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Introduction
In this report there will be a critical analysis of the factors that impact on the authors organisation’s ability to maximise customer value. 
It will also critically assess the ability of the organisation’s quality processes and their effectiveness in meeting customer requirements.
As part of this analysis, it will take a look at different theories behind customer behaviour and why customers choose particular products and services over others.

[bookmark: _Toc108274023]Section 1: Factors that Impact an Organisation’s Ability to Maximise Customers Value
[bookmark: _Toc108274024]What is Customer Value?
To assess how a company can maximise customer value the first step would be to define what customer value is. However, there is more than one way to define customer value.
One way is to break value down into two categories, Desired Value – what the customer wants, and Perceived Value – the benefit the customer believes they have received after purchase. 
Or to quote Woodruff, “A customer perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations” (Woodruff, 1997).
In other words, a customer has an expectoration of a need being met by making a purchase verse the actual benefit gained by that purchase.  
Another very similar definition of customer value is “the satisfaction a customer experiences or expects to experience, through a given action relative to the cost of that action”
This definition adds the cost as a factor of the perceived benefit. This adds choice especially when they can compare similar products and prices when deciding.
Therefore, we can simplify these definitions of customer value to an equation of:
Customer Value = Benefits – Cost (CV=B-C)
[bookmark: _Toc108274025]Understanding Customer Experience
Establishing what customer value is becomes more complicated when you consider that the value is different from one customer to another. For this reason, it is important understand how the customer experience plays a vital role in customer value.
There are many benefits to consider.
· Product Quality
· Advantages of Ownership
· Image
· Brand/Brand Association
· Experience
· Success from product use/service
· Access to Goods/Service
· Long Term effect
It is important to understand what drives value for your customers and to categories the different customer types based on their values.
This will in turn help make products and services easy to buy as you will know how the customer likes to shop and help improve the brand as you know what image your customer will respond to.

In order to understand the customer experience effectively it is necessary to critically evaluate what customers experience by recognizing assumptions, evaluating arguments and drawing conclusions, or using the RED model in short.
A popular evaluation process is called Customer Relationship Management or CRM. It focuses on the relationships and interactions with customers and analyses customer data and history to develop and improve relationships with customers.

[bookmark: _Toc108274026]Customer Expectation
It is important to keep up with shifting customer desires to be able to respond to changing markets. Customer demands change over time and identifying what customers value is crucial for continued growth and maintaining a competitive advantage. (Paltayian et, al, 2017)
For example, over the past decade a high number of new e-businesses have emerged disrupting industry and setting new customer expectations (Cristofaro, 2020). People now expect in day tracking of deliveries and engineer appointments, which is one area the authors business has not kept up with leading to complaints.
Engineers are now expected be signposting their arrival to customers like an Amazon delivery would for example.
With more people buying online a strong CRM is expected as a customer value to attract new customers as a lot of perceived benefits can be analysed by the customer prior to purchase (Payne, Frow, Steinhoff & Eggert, 2020).
It is important to understand what a customer expects from a product or service and to predict any change in these expectations. If a business takes their eye off of the ball and customer expectations change then the customer can become disengaged, and this could lead to loss of customers and make it difficult to acquire new customers especially if market competition is providing what the customers actually want and expect from a product or service.

