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Understanding and Engaging in the Customer Experience










1. Critically analyse the factors that influence Afro Gourmet Cuisine’s ability to maximise customer value
1.1 Introduction and Definitions
Afro Gourmet Cuisine (AGC) is an African restaurant that serves the public meals or refreshments in exchange for money.  The meals are generally served and eaten on the premises even though it also offers take-out and food delivery services. 
Customer value is the satisfaction or perceived satisfaction that a customer experiences (or expects to experience) by taking a particular action relative to the cost of the action taken.
The given action is commonly seen to be a purchase, while the cost usually refers to anything that the customer must let go in order to receive the desired satisfaction, such as money
This definition suggests that there are two aspects to customer value,
· Desired value, which refers to what customers desire in a product or service and
· Perceived value, which is the benefit that a customer believes he or she received from a product after they’ve purchased it.
In summary, customer value is the return on investment a customer experiences on taking any action associated with a brand.
Customer value can be examined at different levels. At a low level, customer value is seen as the components of a product that a customer perceives to receive value from. At a higher level, customer value can be viewed as the emotional payoff and achievement of a goal or desire. 
1.2 How to maximize customer value
 Maximizing customer value is the set of techniques and steps used to lure customers into increasing their frequency and the length of time they remain active customers of a business.
For a customer to remain with a company for a long time and continue to buy from it, the company has to provide the customer with the products or services they seek, at competitive prices and with exemplary customer service.  
The model used to maximize customer value is based on the company’s competence in their ability to gather data as a means of creating personalised communication with customers to keep them engaged and loyal. These are the pillars of every value maximization strategy:
1. Customer segmentation – It is important to group customers into segments and address individual customers based on actual behaviours. 
2. The company should track customers’ overtime instead of just determining in what segments customers are now without regard for how or when they arrived there.
3. The ability to accurately predict future customer behaviour. One should always use predictive customer behaviour modelling techniques – instead of just looking in the rear-view mirror of historical data.
4. Customer lifetime value (LTV) should be calculated and decision making on customers should be based on it and not just on the short-term revenue that a customer may bring the company.
1.3 Maximisation of customer value
As defined in 1.2 above, Customer value maximization (CVM) is the set of measures and methods used by companies to lure customers to increase the number of times they transacted business, and to increase the length of time they stayed active customers of a business. 
To maximize customer value, here are five steps that AGC took;
· Understanding what drives value for AGC’s customers
In order to understand the driving force of value for customers in AGC, the company had to get statistics in order to understand what was important to its customers and what opportunities they had to help customers. To achieve the above the customers had to be talked to, surveyed, and their actions and reactions were monitored closely. 
· Understanding AGC’s value proposition
The value customers receive is equated to the benefits of a product or service minus its costs.  AGC had to take into consideration how much of customers time was devoted to buying or using their product or service.
· Identifying the customers and segments where AGC could  create more value relative to competitors
Different customers have different perceptions of value relative to your competitors, and these perceptions are based on geographic proximity, or a product attribute that one segment may find particularly attractive and another may not. The fragmentation of customer value is one of the primary reasons for segmentation. When AGC began to identify groups of people with shared values it had to start creating products and messages accordingly.
· Creating a win-win price
AGC had to set a price that allowed customers to receive value but also maximized their “take.” This was done because satisfied customers that perceive a lot of value in a company’s offering are usually willing to pay more, while unsatisfied customers will leave, even if the prices are lower. 
· Focusing investments on AGC most valuable customers.
AGC had to disproportionately allocate their sales force, and their marketing cost towards the customers and segments that best served and provided the greatest value in return. Also, AGC allocated its growth capital toward new products and solutions that served their best customers or could attract more customers that were similar to their best customers. 
1.4 Importance of maximising customer value
The most successful companies are said to deliver the value that customers are willing to pay a profitable price to receive. Customer value allows a company to deliver satisfying value to both its customers and its shareholders. Customer value is the only thing that successfully links the customer, the company and all the shareholders together.
 With the above in mind, the actual steps taken to deliver customer value should be considered as a must for both employees and employers considering the fact that the customers should be viewed as the most important possessions any business can acquire. Developing a strong bond with customers create loyalty which in turn leads to high customer retention rates. For that reason and as Johnson and Weinstein (2004) state, value driven marketing strategies aid organizations in the following areas “understanding customer choices, identifying customer segments, increasing competitive options, improving service quality, strengthening communications, focusing on what it is meaningful to customers, and building customer loyalty amongst others.” 
According to Johnson and Weinstein (2004), maximising customer value is important for the following reasons
· Understanding customer choices
 A customer is generally believed to be an individual who recognises a need or desire, purchases it, and then disposes of the product somewhere within the three stages in the consumption process.
 Customer behaviour is defined as the study of the consumer and the exchange processes involved in acquiring, consuming and disposing of goods and/or services to satisfy their needs and desires (Linehan, 2008). In other words, customer behaviour and choices is influenced by lifestyle, personality, knowledge, motivation, attitudes, beliefs, and feelings. Linehan (2008) also suggests that the behaviour of a consumer has three activities; acquisition, consumption, and disposition. Acquisition being the activities leading to the customer actually making a purchase, consumption is how, where and under what circumstances the customer will make use of the product, and disposition being the action by which the customer disposes of the products they have consumed.
· Identifying customer segments
Customer segmentation is the practice of separating customers into groups of individuals based on similarities such as age, gender, interests and spending habits. The main reason for segmentation is to make marketing to the different groups, more appropriate and effective. Segmentation enables companies to better customise their marketing efforts to suit various audience subsets.
 Segmentation is very important because;
1. It facilitates the creation and communication of marketing messages that may target specific groups of customers, but not others. This is because each group receives messages that are tailored to its needs and interests.  It also helps with selecting the best communication channel for the segment, which might be email, social media posts, radio advertising etc. 

