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[bookmark: _Toc45991041]Introduction

In this assignment I want to research customer value and what factors are involved in keeping customers loyal to a company. I will be looking at other companies and looking at the ways they encourage their customers to return. I will research market segmentation and how decisions are made when marketing products. I will analyse my own workplace and see if there can be changes made to improve customer loyalty and look at what customers think of our products and services, including the company’s customer service. I will critically analyse the benefits of having good customer relationships and how they can be maintained.

1.1 [bookmark: _Toc45991042]Critically analyse the factors that impact on your organisations ability to maximise customer value.

Customer is king. Without customers there would be no business. Customers should be the most important factor in a business and at the centre of everything the business is trying to achieve. Slater & Narver (2000) say that a business should understand its customers to be able to satisfy their needs. The introduction of methods such as loyalty programmes is key to understanding what your customer wants/needs/buys. Tesco.com (2020) is a very good example of this with their Clubcard scheme (Appendix 1). Every individual who shops for Tesco products, food, bank, insurance that has signed up to the scheme will give Tesco key information. Tesco can analyse this information and then tailor special offers for that individual to encourage them to return. Customer value is not just customer service, although customer service plays an essential part, customer value is knowing your customer and letting them know that you know them, this will give them a sense of belonging and encourage them to stay loyal to you. Smith et al (2003) investigated the use of loyalty cards and the outcome was that loyalty cards do not give you loyal customers, peoples shopping habits vary and people can have many loyalty cards for different stores. People are more interested in what they can gain themselves than being loyal to one supermarket. Loyalty card users may even avoid shopping in store in the hope that they will receive ‘we miss you’ offers. Castell Howell or Celtic Coast do not have a loyalty scheme, this is something that we could investigate for the future, but after seeing further research this would not necessarily secure loyal customers. A loyalty scheme would though give Castell Howell information on the customer that they could use to their advantage. 
Customer satisfaction can be beneficial for both the customer and the business. When the customer feels important and is happy with products and services, they will recommend the company to friends and family. They may also write a review on the company website or a site such as google.com (2020) reviews, trustpilot.com (2020), tripadvisor.co.uk (2020) by doing this, their recommendation is available to the public. Castell Howell and Celtic Coast both have sections on their websites and social media pages where reviews can be left. Castell Howell will send literature to their customers through the post. These newsletters will include information on new products and special offers, this is not tailored to individuals or what they buy but generic offers, these newsletters let the customer know that the company is thinking about them.
It is important to use the value pyramid (Appendix 2) to identify if the business can meet the needs of the customer. It is important that the customer has a connection with the product or business. 
Functional – many products available at Celtic Coast and Castell Howell will save time. Most items are prepared and ready to cook. There is a variety of different foods available.
Emotional – The food looks fantastic. The packaging is designed well. Food can hold many memories.
Life Changing – Simple shopping experience. Bulk buying. Change cooking habits and motivate customers to eat healthier.
Social Impact – Castell Howell and Celtic Coast are only available to the public in certain areas in South Wales, although the company is well known all over South Wales. People who have access to shop privately with them feel very important in society, like people who are a Costco member which is only available to businesses or individuals who work for certain companies.
Bove & Johnson (2000) say that a strong relationship that is built between company personnel and the customer is a great way to increase customer loyalty. A great tool used in many businesses is a CRM (Customer Relationship Management) system. CRM systems are used to document all interactions between a company and its customer, these systems are important to build relationships as when a customer phones the employee will have access to previous notes and be able to talk to the customer about previous purchases, phone calls or visits. This allows the customer to feel like the company know them and are interested in them. Ideally the same employee would deal with the same customers but sometimes, due to holidays or sickness leave this is not always possible. Chen & Popovich (2003) say that to use a CRM successfully it is a combination of the employee, the company processes, and the technology, this will help the company to retain customers and secure their future purchases. Bohling et al (2006) say that the tool requires good strategies and leadership from the onset, and it can be a slow process to get the technology working effectively for the company. Castell Howell uses a CRM, it is now well established and is an effective tool, although it is very frustrating when the systems are down, and this is a downside of all technology.
Castell Howell ‘know’ their customers well, they have company representatives, that search for potential new business and they also consolidate the customers that we have already. Many representatives will go to their clients with new products and have a taste test session, this will encourage the customer to buy more products from our range. Castell Howell will often have a food exhibition (Appendix 3), the last one was in the Parc Y Scarlets venue in Llanelli. This is where Castell Howell will showcase their wide range to existing and new customers, this is an invitation only event. All the directors of Castell Howell as well as many of the managers and sales representatives are present, this is a free event where the company interact in an informal way with their customers or potential customers building relationships and making the customers feel that they belong within the Castell Howell family. As well as all showcasing Celtic Coast also has its stand alone shows, these are normally alongside the coastline, Pembrokeshire is an Annual show, while there we will show the public what we do, filet fish and cook them in front of them, give samples and give talks on environmental and sustainability issues. The fish shows are invitation to certain customers but is available to the public. When using all these methods we are aiming to attract new customers and retain all customers, by getting them involved in the businesses and giving away free food and drink, talking to customers and making them feel happy and that they belong.

