof of purchase. This makes our organisation more convenient when it comes to returns in comparison to other competitors. This is because our products are exclusive and therefore, we know that in order for a customer to own one of our products, it would previously have had to be bought directly from us.
My company also offer customers a ‘treasure card’, which are our loyalty cards. Our loyalty system is easy to sign up to and considered highly valuable by our customers. Customers must make a minimum of five purchases from our company within one calendar month in order to claim a free reward from our online gift section. This scheme benefits both the company as well as the customer as we gain more sales within a month and the customer is rewarded for their continued business. Our competitors may offer discounts on purchases; however, my organisation offers free gifts which is something unique and exciting which makes customers want to shop from us and return.
To maximise our customer value, my organisation can look to start accepting NHS and student discount. We currently do not accept these discount cards which I believe is leading some of our customers away to our competitors. Although we do offer regular discounts and special offers, if we were to implement this discount strategy, I believe we would further increase our revenue and gain customers who previously were hesitant to shop with us due to us not accepting NHS or student discount.

[bookmark: _Toc207141472]Demonstrate a critical understanding of your organisation’s quality processes and its effectiveness in meeting customer requirements.
[bookmark: _Toc207141473]What is critical understanding?
Critical understanding in an organisation refers to the ability of individuals and teams to go beyond surface-level knowledge and be able to develop a deeper, reflective grasp of issues, systems, and practices that can shape the organisation. Applying critical thinking does not mean being negative or focusing on faults. It means being able to clarify your thinking so that you can break down a problem or a piece of information, interpret it and use that interpretation to arrive at an informed decision or judgement. (monash, n.d.)
[bookmark: _Toc207141474]What quality systems do your organisation and others have?
Quality systems are the procedures and processes that allow organisations to achieve their goals. (TCMC Quality management services, 2015) Quality processes are also focused on attaining customer requirements. (Techmentool Consultants, 2020)
My organisation is an independent clothing business which involves customer interaction on a daily basis. We have a store set up in my local community and looking to expand as we continue to grow the brand. We also take orders online to allow customers from various regions to reach us and be able to access our products. It is important we offer excellent customer service to our customers, as our job consists of daily customer interaction. 
Our training process revolves around how to offer the best customer service so that our customers have an amazing experience with us. We conduct training both on and off the job. We ensure customer satisfaction is our main goal and therefore we make sure all our customers are offered the best possible experience by training our staff at regular intervals during their employment. We also try to adapt our e-commerce store regularly to ensure it is deemed suitable and remains accessible to our customers at any given time. If we do need to carry out any maintenance to our online store, we provide advanced notice to ensure we can minimise dissatisfaction for our customers’ experience.
We have trained our employees to greet our customers in a friendly and enthusiastic manner, be understanding and apologetic when dealing with customer complaints, and also be reassuring that the same issues will not occur and show compassion. Customers share their experiences with others whether they had a positive or negative experience. Therefore, we also attempt our utmost best to provide a quality customer service experience. This is carried out, so customers are left satisfied with their shopping experience, and they continue to order from us and potentially share their experience with others. We are continuously requesting feedback from customers on how we can improve and what went well for our customers. We like to consider feedback as constructive criticism which can be applied to our business model and help us improve as we look to expand our services over time. This feedback is collated both in person and on our online store, if a customer is dissatisfied with their experience, we ensure to follow up and if necessary, provide a goodwill gesture hoping that our customers are not disheartened and are willing to return. Our online reviews section can be seen by others, so customers having a positive experience and leaving a good review can result in attracting new customers and boost our overall performance. It can also help reassure our staff that they are carrying out their role to a high standard, which can also be reflected in our sales process. This is beneficial to the organisation as staff are more likely to want to work with the company for a longer period of time, and our customers are able to feel that their opinions are heard and reflected as we improve our business strategies.
After conducting internal research within the business, it has been identified that customer segmentation is an effective way of marketing. My organisation can split customers into groups and offer deals that may suit them best. We often create student deals which attract students to our business, we tend to carry out this incentive on a seasonal period often around the end of term times as students may look to treat themselves after a busy term of studying. We send personalised emails and SMS messages to our customers based on their age group, whether they live with their families etc, and recommend items we think would be suitable and convenient to them.