[bookmark: _Toc108274027]Customer Engagement
Customer engagement is vital for the reasons mentioned above. To keep customers engaged is an ongoing process and is therefore not something that happens by accident.
The decisions a business makes must reflect market demand and predict future trends of customers to remain relevant. It is important to predict the behaviour of large groups of customers in order to stay on top of customer demand, customer expectation and customer engagement.
In order to fulfil this purpose, it is vital to do market research to gather information and also to identify opportunities, as well as potential problems. 
For example, research into how other companies managed their appointments/deliveries would have made the author’s company aware that tracking is now being used by a lot of companies during deliveries and as such the expectation of customers will now be raised when arranging a timeslot for an appointment. 
This would have avoided the disappointment that customers experience when they are unable to get an in-day update on the whereabouts of their engineer, which has led to a perceived bad customer service experience for many.
There are many different segments to market research such as internal customers, competition, social media, and technology research. The more areas of research that are undertaken, the broader perspective a company will have (Macdonald, Wilson & Konus, 2012).
To keep a customer engaged and loyal a company must use the insights they gain from market research as most markets are extremely competitive and there are nearly always options for customers to leave (Burns & Bush, 2010).
One of the easiest ways to measure customer satisfaction is to ask the customers directly, (Suster Erjavee et al., 2016) and this often takes the form of some type of survey which asks if they would purchase or use the product/service again and if they would recommend it to friends or family.
The most important reason for customer engagement and the main reason a company engages heavily in customer satisfaction is to foster long-term customer loyalty (Gricar & Bojnec, 2013).
Satisfaction does not relate only to product quality though, it also is affected by the general shopping experience and expectations (Wen wu, 2006), therefore it is important to pay attention to all these factors.
Carefully managing customer satisfaction is actually an investment and is as important as any other strategic or financial decisions made by a company. In other words, satisfaction and customer engagement influences the return on investment and profitability of a company which is backed up by studies such as Anderson et al., 1994; Omachonu et al., 2008.
As such, it is important to have a model to measure customer satisfaction. One such model is the Kano model of customer satisfaction which was created by the Japanese professor Noriaki Kano. He posits that a product or service must do three things:
· Meet basic attributes
· Maximise performance attributes
· Include as many excitement attributes as possible
These parameters are used for analysing customer needs and determining product requirements and can therefore determine the customer expectations regarding the product or service (Chen & Chuang,2008; Kano model analysis, 2014; Kano et al., 1984; Spool 2011).
By using the three categories (basic needs, performance needs and attractive needs) the model can plot a visual graph using an x and a y axis to plot whether the customer needs were met and to what extent.
The x axis is used for the product performance or function and the y axis for the customer response to the product.
[image: ]
The model can be used in different ways, but the main focus is to ensure that the product or service is meeting the requirements of the customer.
A measure of the exciters for example could fall over time as the customer gets use to the product and what excited them could become a basic want or even an expectational must in the future.
Going back to the example of tracking engineers and deliveries, no doubt when a customer original had the ability to see where their delivery was at any time by going online and tracking their whereabouts, this would have been an exiting function. However, now it is expected as a standard service when waiting in for a delivery or engineer therefore making companies that don’t provide this seem like they are not providing a must and therefore changing it from a green to a red arrow on the Kano axis.
The Kano model usage therefore needs to be monitored by a company to remain relevant with “delight” and “must have” constantly being redefined. This is not only relevant for customer engagement but also to entice new customers as well (Butori & De Bruyn, 2013)
To critically analyse the engineer delivery system in the authors company it is important to recognise that the assumption made by the company is that their job booking process is sufficient to meet the customers needs. Though this may have been true when the system was constructed the systems at other companies are more advanced and has therefore elevated customer expectation beyond what is currently being provided by the authors company.
As such the company risks being left behind in the marketplace as other companies are offering a more robust job booking system for their customers.
To upgrade their current system the company would need to spend a lot of money to implement new technology that is able to track engineers daily progress and give a more accurate time of arrival for the customer.
Although this upgrade would be costly to implement the author believes not upgrading would be even more costly in the long term as customers will eventually become more and more dissatisfied with the service they are receiving and this in turn would lead to customer migration.
When customers evaluate a product or service, they weigh the perceived benefit against the cost. You can be more expensive verses your competitors as long as the customer feels they are getting value for the extra they are spending. Fixing a price for your product or service can be a lot easier than gaging the customers perceived value of your product.
The price can be calculated based on the cost of providing the service and factoring how much profit needs to be made on top. However, the customer perception requires a company to have the right direction for their future research which requires anticipating what the customers considers valuable now and in the future. This can be dictated by what other companies are developing for the future which may excite their customers initially but will turn into customer expectancy later on.
Therefore, the report would recommend that the authors company research and cost of investing in technologies and processes that would enable the business to provide a more accurate service in this area.