1.2 [bookmark: _Toc45991043]Market Segmentation.

Yankelovich & Meer (2006) say that there are many different people with many different needs, so it is very important to market products to the right people, in the right way. Market segments may be demographic, age, sex, income. As a trade food and drink distribution company it would be pointless marketing our products to hairdressers, they will not be interested, or if they were, it would be for a one off special event and not the weekly business that would be gained from marketing to a food outlet such as a pub/restaurant/fish and chip shop. It is very important that a business identifies its segments from the start and that they continue to market to that segment, in a way that the segment will receive the information. Marketing to the correct people in the correct way will strengthen the brand.
Castell Howell is a food distribution company who distribute to trade customers in the South Wales area. Their segment is pubs, restaurants, schools, colleges, universities, cafes, and any other sites who have a high number of customers to feed daily. Castell Howell market their products to these customers using T.V adverts, radio, social media, email, telephone, and face to face meetings with company representatives. Castell Howell has not deviated from this segment and as a result has been very successful until March 2020 when due to covid-19 the government forced all non-essential companies to close, this included schools, colleges, universities, pubs, restaurants, and cafes. Castell Howell risked losing thousands of pounds worth of stock (date sensitive) as well as having to make many workers redundant across all the companies including Celtic Coast, they could not afford this potential threat to their business and therefore could think of no other way than to adapt. Overnight Castell Howell became a supplier to the public as well as any trades that could operate, mainly online food delivery companies such as Able & Cole. Castell Howell informed radio stations, local news channels, updated their social media to get the message out as quickly as possible that Castell Howell was open for business and the many essential items that people were struggling to buy in their local shops and supermarkets, such as toilet roll, they had in plenty. This continues to be a success and is keeping the business afloat during these trying times, and it is also continuing to spread the brand name throughout the area, with many new recommendations. Celtic Coast is offering a home delivery service in its local area, and as a relatively new company is starting to build a reliable brand in the area. Once businesses open back up this may cause issues for Castell Howell, they will need to decide whether they can accommodate the public and trade or possibly offend some of the public in their communities by returning to trade only. This will be a difficult decision to make and will require the directors looking at how they could possibly expand the business to be able to keep all the customers happy.
Identifying the market and having interactions with your customers and knowing their needs is very important. Companies need to know which customers to focus on, who is profitable or non-profitable, frequent, or infrequent users. There is no point in targeting an infrequent non-profitable business such as a hair salon, they may have a purchase a year for a special occasion. Time and energy should be given to bigger business such as a restaurant that will give a large profitable order every week.

[bookmark: _Toc45991044]2.1    Critical understanding of your organisation’s quality processes and its effectiveness in meeting customer requirements.

