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1.1 [bookmark: _Toc121041055]Introduction 

[bookmark: _Hlk120957386]For this assignment we were tasked to critically analyse the factors that impact on your organisations ability to maximise customer value and show understanding of your organisations quality processes and its effectiveness in meeting customer requirements.


[bookmark: _Toc121041056]1.2 Critically analyse the factors that impact on your organisations ability to maximise customer value.

The student recognises that in her day to day life, she evaluates various aspects of services in different ways, which may alter dependant on her circumstances at that particular time. Whether this be more luxury purchases, as in a holiday, a car, or basic necessities, such as supermarkets we are all drawn to companies for our personal preference. This highlights the importance for businesses to fully engage and have a strong understanding of their customers’ expectations. 
“One of the most important tasks in marketing is to create and communicate value to customers to drive their satisfaction, loyalty, and profitability. The authors assume that customer value is a dual concept. First, in order to be successful, firms (and the marketing function) have to create perceived value for customers. Toward that end, marketers have to measure customer perceived value and have to provide customer perceptions of value through marketing-mix elements. Second, customers in return give value through multiple forms of engagement (customer lifetime value, in the widest sense) for the organisation. Therefore, marketers need to measure and manage this value of the customer(s) to the firm and have to incorporate this aspect into real-time marketing decisions.” (Kumar & Reinartz, 2016). 
The CEV framework was highly informative to the author, as clearly outlines and captures important factors to maximise customer value. Summarising the five core elements of the framework which is applicable to both business to consumer (B2C) and business to business (B2B). 
CBV – Customer Brand Value 
CLV - Customer Lifetime Value
CRV – Customer Referral Value 
CIV – Customer Influence Value 
CKV - Customer Knowledge Value 
(Indeed editorial team, 2021), summarises tips to create value for customers, which include, 
Ensure the buying process is easy for the end user.
Try to provide incentives for customers such as free shipping, fast delivery, responsive customer service and easy return policies.
Focus on brand perception 
Consider creating an intentional mission statement, adding more personality to your branding or contributing a percentage of your proceeds to charitable causes.
Obtain customer feedback 
The best way to learn what your customers find valuable is to ask. Customer feedback and suggestions can help you improve your offerings and maximise the value of your products or services.
Create a unique product/service 
Try to communicate what makes your product or service different from your competitors'. Unique features or offerings can attract customers to your brand and make them choose you over a similar product or service. Consider doing market research to learn where there's an opportunity for you to provide something special.
Provide a positive experience 
Value for your customers can be created through a positive interaction with you, not just their purchase. You can enhance the customer experience by sending thank you emails to follow-up online transactions. Supportive customer service experiences that resolve any concerns right away can leave also lasting positive impressions.
Prioritise quality over price
Offering products and services for less money than your competitors won't guarantee you more sales. Although cost is a large consideration for customers, many customers are often willing to pay more for quality products and services. When marketing your products, emphasise their quality and select a price that customers would find reasonable. 
Identify your strengths 
If there are other companies that offer something similar to you, find where your value exceeds theirs and be sure to communicate that to your customers
Adjust your marketing strategy 
Segment your audience and adjust your marketing strategies to fit their value expectations. Consider factors such as geography, demographics and seasons.
Educate customers on your product/services 
Ensure your customers are getting the most value out of your product or service by providing resources they can use to educate themselves on all it offers. Demonstrations, tutorials, webinars, FAQ pages on your website and responsive customer service can help your customers understand your product or service and maximize its use.
Identify your target audience 
Great service can increase the value they find in your offerings and keep them invested in your brand. It can also attract similar customers who may appreciate your products and services in the same ways.
Promotions/campaigns 
Promotional offers can help increase the perceived value of your products and services. Free trials, discounts, subscriptions and co-branding opportunities are some examples of promotions you can run to encourage new customers and reward existing ones.
Reward/loyalty
Loyalty programs can show customers how much you appreciate their business, which can encourage positive perceptions of your products or services.
Provide valuable content 