2. It helps with the identification of ways to improve existing or new products, as well as improving service opportunities.

3. Customer segmentation helps to establish better customer relationships.

4. It enables a company to focus on the most profitable customers.

5. It Improve customer service and

6. Increasing competitive options

7. It helps with improving the quality of service given to the customer

8. Amongst all other things, it builds customer loyalty. 
1.5 Drivers of customer value
Customer value drivers are those things which can be added to a product or service to increase its value to consumers. These differentiate a product or service from those of a competitor and make them more appealing to customers. The greatest benefit of a value driver is that they provide competitive advantage to a company’s technology. 
Customer value drivers are very important as they make a company’s products appear better than those of their competitors’. By creating as many value drivers as possible, a company will further influence customers to purchase their product. 
Some customer value drivers that were essential for AGC to cultivate are listed as follows; Product function, Points of differentiation, quality of customer service, good marketing skills, branding, unbeatable prices, and good existing relationships with customers.
2. Identify the systems that support AGC’s quality processes and provide critical understandings of the extent to which you think those systems are effective in meeting customer requirements.
2.1 Definitions and explanation of terms used.
Quality can be defined as a subjective term that conventionally means that a product or service meets the expectation of its end-users.
It basically defines what is required, and how it can be attained. The definition of quality given above suggests that the realm of quality has changed rapidly from just manufacture, to a number other disciplines including finance, information technology, and human resources. 
It is imperative that quality be managed. To manage quality the grade of products and services that are being developed has to be controlled. This is done in order to assure the quality of completed products or services as well as to continually improve quality so as to remain competitive in the global marketplace.
On the other hand a Quality process or Quality Management Process is a set of procedures that must be employed to make sure that the deliverables produced by a team are "fit for purpose". 
The International Standards Organization (ISO) 9001 standard identifies such processes to be;
· Purchasing, 
The activity of obtaining goods or services to achieve the goals of an organization.
The major objectives of purchasing are to 
1.  Maintain the quality and value of the products of a company
2.  Reduce the amount of cash tied-up in inventory, 
3.  Sustain the flow of inputs to maintain the flow of outputs, 
4.  Make the organisations competitive position stronger.
 Purchasing may also involve
a.  Developing and reviewing product specifications,
b. Receiving and processing of requisitions
c. Making adverts to encourage bids,
d. Evaluating bids 
e. Awarding supply contracts,
f.  Inspecting good received, and
g. Ensuring the appropriate storage and release of goods. 