As a food manufacturing and distribution company there are many laws and legislations that need to be followed by Celtic Coast and Castell Howell. All employees at Celtic Coast must possess a food hygiene certificate and follow the processes in keeping the fish safe for consumption, this is checking the quality as it arrives from the supplier, temperature checks, storage checks, correct packaging and storage after packing, correct delivery times and temperatures. If any of these processes are missed or incorrect the food is not safe for consumption and will have to be wasted. We must make sure that the customer is getting the best, fresh fish available. Celtic Coast pride themselves on delivering the highest quality and that is reflected in the price. Fish in the area is available at a lower price, especially for individual customers, they could purchase from the supermarket for a lot less, but it is not as superior as Celtic Coast. Quality is what the products are marketed on, Celtic Coast have a very good reputation and would never send out a sub-standard product. 
Avermaete et al (2004) Say that there is little R&D involved in food manufacturing, using little or no technology and reliant on the skills of the workforce. Celtic Coast use technology for temperature checks and storage in the factory, but there is no Research and Development department, only a highly skilled workforce. The fish trade is not a new idea, it does not change in any way, the fish arrive, it is fileted and cut/prepared, packaged, and dispatched. There is no new research into different flavourings it is always kept the same, unlike a crisp manufacturing company for example where they may change flavours, sizes, thickness, cooking techniques. Other food manufacturing companies can and will look for change, the latest ideas on the market to excite the public, Celtic Coast sell fresh fish, with no additives or preservatives, nothing hidden, just pure and simple. Customers have never requested any adaptations to be made and rely on the quality of the product.
Celtic Coast follow The Food Safety Act 1990, Gov.uk (2020) the food is safe for human consumption, with nothing added and labelled correctly with quantities and dated. This information is available to the customer and will show them the safety standards followed and the quality of the product. Celtic Coast keep all traceability records for the food as a requirement by law. The company is inspected regularly by the local Council and has a food hygiene rating of 5 (Highest), this information is easily available on the internet and it is the one thing that customers look for when using a food business, whether that is a pub, restaurant, café or direct. Customers avoid business with a low hygiene rating and in Wales it is now law to display this information at the premises.
Food packaging is very important, Arvanitoyannis & Kotsanopoulos (2014) say that it is essential that food packaging is tested so that it does not do any damage to the food inside. Packaging can change the quality of the product, it could dry it out, make it wet, change the taste. Celtic Coast vacuum seal all their products, minimising any risk to the food inside, keeping it as fresh as possible so the customer gets the best quality. This packaging can be discussed with the customer at the point of order and the process explained in detail so that the customer will understand the reasons behind the packaging used.
There are now no factors that affect the quality of the product that leaves Celtic Coast, last year there was a change in the delivery of food which caused many problems, this has now been resolved with the introduction of blue ice pads. There could be an issue which would be out of our control, which could be something like a road traffic accident leaving a delivery van at a standstill for hours in traffic, if this was to happen the driver could check the time and not deliver to the customer. Celtic Coasts aim is for the customer to never receive a poor-quality item. If a supplier was to deliver sub-standard items, it would be returned, Celtic Coast would not portion the best bits and hope it was good enough for the customer, they would rather contact the customer and offer them a different product. The aim of Celtic Coast is to produce the best product for the customer, the customer enjoys the product and returns to purchase more on a regular basis.

[bookmark: _Toc45991045]2.2	Analyse the customers experience of the organisation.

