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[bookmark: _Toc1311750379][bookmark: _Toc1248484334]What is Customer Value?

“Customer value is the perception of what a product or service is worth to a customer versus the possible alternatives.” Mahajan, G. (2020). Customer value is the perceived benefit that a customer receives from a product or service in relation to the cost of acquisition. This value can be expressed in different ways, and it is important for businesses to understand what customers value to provide them with the best experience. There are generally four categories of customer value: functional value, emotional value, social value, and epistemic value.
[bookmark: _Toc456901517]Understanding the four categories of customer value can help businesses create products and services that meet the needs of their customers. By offering functional, emotional, social, and epistemic value, businesses can build strong relationships with their customers and differentiate themselves from their competitors.
[bookmark: _Toc2119384141]Functional Value:

Functional value is the most basic form of value that customers seek. It is the tangible benefit that a product or service provides. For example, a customer may buy a car for transportation, a computer for work, or a phone for communication. Customers expect products to be reliable, efficient, and effective in meeting their needs. A business that offers functional value must deliver high-quality products that meet or exceed customer expectations.
[bookmark: _Toc522041722][bookmark: _GoBack]Emotional Value:

Emotional value is the intangible benefit that a product or service provides. It is the emotional connection that customers feel towards a brand. Customers often buy products that make them feel good or enhance their self-image. Emotional value can be created through appealing design, advertising, or customer service. A business that offers emotional value must understand the emotional needs of its customers and create a brand that resonates with them.
[bookmark: _Toc1561314505]Life Changing Value:

Epistemic value is a term used in philosophy to refer to the value of knowledge. It is a measure of how much knowledge is worth, and how important it is to have accurate and reliable information. The concept of epistemic value is crucial in understanding the nature of knowledge and how it is acquired. Epistemic value is not just about the quantity of knowledge that a person has, but also about the quality of knowledge. In other words, it is not just about having a lot of information, but also about having accurate and reliable information.
[bookmark: _Toc1727521771]Social Value:

Social value is the benefit that customers derive from the social context of a product or service. It is the social status or identity that customers associate with a brand. For example, customers may buy luxury goods to signal their wealth or status, or they may buy eco-friendly products to signal their environmental consciousness. Social value can be created through branding, marketing, and partnerships with like-minded organizations. A business that offers social value must understand the social context of its customers and create a brand that aligns with their values.
[bookmark: _Toc2120875771][bookmark: _Toc1144224396]Creating Customer Value 

To truly create customer value, businesses must go beyond simply meeting customers' basic needs. They must strive to exceed expectations and provide a superior customer experience. This can be achieved through a variety of means, such as offering personalized service, providing high-quality products, and creating a strong brand identity that resonates with customers.
[bookmark: _Toc287534601]Customer Brand Value (CBV)

Customer brand value is a crucial aspect of any successful business. It refers to the perceived value that customers attach to a particular brand, which could be influenced by factors such as quality, reputation, customer service, and advertising. A strong customer brand value can lead to increased customer loyalty, higher sales, and better brand recognition. Companies that invest in building their customer brand value tend to have a competitive advantage over those that do not. They are able to differentiate themselves from their competitors and create a unique selling proposition that resonates with their target audience.
[bookmark: _Toc155552099]Customer Lifetime Value (CLV)

Customer lifetime value (CLV) is a metric that predicts the total value a customer will bring to a business over the course of their relationship. It takes into account how much a customer spends on products or services, how frequently they make purchases, and how long they remain a customer. 
Understanding CLV is crucial for businesses as it helps them make informed decisions about how much to invest in acquiring and retaining customers. By analysing their CLV, businesses can segment customers based on their value and prioritise their marketing efforts accordingly. For example, high-value customers may be given personalised incentives to encourage them to continue their patronage, while customers with low CLV may receive less attention. CLV can also inform pricing strategies, as businesses may adjust prices to maximize long-term profitability rather than short-term gains. 
[bookmark: _Toc633504695]Customer Referral Value (CRV)

Customer referral value (CRV) is a metric used by marketers to determine the value of a customer referral. This value is calculated by looking at the revenue generated by a customer who was referred by another customer. The CRV is an important metric for businesses because it can help them determine the return on investment (ROI) of their referral programs.
 Businesses can calculate their CRV by dividing the revenue generated by a customer who was referred by another customer by the total cost of acquiring both the referred customer and the referring customer. This helps businesses understand the value of their referral program and how much they are willing to spend on acquiring new customers through referrals. Customers who refer others are more likely to be loyal and have a higher lifetime value. 
[bookmark: _Toc50268172]Customer Influence Value (CIV)