· Order processing 
Order Processing is the process of selecting, packing and delivering of picked items to a shipping carrier.  This process is generally carried out distribution centres and involves the following steps;
1. Picking
This is the collection of agreed number of items before shipment, in accordance with customers’ orders. I would like to identify three typed of picking. 
a. Piece picking- When the orders are picked one item at a time, it is known as piece picking. 
b. Case picking- A case as a whole is picked instead of a single item.
c. Pallet picking- Here, the whole order is picked as a unit and shipped to the customers.
2. Sorting 
Sorting refers to the picking of articles or items according to their, type size or destination etc. depending on the orders placed by customers. 
3.  Package formation
This is the process of pricing, labelling weighing and putting items in appropriate packaging. 
4. Consolidation
This is the final step where the packaged items are consolidated and loaded in to the container for transportation to the customers.
Certain factors listed here below need to be considered in designing an order processing.
a.  Nature of the product- the shipping of vegetable and the shipping of clothes needs two different processes.
b.  Nature of the order- Some orders are considerably larger than others. Shipping few kilograms and shipping huge tons of products are two different things.
c.  Nature of shipping package- Shipping breakable contents and non breakable contents require different processes.
d. The availability labour also affects the processes. If labour is not available, then the processes need to be automated.
e. Order process changes with seasons because the demand of some products changes with season.  
 To keep AGC going, it is very necessary that our customers get their food order placed on their tables or delivered to their houses on time and in good condition. Doing this will make the customers happy, and keep them coming back.
It should be noted at this point that Quality processes and procedures are part of AGC’s Quality Management System.
ISO 9001:2015, the international standard that specifies requirements for quality management systems, is the most acceptable approach to quality management globally.
Other standards related to quality management systems include the rest of the ISO 9000 family (including ISO 9000 and ISO 9004), the ISO 14000 family (environmental management systems), ISO 13485 (quality management systems for medical devices), ISO 19011 (auditing management systems), and ISO/TS 16949 (quality management systems for automotive-related products).
2.2 Establishing and implementing a QMS
Before AGC could establish a quality management system, it had to first of all identify and manage various connected, multi-functional processes to help ensure that customers had satisfaction. Its QMS design was influenced by its varying objectives, needs, products and all services provided. This structure was solely based on the Plan-Do-Check-Act (PDCA) cycle and allowed for continuous improvement to both their food products and the QMS. The basic steps listed below were used to implement a quality management system for AGC. 
· Design
· Build
· Deploy
· Control
· Measure
· Review
· Improve
                                         
                                       QMS – Design and Build
The design and build portions of AGC served to develop the processes, the plans for implementation and the structure of a QMS. It was the role of the senior management to oversee this process to ensure that the needs of both AGC and its customers the organization and the needs of its customers continue to remain the driving force behind the systems development.

                                          QMS – Deploy
Each process was broken down (granular fashion) into sub processes and the staff were educated on documentation, education, training tools, and metrics. An intranet system was used by AGC to assist in the deployment of quality management systems.

                                           QMS – Control and Measure
Control and measurement for AGC were dependent on size, potential risk, and environmental impact and were largely accomplished through routine and systematic audits of the quality management system. 

                                               QMS – Review and Improve
Review and improvement deals with the details of how the results of an audit are handled. The aim of this procedure is to determine the effectiveness and efficiency of each process toward its objectives, to communicate the results obtained to the staff of AGC, and to develop new best practices and processes based on the data that was collected during the audit.
All the element of a quality management system should help with the achievement of the overall goals of meeting both the requirements of the customer and those of the organisation. Quality management systems should address the unique needs of an organisation; however, there are elements to be addressed that are common to all organisations, including AGC and include:
· The quality policy and quality objectives of AGC
· AGC’s Quality manual
· Procedures, instructions, and record perculiar to AGC
· Management of data
· Internal processes
· Customer satisfaction from food quality and
· Opportunities for improvement
2.3 AGC’s Principles of Quality Management Processes
For Quality Management Processes to be effective in AGC, it had to follow some of the principles listed below.



1. Customer focus
AGC established a customer focus by trying to understand and meet their customers’ current and future requirements and expectations.
2.  Leadership
We have succeeded so far because we have established and maintained an internal environment in which our employees can become fully involved in achieving the unified objectives of AGC.
3.  Involvement of people
We have also retained competent employees, encouraged continuous enhancement of their knowledge and skills in how to handle customers, empowered them, and encouraged them to engage with customers and recognise customers who have 
4. Continuous improvements
AGC, over the years has maintained current levels of performance, responded to changing conditions, and continues to identify, create and exploit new opportunities. By so doing we have established and sustained an ongoing focus on improvement.
5.  Factual approaches to decision making
We are making good progress because we have succeeded to establish an evidence-based decision making process that involves the gathering of information from different and divers customers, objectively analyzing the information acquired to use for improvement purposes.
6. Mutually beneficial supplier relationships
AGC believes in carefully managing its relationships with suppliers and customers alike as this has helped them to nurture positive and productive involvement, support and feedback from these two entities.
2.4 The benefits of Quality Management Systems for AGC
 Implementing a quality management system benefited every aspect of AGC.  
Meeting the customer’s requirements, which helped us to inculcate confidence in the organization, which turn led to more customers patronising us, bringing in more sales, and more repeat business.
These benefits offered additional advantages, such as helping to communicate a readiness to produce consistent results, preventing mistakes, reducing costs, ensuring that processes were defined and controlled, and continually improving what we had to offer. 
This process helped AGC to start off on the right foot because it helped our company ensure that every process met recognised standards, helped us to clarify our business objectives and enabled us avoid expensive mistakes and ultimately giving our customers the satisfaction they deserve.
AGC benefited greatly from these quality processes because they enabled us to;

1. Achieve greater consistency in the activities involved in providing quality food products and services to customers
2. Reduce expensive mistakes
3. Increase our efficiency by improving our skills in time management and the use of resources
4. Made us focus and improve customer satisfaction
5. We were able to market our business more effectively
6. Manage growth more effectively by making it easier to integrate new customers and employees to suit their needs.
7. Constantly improve on the time it takes to process our food and also improving the quality and taste of the food.

