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[bookmark: _Toc456901515][bookmark: _Toc134306585]Introduction 
This report is focused on customer experience, starting with customer value, what it is, how to correctly collect and store customers information and use them properly to reach the best possible results. Customer relationship management is a very important part as well as customer centrality and customer life cycle with models and example from a local suits shop.
Last part of the report is about quality and how to achieve better quality by improving the services and products.
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      What is customer value? What do people value in general? When a person needs something, they look around to find the best report, quality-price. Being it business to business or business to consumer, every person has his own preferences when it comes to value. Some people might value more the quality of a product regardless it’s price, some people might value more the experience they have when they purchase a product or service. It is very important to get to know the customers value and expectations to be able to deliver the best experience. A strong affirmation that supports the above, was written in the book “Value based marketing for bottom-line success”, also pointing the fact that the importance of knowing the customers needs will help the business to analyse the profitability of the situation. 
“Each customer has a different set of values that it uses as a basis for reaching a buying decision. Discovering and understanding the purchasing behaviour and value drivers of individual customers is the first step in value segmentation.” (Debonis, Balinski, Allen, 2003, p.41)

    For getting to know the customers better to find out what do they need, what makes them happy and what is the thing that can make a difference to make them come back for a specific type of product or services, there are plenty of ways to do it, like talk to them directly and ask them what they need, surveys, reviews. 
[bookmark: _Toc134306587]The value pyramid
     The Harvard Business Review created The Elements of Value and laid them nice in a pyramid. So, in the functional area, which is the base of the pyramid, are the things that most people value because they represent a necessity. It is very helpful to be able to save time and reduce costs, get a good quality and make less effort at the same time. But stepping forward, going up to the next level of the pyramid, things are getting more serious because the emotional side is involved, so customers should have a certain feeling that makes them purchase a specific product or service. Nowadays with so many people dealing with anxiety and lack of confidence, what can be more helpful than a company that can provide a great customer experience that creates the magic for going the extra mile by being fun and helps the customer feeling more secure, maybe some nice offers to attract even more. Thinking further and going up one more step on the pyramid, the lifechanging value is like a promise that the seller is engaging to keep. It is the type of service or product that provides a sense of personal accomplishment and helps in achieving goals. And the top of the pyramid is called social impact because it involves other people as well. The value delivered affects a larger group not only the customer itself. 
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“CRM is the process of managing all the aspects of interaction a company has with its customers, including prospecting, sales and service.” (Buttle, 2009, p.4)
     So, if the right information is collected at the right time, it is adding a lot more value to the customer which will come back for the same product or services. 
     Customer relationship needs constant interaction, it has to be active, live and maintained. 
     For example, there is this business selling man suits. To keep this customer relationship, the manager collects data from the customers and stores it in the computer, each file being under a specific customers name. These files contain important information such as customers size, as detailed as possible, collar size, chest size, waist size, inside leg, and so on, then the date of each purchase and the reason, for example-James bought a suit for his wedding on 2nd of July. This way, when James comes back in store, the staff will access the information and will be able to deliver him a personalised customer experience by asking how the wedding was, was the wife happy with the suit, and so on. Always adding a personal touch, will change the customers experience and will create a special relationship between the customer and the business.
     According to Parekh, (Parekh, 2018) the purpose of customer relationship management is to improve the business. Which is totally true, because maintaining a good relationship with the customers will make them stick with the business that knows them so well and make them feel comfortable every time they go there. 
     A dark side of the customer relationship management that is not mentioned very often, was written by Sota, Chaudhry and Srivastava in 2019 in their journal article pointing that one third of the CRM projects fail.
“The major reason cited for such a big failure rate is that CRM systems in the organizations are very often used for reporting and monitoring rather than creating any improvement in the sales process. This is also because of the diluted focus on the relationship building and more focus on data entry and administrative reporting.” (Sota, Chaudhry, Srivastava, 2019)
      So, if a business continues to focus on collecting and stocking information without using it properly, then the CRM process is useless. Collecting data and using it to develop and improve the business is the right way of making it work.
“At the core of all successful working relationships are two essential characteristics: trust and commitment. To demonstrate their trustworthiness and commitment to customers, progressive suppliers periodically provide evidence to customers of their accomplishments.” (Anderson, Narus, 1998)
      To maintain the relationship live with the customers, it is good to keep them updated and maybe send them an email periodically just to let them know about new products or services, maybe new accomplishments, and so on. 
       For example, in this man suits shop, there are customers asking in January about the linen suits that are supposed to come in around springtime. All the employees are aware of the range of new suits coming in, but they don’t know the exact date, so they offer the potential customers the possibility to be updated by email when the suits are coming in store. 
    So, if the CRM process is done right, using the right software to protect the data, then the business is likely to achieve what they wanted to achieve. A better customer service, because being close to the customer and interacting with him, trying to give him the best customer experience will be improved by knowing more about him, giving the customers exactly what they want, because the business has collected the right data and made their research in regards to that, also selling more effectively and close deals faster gives the employee time to welcome new customers. 