Castell Howell and Celtic Coast do not have a loyalty scheme but have loyal customers, 90% of the customers are loyal to Celtic Coast and have been customers for the last 5 years. This is because of the quality of the product, the availability, and the speed it can get to the customer. There is no follow up conversations or aftercare available at the moment, but if there was a problem the customer could speak to Castell Howell with any issues and that would be dealt with by the customer service department, it would then be filtered down to Celtic Coast where any amendments could be made. While researching customer care it may be a good idea if Castell Howell had specific aftercare available, it would be nice to see the positive customer reviews, as many companies are so busy they will only get in touch if there is a negative issue. An e-mail questionnaire annually could highlight positives and negatives and help the company to make changes where necessary. 
Celtic Coast do not deal directly with customers, all phone numbers, and e-mails available go directly to Castell Howell, their customer services will deal with all queries. Castell Howell are on social media and have a Facebook following of over 14000 people, the reviews are 4.9 of 5 stars and the company always reply to every review with a personalised message, this will make the customer feel special and valued, by using their name in the thank you message it makes them feel that they are known to the company and that their purchases are important. Castell Howells google reviews score 4.6 of 5 stars and that shows the customers that they are highly rated, they answer any internet questions promptly and individually, just as they do on social media. Celtic coast do not have any reviews on google, on social media, or on their business page, as it is branded as part of the Castell Howell group, this may be detrimental to the business because if new customers, especially individual customers, research the company they may be put off by the lack of customer interaction.
Castell Howell is based in Wales and the directors and many of the staff speak the Welsh language. This has a great appeal to the community and often business is done in Welsh, this also helps the customers feel that they belong to the Castell Howell family. They pride themselves at being at the heart of Welsh communities, they promote welsh food and local companies, they build relationships that are individual and unique and they want the customer to feel that they are the most important person to them, they never rush customers and always go above and beyond to help.
Lee (2000) thinks that the companies values underpin the service the customer receives, if the staff are working in the correct environment and feel motivated and valued, they will pass that feeling of value on to the customers. Castell Howell has a very good culture and rewards their workforce, the staff feel valued and a part of the team.
It seems that Celtic Coast is sometimes left behind, an afterthought. Castell Howell push themselves and it seems sometimes that they are an add on – customer services do a brilliant job, but it does not seem that they have the specific knowledge that would be required to always deal with customers correctly. Celtic Coast would benefit from its own Marketing and customer service department, this could be done by a few experienced members of staff used for Celtic Coast products and customers only. This person could be based at Castell Howell or Celtic Coast, and they would be able to build good relationships with the customers.

[bookmark: _Toc45991046]3.1	Critically evaluate the benefits and challenges of developing and maintaining good customer relationships.

Garrett (2006) say that loyal customers are the customers that maximise businesses, there are many benefits to having loyal customers, they often ‘buy’ the brand and will be willing to pay the prices offered to them even if they are more expensive than competitors because they would rather have the items/services that they can rely on. Loyal customers will market products and services, often telling friends and family, or making online recommendations. It makes financial sense to keep customers rather than look for new ones. Garrett (2006) believes there are also many tools that will help to keep customers loyal, great customer services, CRM software, marketing and strengthening quality control processes but these alone will not make a loyal customer, it is this combined with the experiences the customer has had and the feeling of importance and being valued, a belonging.
Helton (2010) feels that the culture of the company, the staff feeling valued is how customer service is passed on correctly. The staff member wants to show their customers that it is a great company and that they CARE about them. They care and believe in the products and services they provide; they care about their staff and they care about every individual customer. If a company can build a relationship with the customer, the customer will be happy to return for future purchases. This may mean that highly knowledgeable happy staff play a key role in customer loyalty.
As stated, to build customer relationships can be very dependant on the staff that are employed within the company. Building customer loyalty will start with the company’s employment process, they need to make sure that they employ the right staff and that they are managed and trained correctly. Happy staff will want to help the company grow and will want to make the customers happy and encourage their return and this return business and relationship building will turn into loyal customers. Often there can be an issue with the product, this may be out of the control of the company, but it is how that issue is dealt with that is most important. Helpful staff should be able to turn a bad experience into a good one. These good experiences with companies will be what the customer tells their friends about.
Castell Howell pride themselves on their catalogues and mail shots, this way they are always in the customers mind and the customer feels that they are important to them. This is costly to the company, but it maintains contact with the customer. Sales representatives are also used to maintain relationships, again this comes at a cost, but the benefits outweigh the cost. It is important that the customer feels valued by the company.

[bookmark: _Toc45991047]Conclusion

In this assignment I have researched customer values, what the customer thinks is important and what businesses think is important to their customers. I have applied my findings to my workplace and looked at where improvements can be made. I have researched market segmentation and who my workplace should target and who they should avoid. I have researched customer relationships and how to build and maintain good relationships with customers. The customer is very important to the company and should be made to feel that way.
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