Customer influence value (CIV) is a metric that measures the impact that a customer has on the decisions of other customers. It is a vital concept in modern marketing since it provides insights into how customers interact with each other, and how this interaction can influence the purchasing decisions of others. CIV considers how much influence a customer has on others based on their purchasing behavior, social media presence, and overall reputation. 
A customer with a high CIV can significantly impact the purchasing decisions of others, while those with a low CIV may have less influence. Understanding the CIV of customers is essential for businesses as it can help them identify their key influencers and create targeted marketing campaigns to reach a broader audience. It can also help businesses tailor their products and services to meet the needs of their most influential customers. 
In today's digital age, where social media platforms have become a prominent tool for communication and advertising, CIV is becoming increasingly important. Businesses that understand the concept of CIV and leverage it to their advantage can gain a competitive advantage in their respective markets.
[bookmark: _Toc1512428081]Customer Relationship Management (CRM)

Customer relationship management (CRM) is a business strategy that aims to build and maintain strong relationships with customers. It involves using technology and data analysis to understand customers' needs and preferences, and then tailoring products and services to meet those needs. The goal of CRM is to create customer loyalty and increase profitability through repeat business and positive word-of-mouth referrals. 
Effective CRM requires a customer-centric approach where the customer is at the heart of all business decisions. This means that companies must invest time and resources in understanding their customers and their preferences. They must also be responsive to customer feedback and complaints, as this helps to build trust and loyalty. 
CRM software can help businesses manage customer data and interactions, as well as track sales and marketing activities. There are several benefits to using CRM. One of the main benefits is increased customer satisfaction. By understanding customers' needs and preferences, companies can tailor their products and services to meet those needs, resulting in happier customers. 
Another benefit is increased efficiency. By using technology to manage customer data and interactions, companies can streamline their processes and reduce costs. Additionally, CRM can help companies identify new sales opportunities and target marketing efforts more effectively. However, there are also challenges associated with CRM. One challenge is the cost of implementing and maintaining CRM software. 
[bookmark: _Toc2010416120]Customer Centrality

In the hospitality industry, pubs have been a popular choice for people to unwind and socialize. However, with the increasing competition in the market, pubs need to differentiate themselves to attract and retain customers.
One way to do this is by adopting a customer-centric approach. Customer centrality means putting the customer at the centre of all business decisions and actions. This is important in pubs because customers are the reason why the business exists in the first place. This can be achieved through various methods such as customer surveys, social media listening, and direct feedback. By understanding their customers better, pubs can tailor their offerings, promotions, and services to meet their customers' needs and exceed their expectations. 
For example, if customers prefer a wide range of craft beers, pubs can expand their beer menu to include more craft beer options. Another key aspect of customer centrality is creating a positive customer experience. This involves providing excellent customer service, maintaining cleanliness and hygiene, and creating a welcoming atmosphere.
Furthermore, customer centrality can also be achieved by engaging with customers beyond their pub visit. Pubs can use social media platforms to interact with customers, share updates on promotions and events, and respond to customer queries and feedback. This creates a sense of community and loyalty among customers, making them more likely to return and recommend the pub to others. 
[bookmark: _Toc577094392]5 Stages of Customer Relationship:

In today's competitive business world, it's important to not only attract new customers but also retain them. A good customer relationship management (CRM) strategy can help businesses achieve this goal. The 5 stages of customer relationship management are as follows: 
1. Awareness: This is the stage where a potential customer becomes aware of a company's products or services. Companies can create awareness through advertising, social media, word-of-mouth, and other marketing activities. 
2. Consideration: At this stage, the potential customer starts to consider whether or not to purchase a product or service. Companies can influence this decision by providing information about their products or services, such as features, benefits, and pricing. 
3. Purchase: This is the stage where the customer makes the decision to buy the product or service. Companies need to make the purchasing process as easy and efficient as possible to ensure a smooth customer experience. 
4. Retention: After the purchase, it's important to retain the customer by providing excellent customer service. This includes addressing any issues or concerns the customer may have and providing ongoing support. 
5. Advocacy: The final stage is advocacy, where the customer becomes a loyal supporter of the company and its products or services. This can be achieved by providing a great customer experience, delivering on promises, and going above and beyond to exceed customer expectations. 
Implementing a solid CRM strategy that takes into account the 5 stages of customer relationship management can help businesses attract and retain customers, ultimately leading to increased profitability and growth.
[bookmark: _Toc483417699]Customer Satisfaction and Customer Loyalty