    For example, in the same suits shop, if an existing customer walks in and the employee already knows his sizes and the type of suits he prefers, the selling process is easier and quicker, and when asking what is new, the employee will not show him 6 suits, but will show him 2 and will give the customer the right sizes to try on to see which one fits him better.
“With an effective CRM strategy, a business can increase revenues by:
providing services and products that are exactly what your customers want;
offering better customer service;
cross selling products more effectively;
helping sales staff close deals faster;
 retaining existing customers and discovering new ones.” (Wailgum, Fruhlinger, 2018)

[bookmark: _Toc134306589]Customer life cycle 
“The customer life cycle is the total time that the customer is engaged with your company from the customers experience and viewpoint.” (Kincade, 2003, p.45)
    From Judith’s Kincade point of view, customer life cycle has four stages and regardless the time the customer spends with the business, he will explore these four steps.
    The first step is called consider, when a person needs something and starts looking for alternatives.
    For examples, where this suits shop is located there are three more similar shops, so when a customer first goes in one of them, they will want to have a look around all the shops and then decide where he wants to purchase from. 
    The second step is purchase. After exploring all the alternatives, he finally decides where to buy from.
    The third step is set up. After purchasing, the customer tries the product to make sure he made the best choice and is satisfied.
    As an example, for this step, from the same suits shop, after a customer bought a suit, the satisfaction of receiving compliments when he wears it make him think again that he made the best choice.
   And the last step is use. So, after using the product and being completely satisfied the customer will come back for an upgrade. On the other hand, if the customer is not satisfied with the product than the life cycle ends because he will be looking for a better product or service elsewhere.
[bookmark: _Toc134306590]Customer centrality
“Customer centrality is the view that the customer's needs, wants and predispositions must be the starting-point for all decision-making within the organisation.” (Blythe, 2009, p.3)
The purpose of most organisations is to serve customers to make profit, so every business should focus on the customer as being the centre of everything they do.
The idea is that every business should focus on finding the customers needs and filling them, or trying to make a product or deliver a service that satisfies these needs, instead of making things to sell them.
[bookmark: _Toc134306591]Customer satisfaction and customer loyalty
A brief definition for customer service, found in “How to measure customer satisfaction” is “Customer satisfaction is a measure of how your organisation’s ‘total product’ performs in relationship to a set of customer requirements” (Hill, Brierley, 2017, p.7). As simple as that, when a customer requires a product or service having his specifications on how that should be exactly, if the business can offer the exact product/service that the customer will be satisfied. Having the drive to achieve more and going the extra mile, giving the customer more, exceeding the customers expectations can differentiate a business from its competitors and transform the satisfied customers in loyal customers.
“When consumers are empowered by a multitude of choices, ready access to information about those alternatives, and low costs of switching from one company's product to that of a competitor, the customer is king. Companies that fail their customers lose them.” (Fornell, 2007, p.36)
As stated above, it will always be a battle between competitors, because having so many options in all sectors, customer satisfaction matters so much. If a competitor will offer better customer service or anything else that the customer might value more, they can easily swap and go with the competitors.
After some research, according to Hill, Roche and Allen, “customer satisfaction is the main driver of the real goal of customer loyalty” (Hill, Roche, Allen, 2007, p.6) but they also mention the fact that even satisfied customers might choose another business or similar product if they are not highly satisfied. 
As Christopher Daffy said in one interview, for a company to deliver great service it has to make the process work inside out, it is not just the surface that is important, but the whole process itself, the first step being delivering great service internally, from managers to employees and then delivering great service focused on customers.
For example, in this shopping centre where the suits shop is located, there are four shops that sell suits. It is hard to keep the customers highly satisfied, but making great effort, the employees managed to win some incredible loyal customers by offering great customer experience, best fittings, having the possibility to do alterations or to order the right sizes if not available in store.
To differentiate loyalty to habit companies should try to combine the emotional with the rational so then the customers will buy the product on an emotional basis but rationally will appreciate the quality of the product realising that they need it. Still, having customers who buy from a specific company as a habit is not bad, but having loyal customers is better because habits can change but loyalty is based on emotions. (Shaw, Hamilton, 2015, p.101)
The Kano Model 
The Kano Model was developed in 1980s by Professor Noriaki Kano and it is based on differentiating the attributes or qualities that a product must have, the ones that the customers want and the ones that will make a big difference and gain the company a high level of satisfaction that might lead to loyalty. This model is used to organise and prioritize activities to be able to reach the highest level of customer satisfaction. Even using this model and making all the improvements, not all customers are the same and there will always be more room for improvements. 
The threshold line is represented by the features that the product must have, they obviously should be there (for example the jacket of a suit must have sleeves and buttons), the performance line shows the quality of the product (for example the quality of the fabric the suit is made of) and the excitement line includes all the features that the customer is not asking for but he is excited about and makes him even more happy about the product (for example a hidden pocket in the trousers pocket, adding an extra button to the trousers for the possibility to adjust the trousers waist if they lose/gain weight).