The direction of future research should be based more on customers might consider valuable now and, in the future, rather than being based on what company wants to sell to the customer.
Another recommendation is to monitor what delivery process the market competition are using to continually assess what customers can gain from moving to another company and recognise any opportunity to minimise any benefit for the customer to switch to the competition. Following these steps will help maximise customer value.
[bookmark: _Toc108274028]Section 2: Critical understanding of your organisation’s quality processes and their effectiveness in meeting customer requirements
The first thing to establish when assessing the effectiveness of meeting customer requirements is to determine what the customer actually requires.
It is important that you don’t assume that a customer requires a product simply because that is the product that you are able to provide. In a competitive market it is important to remember that the customer often has a lot of options to resolve problems they encounter, and a successful company would therefore be one that looks to provide the maximum value to the customer by fulfilling more needs than that of its competitors (Bowersox, Closs and Stank 2000).
One way of doing this is by understanding the different decision-making perspectives of a customer. This will give an insight into how different customers but and why and will therefore help adapt an effective process to meet the customer requirements.
Research shows there are three main decision-making perspectives: 
The rational approach is where a customer would research as much information as possible before weighing up pros and cons of a purchase. The authors company has a lot of purchases of this nature as they provide a boiler breakdown insurance. This means that customers often check the terms and conditions to ensure what perceive is covered is actually covered. They then compare what other companies cover to see if it is more suitable, and then they compare prices. After gathering all the information, they make a rational decision on what company provides the best solution.
The behavioural influence perspective is where a customer responds to environmental cues and is more impulsive or emotional. This perspective also yields a lot of customers for the company as customers often buy the breakdown cover in a crisis situation. If their boiler has broken down and they have no heating or hot water, they are emotionally and sometimes physically vulnerable and make a more emotional decision to purchase the insurance. Often, they will not check other companies or compare as their environment dictates a fast and impulsive decision.
The experimental perspective is where the customer has a prior involvement or affiliation and therefore their choice may not be completely rational. A fair number of customers purchase this way having already had other products with the company like energy for example. Their current affiliation serves as security to purchase additional products although this is not entirely rational as there is no guarantee that the company excelling in one area means that they are trustworthy in another.
The buyer process (Lamb, Hair and MacDaniel, 2009) sets out a model that customers often follow when purchasing a product or service. Understanding this model helps to identify if the quality processes in place are effective at meeting the customer requirements.
The 5 Step process is:
· Problem/Need Recognition 
· Information Search
· Alternative Evaluation
· Decision to Purchase
· Post Purchase Behaviour
The information search and decision to purchase is the two area’s that test the quality of company’s processes.
Firstly, the information search tests how accessible the company’s information is. Currently they have a website with all the homecare products listed and explained. It is comprehensive and has things like terms and conditions product features and benefits and prices on. It is easily found just by typing the company name and boiler cover in a search engine. 
However, it can be difficult to navigate and due to the amount of homecare products available it can be quite difficult to navigate. Also, the site is often down and cannot be accessed at all or it fails to complete transactions meaning the customer is unable to tell if they are actually covered or not.
This knowledge is obtained by customer feedback when they call in to resolve their issue over the phone rather than completing it online. Customers often call in because they cannot find what they are looking for or the product they are looking for is not available online.
Another issue is a lot of customers who use boiler cover are elderly and do not use the internet and they rely on contacting the company by telephone. Due to the number of customers the company has, and additional calls generated by online customers struggling to complete transactions online, the phone lines are very busy, and customers often don’t get through meaning a loss in business.
The voice recognition system used to direct calls often does not work correctly causing further issues for customers getting through to the correct department. This causes great frustration and again customers often hang up in frustration.
Therefore, the information search step of the buying process requires an overhaul as its effectiveness is limited.
Secondly, the decision to purchase step of process needs to be made more effective for similar reasons.
Once a customer has decided to purchase online, they are sometimes faced with processing issues. As mentioned earlier the transactions often don’t go through but there is often no indication that has stalled, and customer can leave thinking they have cover. Alternatively, sometimes they don’t receive confirmation that it has gone through and believe they don’t have cover when in fact their account is live, and they simply have no confirmation of this.
Sometimes customers don’t get any message saying that “something has gone wrong please call to complete your purchase”. This is the very least a customer would expect if an online purchase did not complete.
Also, transactions done over the phone can be very slow and sometimes the process does not complete and also sometimes the credit card payment system does not work forcing customers to either call back another day or pay by a different payment method.
Having, highlighted these issues it is worth noting that purchasing over the phone is a lot more reliable than purchasing online. Although both purchasing methods use the same system, the fact that a sales agent is present to resolve any issues means the process can be “mended” over the phone where it cannot online.