2.5 Effectiveness of QMS on AGC
A quality management system (QMS) is defined as a formalized system that records processes, procedures, and responsibilities for achieving quality policies and objectives. A QMS helps coordinate and direct an organization’s activities to meet customer needs and regulatory requirements. The whole reason for a QMS is to improve its effectiveness and efficiency on an ongoing basis.
Quality management systems serve many purposes, as we have already seen above including to;
· Improve processes
· Reduce waste
· Lower costs
· Facilitate and identify training opportunities
· Engage staff and 
· Set organization-wide direction
Conclusion

The ability to identify the value of a product or service for one’s customer has never been more emphasised. To persuade a customer to concentrate on total costs instead of on acquisition price, a supplier must have an accurate insight into what its customers value, and would value. The first step to increasing competitive advantage is to understand the value you are currently providing to your customers. This is vital to the success of an organisation and must be evaluated honestly. The fact that each customer has their own preference in how they measure value based on their individual wants and needs should never be overlooked. If your staff can truly understand the expectations of customers, consistently meet or exceed them, your potential for growth will be greatly enhanced. Every organization’s ability to create value for their customers is greatly determined by how well the organization makes full use of the key drivers illustrated below.      
  Customer Identification
Customer satisfaction (CSAT) is a standard criteria used to quantify the degree to which a customer is contented with a product, service, or experience. This criteria is usually calculated by utilising a customer satisfaction survey that employs a five to r seven-point scale on how a customer feels about, purchase, or an overall customer experience, with answers ranging from "highly unsatisfied” to "highly satisfied" to choose from.
If you fail to measure customer satisfaction, you will also fail to identify unsatisfied customers who could potentially leave a negative customer reviews on your product or services. 
1. CSAT helped AGC to identify unsatisfied customers.
By analysing unhappy customers' feedback or making changes to your food products and our customer service we were able to make them happy. Make made sure we carried out CSAT surveys, analyzed and acted on negative customer feedback, irrespective of how tough it was to hear, as our top priority in order to prevent unsatisfied customers from churning or leaving negative customer reviews, as well as warning against our food quality to friends and colleagues.
2. CSAT helps you identify happy customers.
To identify happy customers who are satisfied with our product and/or service we had to prioritize our customers. Hence the slogan “the customer is always right”. One of the key ways we used to identify and activate successful customers was to request customer feedback. This helped us to identify your satisfied customers.
These customers are the ones who will do the PR work to their friends and family, and they'll refer new customers thereby growing your business faster than sales and marketing, at no cost of customer acquisition..
3. CSAT helps you forecast and work proactively.
Without measuring CSAT, it’s hard for customer success teams to plan and develop a list of priorities. 
Customer satisfaction is important because it helps you solve problems, prevent churn or negative feedback and reviews, and identify happy customers that can become your advocates and public relations officers at no cost to your company.

                    Customer Expectations
“One customer well taken care of could be more valuable than $10,000 worth of advertising”.  Word of mouth method of advertisement is still trusted more than any advert. That is why successful companies take customer service very seriously. In fact instead of making it a department, they rather consider it to be every ones job.  It goes without saying that if you don’t take your customers seriously; chances are that they won’t buy.
Jerry Gregoire, says “The customer experience is the next competitive battleground”.
Companywide commitment, genuine friendliness and understanding the customer experience are what matters. “That shows the difference between offering a great experience and selling a commodity and that difference turns into real dollars”, Gregoire concludes.
In order to achieve higher levels of customer satisfaction it is necessary to meet customer expectations. Fulfilling customer expectations does not only create value but also attracts more consumers. 
Once our customer expectations were identified and defined we had to come up with a value proposition to fulfil them.  It was necessary to establish a performance measurement system that assisted us in the process of delivering value to our customers. 
As emphasis understanding what customers expectations are in terms of value in a product or service and delivering it to them must be a priority for every company. In doing so, we must also take into cognisance hoe the different stakeholders perceive value. Above all we should note that a happy customer does not only come back, bur brings other customers. 
To achieve all the above mentioned so far we had to use a Quality Management System, QMS.
The term "Quality Management System" and the acronym "QMS" were invented in 1991 by Ken Croucher, a British management consultant who was at the time working on designing and implementing a generic model of a QMS within the IT industry.
In summary the Quality Management System (QMS) for AGC was a collection of processes focused on consistently meeting customer requirements and making sure to increase their rate of satisfaction. We had to align our QMS with our purpose and strategic direction (ISO9001:2015). 
We realised that early quality management systems helped us lay emphasis on predictable outcomes of our food processing style, using simple statistics and random sampling. 
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