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1. [bookmark: _gjdgxs]Introduction

This report is about engaging and understanding the customer experience. It looks at how businesses can connect better with their customers and improve what customers go through when dealing with them. “Understanding customer experience throughout the customer journey is crucial for firms as customers interact through various touchpoints, creating social experiences” (Lemon & Verhoef, 2016). I will talk about how companies can understand what customers need and want, gather feedback from customers to see how they feel about their experience, and use strategies to make customers happier. I will be looking at Castell Howell, a leading food wholesaler in the UK. By looking at Castell Howell, I can see some real examples of how a company listens to its customers and makes their experiences better. This will help us understand the topic more clearly.

2. [bookmark: _30j0zll]Customer value (cv)
[bookmark: _1fob9te]2.1 Definition of customer value (cv)

When you compare a product or service to other choices, you get its customer value (CV). It's about what people get in exchange for the money they spend. Value for the customer is important because it determines how happy the customer is and whether they will buy from the business again. “Customer value can be defined as the revenue generated from a customer's buying behavior in relation to the costs of marketing campaigns” (Labbi & Berrospi, 2007). To put it simply, customer value is what the customer gets in exchange for what they give up. This includes how good the product or service is, how simple it is to buy, and how the business is in general. People are more likely to be happy and come back if they think they are getting a good deal. “Customer value is influenced by various factors such as perceived value, purchase intention, satisfaction, and switching costs, which are essential for achieving customer value over their lifetime” (Pedreño-Santos & García-Madariaga, 2022).
When you talk about customer value, you need to think about both the clear and less clear benefits. Some benefits are clear, like the features a product has, how long it lasts, and how much it costs. Some benefits that aren't so clear-cut are good customer service, a strong company image, and how the product or service makes the customer feel. A customer might pick Castell Howell because they have good prices, good food, and great customer service, for instance.
In the end, businesses need to give customers a lot of value by giving them great goods and services at low prices and making their experience great. It's important for long-term success to get and keep people, so this helps.
2.2 [bookmark: _3znysh7]Customer engagement value (CEV)

Customer Engagement Value (CEV) refers to the benefits that come from customers actively interacting with a business. These interactions can include purchasing products, providing feedback, referring others, and participating in promotions or loyalty programs. CEV shows how much a customer's engagement contributes to the business beyond just their purchases. “Customer engagement value refers to the revenue generated from engaging customers beyond transactions, focusing on non-transactional behaviors that significantly contribute to customer loyalty and firm value” (Beckers et al., 2017)
By understanding and improving CEV, businesses can build stronger relationships with their customers. This not only increases sales but also boosts the overall reputation and success of the company. “Understanding and leveraging customer engagement value is essential for businesses to cultivate strong customer relationships, drive brand loyalty, and establish sustainable competitive advantages” (Rini & Sembiring, 2022). For example, Castell Howell can benefit from customers who regularly buy their products, recommend them to others, share their positive experiences online, and provide valuable feedback to help improve their offerings.
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2.3 [bookmark: _2et92p0]Customer values within my own organisation

In our organisation, we aim to provide a great experience by meeting different needs based on the value pyramid. This includes four levels: functional, emotional, life-changing, and social impact. “The Elements of Value pyramid typically consist of different tiers representing various aspects that contribute to customer value, such as functional, emotional, life-changing, and social impact values” (Wilson & Háros, 2022)
Functional needs - These are the basic and practical needs of customers. We make sure our products are high quality, reliable, and well-priced. We also ensure our services are easy to use. For example, Castell Howell ensures its food products are fresh and delivered on time.
Emotional needs - This level focuses on how our products and services make customers feel. We create a positive emotional connection through excellent customer service and friendly interactions. Castell Howell provides great customer support and makes customers feel valued and appreciated.
Life-Changing needs - These needs are about making a big impact on customers' lives. We offer products and services that improve their daily lives and well-being. For instance, Castell Howell provides nutritious food options that help customers lead healthier lives.
Social impact needs - This is about making a positive difference in the community and the world. We engage in practices that benefit society and the environment, like sustainable sourcing and supporting local communities. Castell Howell participates in community events and uses environmentally friendly sourcing practices.
By focusing on these four levels, our organisation ensures we provide a complete customer experience. We meet functional and emotional needs, aim to make life-changing impacts, and contribute to social good. This helps us build strong, lasting relationships with our customers and supports our success.
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3. [bookmark: _tyjcwt]Maximising customer value
[bookmark: _3dy6vkm]3.1 Factors that impact maximising customer value

Maximising customer value means understanding and using key factors that help build strong customer relationships. Here’s a look at these factors in our organisation:
Customer lifetime value (CLV) - CLV is the total value a customer brings over their entire relationship with us. To increase CLV, we focus on keeping customers and encouraging repeat business. “Favorable brand equity can lead to greater CLV by reducing acquisition costs, enhancing retention, and increasing profitability” (Panteleeva & Oyner, 2013). For example, Castell Howell offers loyalty programs and regular promotions to keep customers coming back.
Customer knowledge value (CKV) - CKV is about knowing our customers’ preferences, needs, and behaviours. By collecting and using customer data, we can tailor our products and services to better meet their needs. “Utilizing CKV for customer segmentation and service customization can help companies provide tailored services, enhancing customer value” (pratomo et al., 2019). Castell Howell uses customer feedback and purchase history to personalise their offerings and improve satisfaction.
Customer brand value (CBV) - CBV is the value customers associate with our brand. A strong brand attracts and keeps customers. We build a positive brand image through quality products, excellent service, and community involvement. “Customer integration, customer process activities, and customer engagement are pivotal in value co-creation and brand relationship stickiness, thereby enhancing CBV” (Vargo, 2008; Eichentopf et al., 2011; Banytė et al., 2014). Castell Howell’s focus on quality and sustainability boosts its brand value, making customers more loyal.
Customer influence value (CIV) - CIV is the impact customers have on others through word-of-mouth and social media. We encourage happy customers to share their experiences and reviews. “Factors that impact maximizing Customer Influence Value (CIV) include customer learning, shopping value, trust, commitment, intention to purchase, and reuse” (Masri et al. (2021). Castell Howell uses social media to engage with customers and encourages positive reviews and testimonials.
Customer referred value (CRV) - CRV is the value brought by new customers referred by existing ones. Referral programs can boost this value. “Encouraging customer referrals can lead to increased profitability and improved customer value” (Kumar & Leone, 2010). Castell Howell offers referral incentives, encouraging customers to bring in friends and family.