You can create brand value for customers by offering free content on your website that is useful and relevant. This can enhance your brand's credibility and grow your reputation. 
Get involved 
Hosting giveaways, holding contests and providing interactive content on social media can a great way to connect with your audience and encourage people to get to know more about your brand's personality. 
It is the authors opinion that the above outlines the key factors to maximise customer value which on reflection falls under the CEV framework.
The student works in a catering company where they heavily rely on social media, Facebook and Tik Tok and word of mouth (WOM) to promote their services. The power of such networks are immense and are a great marketing tool for businesses. The volume of users are huge, and you can see why companies take this opportunity to promote their services. Research suggests there are three types of interactions between the buyer and seller. (mandhyan, 2013)Transactional (distant), Value – added (continuing) and Partnering / Collaborative (close) relationship. The author identifies her workplace to be transactional.
“With roughly 2.96 billion monthly active users as of the third quarter of 2022, Facebook is the most used online social network worldwide” (Statista, 2022)
“As of April 2022, The United States was the country with the largest TikTok audience by far, with approximately 136.5 million users engaging with the popular social video platform. Indonesia followed, with around 99 million TikTok users. Brazil came in third, with 74 million users” (Ceci, 2022).
(VELOCE, 2017) summarises the power of social media marketing. “This one is the biggest of them all because never has it been as easy as it is today to reach out to your target audience. With the help of social media, you can do just that in seconds!
Social media lets you introduce your brand to people in a genuine and simple way. This means new ways to increase your visibility and make your company more recognizable for customers.
If your brand is active on several social media platforms at once, you can have a constant presence among your audience, which makes your potential customers constantly reminded and better acquainted with your product or service.”
However, the big con to marketing on social platforms is that the consumer can also highlight the business in a negative way which is easily obtainable by the public. 
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.
Increasingly, people are using social media platforms to evaluate companies based on their review profiles. Just like reviews on Google or on third-party sites like Yelp, positive reviews on Facebook can help to drive business growth. Negative reviews, as you might imagine, have the opposite effect, eroding the trust you need to achieve your business goals.” (Adam, 2021).
The pros outweigh the cons in the students opinion, as the amount of exposure you can achieve online is immense. Within her workplace any negative comments from customers are corrected internally and treated as customer feedback which is another important factor to consider when enhancing customer value. 
When researching the importance of customer feedback the author found the following article to be an interesting concept and had not previously separated the two elements. However does agree there is a clear difference. 
(Customer Sure, 2020) summarises the difference between feedback and research, including the positive aspects of obtaining such information “Feedback is giving all your customers a chance to tell you what you need to do to keep their business – and dealing with the individual responses.
Research is asking lots of questions of some of your customers and reporting on the results (for example to influence strategy or inform new product developments).” 
More repeat business
Customers have a choice who they spend their money with. You want them to welcome your offers and promotions, not trash them.
More new business
Word of mouth recommendations grow your business, and cost nothing.
Less lost business
You can ask customers how things are going face-to-face, and they’ll say ‘fine,’ even if that’s not what they’re thinking.
Small niggles can build up over time and make customers more receptive to a pitch from a competitor – it’s better to make the grass always greener on your side by making it clear you always welcome candid feedback.
Easier Outbound Sales
When you collect feedback, you have a brilliant source of raw material for your case studies. 
Win in competitive bids
If your business submits competitive bids and tenders for work, feedback has two huge benefits
First, it’s great to have a body of evidence from your current customers that you’re great to deal with. From working with our customers, we know that most feedback you’ll collect is overwhelmingly positive, so it doesn’t hurt to add a sample to any competitive bid.
But more subtly – when you collect feedback, you have all of your current customers, in their own words, saying what’s important about your business to them. Don’t underestimate how powerful this can be.
Stronger reputation
We’ve already touched upon why acting on feedback ensures that customer-by-customer, people are happy to come back, spend more, and refer their friends.
When lots of customers are fans of your brand, unexpected things happen. When many people are aware of you and have a ‘good feeling’ about your brand, unexpected business opportunities start appearing more often. 