[image: ](Prasad, 2015)
Another helpful model to follow when it comes to prioritising is Moscow Model developed by Dai Clegg in 1994. It is based on four types of attributes of a product: Must have, should have, could have, and won’t have. These attributes can easily be personalised by speaking to the customers because they all have their own needs and different perspectives. For example, when ordering a suit the specifications will always be different from one customer to another, one order can be: must have: double breasted jacket and be navy;(this is the most important part of it and the customer will not buy the product if different) should have: the same colour waistcoat; could have: an extra pocket on the inside of the jacket (it is not a must but if it is there the customer will not be bothered); won’t have: the trousers in a short length leg (the customer will not accept it).
If in the past people used the term customer service, now the most valuable is the customer experience. It is more complex and involves the emotional part more than just selling a product or service. As Matt Watkinson wrote: “the experience is not about what something does, it’s how it does it. It’s not what the features and functions of the product or service allow us to do, it’s how it makes us feel.” (Watkinson, 2013, p.8)
So, if emotions add value to a product or service let’s have a look at this hierarchy of emotional value pyramid. (Shaw, 2017)
[image: ](Shaw, 2017)
As illustrated at the bottom of the pyramid, the destroying cluster is represented by the things that destroy the value and make the customer go away and search for better alternatives. If a customer feels stressed, unhappy, disappointed, hurried, or neglected, his emotions are going in a negative area, and he will not purchase anything from the company. As an example, a customer walked in the suits shop and one of the employees approached his within 30 seconds to kindly ask how his day was and if there is anything he can help with. The customer was pleased and asked to be measured because he wanted to buy a suit and after a couple of minutes of conversation the customer told the employee that he was in all the other suits shop, but he left because he felt ignored, no one even said hello to him. He confessed that he received the best customer experience he had in many years, after purchasing the suit.
Going up one step, there’s the attention cluster, when the customer is interested , indulgent, stimulated, energetic and exploratory, the perfect time to be approached and further on to take them higher in the hierarchy on the recommendation cluster where his trust can be earned, he is focused on the subject, he feels safe and being cared for is all he needs to have his emotions fed. This is the stage where long term value is met, and customer loyalty is easy to reach. The top of the pyramid is the advocacy cluster when the customer is happy and his needs have been totally satisfied.
[bookmark: _Toc134306592]Quality
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When it comes to quality, the Deming Cycle is teaching how to organise so well to achieve the desired targets.
It has four big steps which have to be follow in order to succeed. The first step is “plan”. So, first thing is to get all the people involved to understand what quality is for the company, what the company needs to achieve and what are the steps to be followed to reach the target.
The second step is “do”. Start implementing the plan and put everything you’ve learnt in practice, being focused on the target.
The third step is “check”. Making sure everything is going in the right direction, as planned, otherwise point out what can be improved.
The last step is “act”, the final step where improvements can be done in case anything goes wrong across the process.
In any business, besides the best customer experience, the quality is essential.
The Juran Trilogy also called Quality Trilogy, presented by Dr. Joseph M. Juran in 1986, speaks about quality in three universal processes. 
First process in represented by quality planning which means that all the activities should adhere to the vision, mission, and goals of the organisation to make sure that the customers needs and requirements are met. 
For example, in the suits shop, the manager gets all the employees around the table once a week to discuss about the targets, if they have been achieved the previous week and the targets for the following week, also reads the customers reviews and/or complaints to try to find a solution for the complaints or to motivate the employees to keep going the extra mile for the great reviews.
The second process is quality control, the periodical checks that should be done to make sure about the products quality to meet the standards. 
For example, in the suits shop, the quality of the products are very important, the customers value the quality of a well-tailored suit, so all the suits are being checked when received in store and if any of them are faulty they are being sent back to the tailor.
The third process, a very important one to keep up with the market is the quality improvement which requires focus and research to improve, to create a more accurate and adequate product to meet the customer standards and needs.
For example, in the suits shop, being trained to offer excellent customer service, getting to know the customers and listen to them needs, a quality improvement done lately was producing non-iron shirts, being very helpful for the people wearing them daily. Since they brought them in store, the shirts sales increased by 35%.
According to the research (vanguard consulting ltd, 2015) there are nine parts to Juran’s Quality Route Map as followed:
-identify who your customers are (example from the suits shop- age range 18 to 90 years old, men)
-determine the needs of the customers (example from the suits shop- the customers want good looking professional and smart outfits for special events or work)
-translate those needs in your language (example from the suits shop- good quality at the reasonable price)
-develop products that respond to those needs (example from the suits shop- good quality suits at outlet prices)
-optimise the products so they meet both, the company’s needs and customers need (example from the suits shop- customers get nice suits at a reasonable price, company pays outlet price when purchasing the suits from tailor)
-develop a process able to produce the product (example from the suits shop- working on employing more tailors and pay just for the material to sew the suits locally)
-optimise the process.
-improve the process under operating conditions.
-transfer the process to operations.






[bookmark: _Toc134306593]Conclusion
[bookmark: _Toc456901523]In conclusion, customers experience is a very complex subject. There are so many steps in achieving the excellent customers experience but the most important thing is the focus on the customer, putting the customers in the centre of everything a business does, thinking in the perspective of a customer and making sure the quality of the product or service is up to the standards will help any business achieve the desired results.
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