In the pub industry, customer loyalty is closely linked to customer satisfaction. Satisfied customers are more likely to become loyal customers, returning frequently to the pub and becoming advocates for the business. Loyal customers can be a huge asset to any pub, as they can provide consistent revenue, positive word-of-mouth advertising, and a sense of community. Pubs can cultivate customer loyalty through loyalty programs, special events, and personalized experiences. By cultivating a loyal customer base, pubs can create a sustainable business that can weather economic ups and downs. 
To ensure customer satisfaction and loyalty, pubs must also stay up-to-date with customer expectations and industry trends. This means regularly assessing customer feedback, monitoring social media channels, and keeping an eye on competitors. Pubs that are proactive in addressing customer concerns and offering new and innovative products and experiences are more likely to maintain customer satisfaction and loyalty.
[bookmark: _Toc635338438]The Hierarchy of Emotional Value

The hierarchy of emotional value in pubs is a complex and nuanced concept that is difficult to fully understand without experiencing it firsthand. At the bottom of the hierarchy are the purely functional aspects of a pub, such as the quality of the beer and the cleanliness of the facilities. These are important factors, but they do not necessarily create a memorable experience on their own. 
Above this level are the social aspects of the pub, including the atmosphere and the company of other patrons. This is where the emotional value starts to increase, as people come to pubs not just for the drinks, but for the sense of community and belonging that they can provide. 
Beyond this level are the more intangible aspects of the pub experience, such as the sense of history and tradition that many pubs embody, or the feeling of being transported to a different time and place. These emotional connections can be powerful and long-lasting, and they are often what keep people coming back to their favourite pubs time and time again. 
At the very top of the hierarchy are the truly transcendent experiences that can be had in a pub. These might include moments of deep connection with friends or strangers, unexpected encounters that lead to new friendships or insights, or even moments of personal epiphany or revelation. While these experiences are rare and unpredictable, they are what make pubs such special and important places in our lives. 
Overall, the hierarchy of emotional value in pubs is a testament to the power of social connection and the importance of community in our lives. While the drinks and the facilities may be important, it is the emotional connections that we make in pubs that truly make them special. Whether we are looking for a place to unwind after a long day at work, to catch up with old friends, or to make new ones, the pub has always been and will always be a place where we can find what we need.
[bookmark: _Toc2017637088]Juran Model 

The Juran model is a quality management approach developed by Joseph Juran, a renowned quality expert. The model is widely used in various industries, including the hospitality industry. The Juran model comprises three main steps: quality planning, quality control, and quality improvement. 
In the quality planning stage, the pub management identifies the needs and expectations of their customers. They establish quality goals, develop quality policies and procedures, and create a quality improvement plan. 
The second stage is quality control, where the management ensures that the pub's products and services meet the established quality standards. They monitor and measure the quality of the products and services, identify any defects or non-conformities, and take corrective actions to address them. 
The last stage is quality improvement, where the management uses the data collected during the quality control stage to improve the pub's products and services continually. They analyze the data, identify trends and patterns, and implement changes that will enhance the quality of their products and services. 
Applying the Juran model in pubs can lead to several benefits. It can improve the reputation of the pub by providing high-quality products and services. It can increase customer satisfaction and loyalty. And it can reduce costs associated with poor quality.  
However, using this model in pubs or bars may have some negative implications. The Juran model emphasizes continuous improvement, which requires a significant amount of time, effort, and resources. Pubs often have limited resources and operate in a fast-paced environment, making it challenging to implement the model effectively.
Furthermore, the model focuses on customer needs and expectations, which may not always align with the pub's goals and objectives. Pubs must balance customer satisfaction with profitability, and the Juran model may not prioritize the latter. 
Additionally, the model requires extensive data collection and analysis, which may not be feasible for pubs that do not have the necessary technology or resources. 
[bookmark: _Toc1772560735]Garvins Eight Dimensions of Quality

Garvin's Eight Dimensions of Quality is a framework developed by David A. Garvin in the 1980s to measure and improve the quality of a product or service. According to Garvin, there are eight dimensions of quality that can be used to evaluate a product or service. These dimensions include performance, features, reliability, conformance, durability, serviceability, aesthetics, and perceived quality.
· Performance is a critical dimension in the pub industry. Customers expect their drinks to be served promptly and accurately and the service to be fast and friendly. 
· Features are another dimension that can be applied to the pub industry. Customers look for unique features in pubs such as live music, trivia nights, or dart boards. 
· Reliability is also important in the pub industry. Customers expect their drinks to be consistent and of high quality. 
· Conformance is a dimension that can be applied to the cleanliness and hygiene of the pub. Customers expect the pub to be clean and well-maintained, and they expect the staff to follow proper hygiene practices. 
· Durability is another dimension that can be applied to the pub industry. Customers expect the furniture and equipment to be in good condition and not worn out. 
· Serviceability is also important in the pub industry. Customers expect their complaints to be addressed promptly and effectively. 
· Aesthetics is a dimension that can be applied to the overall look and feel of the pub. Customers expect the pub to be visually appealing and to create a certain ambiance. 
· Perceived quality is a dimension that can be applied to how customers view the pub. Customers expect the pub to be of high quality and to provide a positive experience.
Garin's Eight Dimensions of Quality is a widely-used tool for evaluating the quality of products and services. However, its application in the context of pubs and bars has some potential drawbacks that should be considered. First and foremost, the eight dimensions of quality were developed for manufacturing industries and may not be entirely relevant to the hospitality sector.
While Garin's Eight Dimensions of Quality can be a useful tool for evaluating the quality of products and services, arguably, there is a potential for lack of relevance to the hospitality sector, subjectivity, time and resource requirements, and the need to focus on the actual customer experience rather than simply checking off boxes on a checklist. 
[bookmark: _Toc1579197702]Demings 14 Points