[bookmark: _Toc108274029]Improving the Effectiveness of the Processes
To improve the effectiveness of the company’s processes we will use another model that focusses on their quality by breaking down the different factors that effect how well a process performs.
The eight dimensions of quality (Gavin, 1987) highlights the areas that need to be monitored to provide a quality product or service.




The eight areas are:
· Performance
· Features
· Reliability
· Conformance
· Durability
· Serviceability
· Aesthetics
· Perceived Quality
Performance looks at the primary operating characteristics of a product and in this case, it would relate to the service of having an engineer on call to service and repair a customer’s boiler. 
In the main the performance is effective as customers generally get what they pay for however, due to the recent pandemic and industrial action by the engineers themselves some non-emergency visits such as the annual service have been missed.
Although this led to a lot of customer complaints the service levels have returned to normal with the recruitment of more engineers, so the report has no recommendations in this area.
Features looks at the individual benefits of the service and although the homecare range is fairly comprehensive and has different levels of packages the pandemic and recent increase in cost of living has opened up an opportunity for additional packages that suit the current climate.
Currently customers can have a service with a £60 or £0 excess both of which are fairly expensive. The alternative is to have no service with a £99 excess as a budget range, but this only covers breakdowns. As other competitors offer a lower price with a service, customers are saving money by changing to these competitors as they still value the service element of the product.
Therefore, the recommendation of this report is to add a mid-budget product that includes a service but has a £99 excess instead of £60. This way company can offer a lower price but still keep a service as part of the package. This will help meet the changing customer requirements.
Reliability looks at the probability of the product malfunctioning and this directly relates to the online purchasing process which often goes down especially with high traffic volumes. This report recommends the company invest in a larger server or purchase another server and split the energy traffic from the homecare traffic as currently both use the same website.
This would improve the effectiveness of the website and thus meet the customer requirement of a fully functioning website with little or no crashes.
Conformance relates to how much the design meets established standards. Being the largest energy and homecare provider, the company has a great legal team, and all requirements are currently being met. Therefore, the report makes no recommendations in this area.
Durability measures the product life and durability both financial and technical. With this product being an ongoing service with annual price reviews it is well positioned to continue indefinitely. Technical aspects such as engineer equipment and systems are always monitored on an ongoing basis therefore, the report makes no recommendations in this area.
Serviceability looks at the speed and ease of repair. It is important that the company has acknowledged the shortcomings with voice recognition system. As highlighted earlier this system currently is not directing customers to the correct area. The company has changed the system to make it more straight forward and there has also been investment in a new role where expert agents complete whatever tasks the customer wants without needing to direct them to the relevant department.
This report recommends that there is a separate number for this new role and that the number is given to elderly and vulnerable customers who struggle with the voice recognition system the most. By doing this those most vulnerable customers will be able to call and speak directly with a person who will complete whatever task they require. This will help meet the customer requirements as it will split the traffic reducing the call wait times as well.
Aesthetics relates to how a product looks, feels, sounds, and tastes and as this is a service is not really relevant.
Perceived Quality is an intangible perspective of the customer and relates to them feeling the product is valuable or not. The peace of mind of this product is its main value. Knowing someone will come out to fix your boiler in a timely fashion and service it annually to ensure it is working ok gives the customer one less thing in life to worry about. The extent the customer perceive they are receiving a quality service is totally dependant on the other 7 dimensions of quality.



[bookmark: _Toc108274030]Conclusion
This report has mad recommendations that will improve the current processes which in turn will improve their effectiveness in meeting the customers requirements. Although the company like most companies has suffered with the recent pandemic and at one point significantly dropped its standards of service, it can follow the recommendations made in this report to not only return to previous service levels but exceed them by maximising customer value and effectively meeting customer requirements.
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