Customer relationship management is important to the organisation as it gains an insight of what is considered valuable to the customers, and it makes customers feel heard and respected. On our website, we have a database which allows the team to access our customer’s previous order history easily. This is highly useful as it helps identify customer trends, what is considered popular and what may not be selling as well that we may need to readdress to make it better suited to our consumers.
We can also provide recommendations to our customers based on their previous orders. This allows the opportunity of knowing what our customer’s like to order and identify what we could potentially upsell to generate further sales. Being able to access our customer’s data and provide an efficient customer service maximises customer value and interaction. Efficient customer service results in closing deals, as customers are more likely to make purchases when their queries have been dealt with and responded to in a timely manner. We have a personalised customer care team to ensure any queries or complaints are dealt with professionally and our customers opinions or queries are acknowledged at all times.
Customer centrality is an essential factor within my organisation. My organisation works on giving customers the best experience pre-purchase and post-purchase, as it makes customers feel valued and important. When customers are looking to purchase via our online platform, we offer a chat box service which allows customers to speak directly to an agent from our customer care team. This is beneficial as it allows the customer to feel as they are having an in-person experience as they would if they were to visit our store. In our store, we emphasise highly on the importance of welcoming customers. Our staff are trained to welcome customers into the store and provide them with the option to browse independently or if required, use our staff’s assistance with a purchase or a query they may have related to one of our products. We put our customers first and want them to enjoy the full experience including the process of browsing, to purchasing, to raising a query.
In order to manage our customers expectations and high level, we ensure we are realistic and honest with our customers in order to meet their demands and expectations. In store, weekends tend to be our busiest period. We have identified a peak in sales over the weekend and noticed that we were struggling to manage our company’s values due to the influx of foot traffic. To minimise this from affecting our customers long term, we increased the staff count for our weekend rota to ensure there is a lesser chance of no staff being available to assist a customer in need. On the weekend, our store manager is the designated greeter for customers, if the store is very busy, the manager will advise the customer if they do require assistance from the sales team, they will request that when a member of staff is available that they are appointed to them. This allows a customer to feel they are welcomed into the store and taken care of, which ultimately enhances the customer experience.
With online purchases, we issue regular order notifications to our customers providing them with updates on their order. This is carried out from when the order is first placed, when the item is dispatched and a tracking service is allocated, then to when the item is scheduled for delivery, once it has been delivered, and then followed up with a feedback request based on their customer experience. The feedback request is not sent out till after 3 days of the item delivery confirmation as it allows the consumer to use their ordered item and gain an opinion on the quality of the product and if they are satisfied with their overall experience as a customer. We adjust the way we communicate with our customers to manage expectations. When a customer is looking to raise a query online, our dedicated customer care team is there to assist them. We train our customer care team to provide a gentle and supportive experience whilst maintaining the professionalism required from a business. If a customer is frustrated and looking to lodge a complaint, we make sure we are apologetic, show empathy and reassurance. This is where our goodwill gesture is offered based on the complaint we receive from the customer. We ensure our customers are aware that we respond to their reviews and feedback, which makes customers feel valued and appreciated. 
By conducting this practice, this can prevent a minor complaint escalating further. We make sure we are flexible with our payment methods to manage customer expectations. Everyone has different preferences when it comes to paying, so we make sure we accept all payment methods to make satisfy our customers and being convenient. We have partnered up with other B2B teams which offer split-up payment schemes such as Klarna. This can be seen valuable to customers as they are able to purchase our items whilst splitting up the cost to meet their financial position.

[bookmark: _Toc207141475]Conclusion
In conclusion, I believe customer value can greatly impact a business. It develops customer satisfaction and loyalty which can allow a business to grow and increase their profitability. There are many methods which can be applied to a business based on their needs and business plan such as the ‘Kano scoring model’. This model can be used to identify what a business must conduct in order to satisfy their customers and their needs. There are many business processes that an organisation can implement to exceed their customer requirements and in hand, be able to increase their revenue. I believe customer centrality is the most important process a business must conduct regardless of what product or service they provide. By ensuring the customers needs are the main scope of the business, a business is able to grow at an exceptional rate and provide a service that is considered valuable to its consumers.
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