Deming's 14 Points is a set of principles that were developed by an American statistician and management consultant, W. Edwards Deming. The purpose of these points was to improve the quality of products and services by making fundamental changes in the way companies operate. Deming's 14 Points are widely regarded as one of the most significant contributions to the field of quality management. 
The first point is to create constancy of purpose for improving products and services. This means that companies must have a long-term vision and focus on continual improvement. 
The second point is to adopt the new philosophy. This philosophy entails that companies must focus on quality, not just quantity. 
The third point is to cease dependence on inspection to achieve quality. This means that quality must be built into the product or service, rather than relying on inspection to catch defects. 
The fourth point is to end the practice of awarding business on the basis of price tag alone. This point focuses on the importance of building long-term relationships with suppliers based on quality, not just price. 
The fifth point is to improve constantly and forever the system of production and service. This means that companies must continually look for ways to improve their processes and systems. 
The sixth point is to institute training on the job. This point emphasizes the importance of employee training and development to improve quality. 
The seventh point is to institute leadership. This means that managers must create a culture of quality and continuous improvement. 
The eighth point is to drive out fear. This point focuses on the importance of creating a safe and supportive work environment that encourages employees to speak up and share ideas. 
The ninth point is to break down barriers between departments. This means that companies must encourage collaboration and communication across all levels of the organization. 
The tenth point is to eliminate slogans, exhortations, and targets for the workforce. This point emphasizes the importance of creating a culture of quality and self-improvement, rather than relying on slogans and targets. 
The eleventh point is to eliminate numerical quotas for the workforce. This means that companies must focus on quality and customer satisfaction, not just meeting numerical targets.
The twelfth point is to remove barriers to pride of workmanship. This point emphasizes the importance of creating a work environment that supports and encourages employee pride in their work. 
The thirteenth point is to institute a vigorous program of education and self-improvement. This means that companies must invest in employee training and development to improve quality. 
The fourteenth point is to put everybody in the company to work to accomplish the transformation. This point emphasizes the importance of involving all employees in the process of continuous improvement. 
Deming's 14 points can be effectively applied in pubs to improve the quality of products and services. By adopting a culture of continuous improvement, creating a safe and supportive working environment, and providing ongoing training and development opportunities, pub owners can create a culture of excellence that benefits both their customers and their employees.
[bookmark: _Toc183917640]LEAN Thinking 

Lean thinking is a management philosophy that focuses on maximizing value for the customer while minimizing waste. LEAN thinking is a methodology that has been applied in various industries to increase efficiency, reduce waste, and improve overall productivity. In recent years, it has been gaining popularity in the hospitality industry, particularly in pubs. The application of LEAN thinking in pubs is aimed at streamlining operations, making better use of resources, and enhancing the customer experience. 
LEAN thinking has a lot to offer pubs looking to improve their operations and enhance the customer experience. By identifying and eliminating waste, focusing on continuous improvement, improving communication and collaboration, and becoming more customer-centric, pubs can achieve significant improvements in efficiency, profitability, and customer satisfaction.
[bookmark: _Toc1425085371]Process Internal Customer Satisfaction 

Process internal customer satisfaction is a crucial aspect of any organization that values its employees. Internal customers, which are the employees of an organization, play a vital role in the success of any business. Therefore, it is essential to ensure that they are satisfied with their job, work environment, and the support they receive from their managers and colleagues. This process can involve various steps, such as conducting surveys, organizing focus groups, and measuring employee engagement levels. Process internal customer satisfaction in pubs is a crucial aspect of running a successful business in the hospitality industry.
[bookmark: _Toc1864065315]Conclusion 

In conclusion, understanding and engaging in the customer experience is crucial for businesses to thrive in today's competitive market. By prioritizing the needs and preferences of their customers, companies can create positive interactions and build long-term relationships. This involves not only providing high-quality products and services, but also actively listening to feedback and implementing changes to meet customer expectations. 
By investing in the customer experience, businesses can improve customer satisfaction, increase loyalty, and ultimately drive growth and success. It is important for companies to recognize the value of the customer experience and make it a top priority in their operations.
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