Cross-sell & up-sell opportunities.
The best time to try selling something new is when customers are happy with you. So it’s a good idea to have an open dialogue with all your customers, so you know who’s happy, who is not, and why.
One way to delight customers, rather than just make them ‘happy’ is to fix their problems.
Morale and motivation.
Getting praise from a customer gives teams a real boost.
Improved skills
Receiving verbatim comments from customers means there’s nowhere to hide. All the training courses in the world are no substitute for lessons learned through personal experience.”
This article highlights that by obtaining customer feedback and utilised correctly can have huge positive impacts on the business. The cons are that companies do not want to receive negative comments and depending on the severity could damage the organisations reputation and/or customers, sales but there is great opportunity to take advantage of this interaction with consumers. 
The 7 P’s marketing framework – (see figure 1) is most applicable to the students workplace. Although she works for a small company, there is a vast amount of competition. With this in mind it is imperative the business continuously updates/services whilst being cost effective. They have built a great reputation on the quality of their product and is why they continue to maintain their customer base. You are able to purchase alternative food in the area for a cheaper price, however in this instance the quality they provide is preferred amongst their consumers. 






Figure 1 – 7P’s 
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“Products/Services: How can you develop your products or services
Prices/Fees: How can we change our pricing model
Place/Access: What new distribution options are there for customers to experience our product, e.g. online, in-store, mobile etc
Promotion: How can we add to or substitute the combination within paid, owned and earned media channels
Physical Evidence: How we reassure our customers, e.g. impressive buildings, well-trained staff, great website
Processes: Are there internal process barriers in the way to delivering the best customer value
People: Who are our people and are there skills gaps
Partners: Are we seeking new partners and managing existing partners well?” (Hanlon, 2022)

[bookmark: _Toc121041057]1.3 Critical understanding of your organisations quality processes and its effectiveness in meeting customer requirements.

As a consumer we all want to feel that we are getting the best possible service for a reasonable price. There is huge amount competition amongst organisations and information readily available for us online. We are able to compare products at a click of a button, which clearly indicate cost, services and reviews. This is great for the customer, however from a business perspective it really is important that they fully maximise customer value. 
“By definition, customer expectations are any set of behaviours or actions that individuals anticipate when interacting with a company. Historically, customers have expected basics like quality service and fair pricing, but modern customers have much higher expectations, such as proactive service, personalized interactions, and connected experiences across digital channels.” (SalesForce, 2020)
(Gronich, 2021) defines what customers expect, which are the key elements she personally evaluates in her day to day life. 
“Quality
First and foremost, customers are looking for quality. No one wants to have to continue replacing products or getting services redone because they weren’t done well in the first place. This makes creating quality products and providing quality services your top priority as you work to connect with your customers.
Personalisation
People also want to feel recognised and seen in their interactions with the businesses they frequently use. 
Convenience
The more convenient you can make the purchasing and shopping process at your store, the better it will be. Everyone has busy lives, and they are generally looking for ways to save time and make things easier.
Simplicity
Simplicity is important to customers, and it can work hand in hand with convenience if you do it right. 
A Good Value
In addition to the quality customers are looking for, they also want to make sure that they are getting a fair price for the things they buy. 
Trustworthiness
Customers want to know that they can trust the businesses they work with to do the things they say they will do.” 
One of the most frustrating things for the author is to contact a company where they have bad customer service, and they fail to comply to their commitments. Whether this be for a general request or complaint for her this is an important factor. She has terminated services in the past due to her negative experience with a Service Department. This is frontline of any business and has the potential to make or break relationships with the consumer. On the other hand, there has been numerous occasions whereby a specific service has failed and when communicating with Customer Service they have effectively resolved the situation which she has continued her relationship with the organisation. Within her workplace, there is huge focus on customer service, as we are face to face. The owner is very visual; therefore his perception is that when a customer walks in, the area is particularly clean, food is displayed neatly, and we prepare dishes at the front counter where it is visible to the consumer. This is his perception of good customer service. 
(Indeed Editorial Team, 2022) defines “What is good customer service?
Customer service refers to any assistance provided by a business and/or its employees to its clients. Customer service involves everything from assisting consumers at the point of sale to resolving after-sale problems. Customer service representatives are responsible for ensuring that customers have a positive experience with the brand from start to finish.” 
They continue to summarise key areas of successful customer service, which are areas the student expects when liaising with any business. “Be friendly, respond promptly, know your product or service inside and out, listen to your customers, extend your gratitude, get to know your customers, ask for feedback, follow up with customers after the transaction” There is nothing worse than having to repeat yourself and/or your account has not been reviewed adequately. We have all had conversation relating to a bad experience and the way in which it was dealt with and more often we are a lot more vocal about the negative experience, opposed to the positive. 
(Quality Unit, 2022) highlights the negative impacts on poor service, “Companies failing to deliver quality customer service are at risk of losing not only current customers but also potential ones. Negative word-of-mouth can have a disastrous impact on a company’s online reputation causing would be buyers to look elsewhere.” 
“If you make customers unhappy in the physical world, they might each tell six friends. If you make customers unhappy on the internet, they can each tell 6,000.”
    (Jeff Bezos – President of Amazon)

“Businesses can’t afford to dismiss their want for their prospects to have a constructive experience in coping with their representatives. Bad service impacts conversion charges, buyer satisfaction, retention charges, referral business, phrase of mouth promoting, and finally, revenue margin.” (Satheesan, 2022)
In summary by providing poor customer service can have huge negative effects on any business. It is part of life things go wrong at times, but how we deal in business is the defining factor. 
As well as the quality of the product, it has to be convenient. We all live exceptionally busy lives and often will choose a service that is easy and obtainable to fit in with our schedules. This is a defining factor for the student with any service she uses. Post covid, a food ordering system device was installed at her place of work with the view for convenience for the customer. They are now able to pre order food, set specific times for both collections and deliveries. This will include options to pay by cash or card. Once this was installed the business saw a rise in sales, as not only is it a convenient option, it also is a great marketing tool. By searching the app the company details appear and many consumers have commented that they were unaware of the large menu.
“Technology and innovative design have made many products and services more predictable and efficient. Convenience, an essential part of customer experience, is a critical factor in determining how customers make decisions about what to buy, what services to use, where to go, and with whom to engage.” (Weissman, 2012)
(Shepard, 2022) presents data, A Competitive Advantage: 78% of customers would be willing to go out of their way to go to a company that has better customer service.
Bad Service Costs Your Business: 74% of customers would switch to a competing brand or company if they found out they provided a better customer experience.
Make Price Less Relevant: 58% of customers believe great customer service is more important than price.
Create Trust: 83% of customers trust a company or brand more if they provide an excellent customer service experience, up 4% from 2021 (79%).
Convenience Wins Business: 75% of customers would switch to a competing brand or company if they found out they were more convenient to do business with”.
This data highlights how a positive customer service experience and convenience is important to customers. As outlined above, poor service can be a defining element for us to stop using a particular service. It is no surprise convenience it also high on the list of priorities for the consumer. However, as (Designers, 2018) highlights the personal perspective of “convenience is first and foremost a matter of perception. What can be perceived as convenient by one individual might differ in many ways from what others experience as pleasing. Also, what can be perceived as convenient by that same individual in the morning, might differ from what he himself finds to be convenient in the evening.”

[bookmark: _Toc121041058]1.4 Conclusion

As with any organisation they ultimately want to make their business as profitable as possible. It is my opinion that the consumers expectations are far greater which puts additional pressure on companies to comply with our demands. Technology has evolved and has changed the way in which we can interact and/or obtain information on such services. In order for organisations to remain competitive, they must adapt and ensure they are fully maximising customer value. 
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