By focusing on these factors, our organisation maximises customer value;
Customer lifetime value - Keeping customers through loyalty programs and promotions.
Customer knowledge value - Using customer data to personalise offerings.
Customer brand value - Building a strong brand through quality and sustainability.
Customer influence value - Encouraging positive word-of-mouth and social media engagement.
Customer referred value - Implementing referral programs to attract new customers.
These strategies help us build strong relationships, enhance satisfaction, and drive business success.

4. [bookmark: _1t3h5sf]Customer centrality

Customer centrality means putting the needs and wants of customers at the centre of everything our organisation does. This ensures we always focus on providing the best experience for our customers. Here’s how we address different types of customer needs;
Current needs - These are the immediate needs of our customers. We make sure our products and services meet their expectations right now. For example, Castell Howell ensures its food products are always fresh and delivered on time.
Future needs - We look ahead to anticipate what our customers might need in the future. By staying ahead of trends and innovating, we can meet these future needs. Castell Howell constantly researches and develops new products to satisfy future demands.
Desired needs - These are needs customers might not explicitly say but still want. We aim to exceed expectations by offering more than what they ask for. Castell Howell provides exceptional customer service and extra features that surprise and delight customers.
Information needs - Customers need clear and accessible information to make informed decisions. We provide detailed product information, easy-to-understand guides, and responsive customer support. Castell Howell ensures customers have all the information they need about products and services.
Product needs - These are specific needs related to the products themselves, such as quality, variety, and availability. We make sure our products are of the highest quality and offer a wide range of choices. Castell Howell maintains high standards for its food products and offers a diverse selection.

The importance of customer centrality for Castell Howell
Customer centrality is crucial because it helps us build strong, loyal relationships with our customers. When we put customers at the centre we;
Enhance satisfaction - Meeting and exceeding needs makes customers happy.
Build loyalty - Satisfied customers return and recommend us to others.
Drive innovation - Focusing on customer needs helps us stay ahead.
Improve reputation - Excellent service and quality products enhance our brand.
For Castell Howell, customer centrality means consistently delivering fresh, high-quality food products, providing exceptional service, and anticipating future needs. By prioritising customers, we ensure long-term success and growth.

5. [bookmark: _4d34og8]Managing expectations
[bookmark: _2s8eyo1]5.1 Customer satisfaction v customer loyalty

Customer satisfaction and customer loyalty are crucial for any business, including ours. Customer satisfaction measures how happy customers are with our products or services and whether we meet or exceed their expectations. When customers are satisfied, it often leads to customer loyalty, where customers keep coming back to our brand and recommend it to others. However, satisfaction and loyalty are not the same. Satisfaction is a necessary step toward loyalty, but it doesn’t always guarantee it. High satisfaction generally leads to loyalty because satisfied customers are more likely to repurchase and tell others about their positive experiences. However, loyalty involves a deeper emotional connection. Loyal customers stick with their preferred brand even when competitors offer similar products. This deep connection often comes from consistent positive experiences and emotional bonds formed with the brand.
Managing customer expectations is crucial in this process. If we meet or exceed customer expectations, we achieve high satisfaction, which can lead to loyalty. On the other hand, failing to meet expectations can result in dissatisfaction and lost loyalty. Therefore, understanding and managing these expectations is vital.
Different academics have explored the relationship between customer satisfaction and loyalty. Oliver (1999) suggested that loyalty develops in stages, starting with cognitive loyalty (based on information), moving to affective loyalty (based on liking), then to conative loyalty (intent to repurchase), and finally to action loyalty (committed repurchase). High satisfaction helps customers progress through these stages to true loyalty. Kotler and Keller (2016) emphasised that while satisfaction is a key driver of loyalty, other factors like emotional connections and brand values also play significant roles. They noted that satisfaction alone might not be enough to ensure loyalty. Reichheld (2003) introduced the Net Promoter Score (NPS) to measure loyalty based on how likely customers are to recommend the brand. High satisfaction typically correlates with a high NPS, suggesting a strong link between satisfaction and loyalty.
Understanding and improving both customer satisfaction and loyalty are important for our business. Satisfied and loyal customers are more likely to make repeat purchases, boosting our sales. It is also cheaper to retain existing customers than to acquire new ones, and loyal customers often spread positive word-of-mouth, reducing our marketing costs. High levels of satisfaction and loyalty also help us stand out from competitors, providing a competitive advantage.
In conclusion, meeting customer expectations to ensure high satisfaction is key to building loyalty. While satisfaction is important, achieving true loyalty often requires a deeper emotional connection and consistent positive experiences. By focusing on both satisfaction and loyalty, we can drive business growth and maintain a competitive edge.

[bookmark: _17dp8vu]5.2Customer relationship management (CRM)

Customer Relationship Management (CRM) is a system that helps businesses manage customer interactions and data throughout their relationship with the company “It involves understanding and responding to customers to drive satisfaction, retention, and revenue growth” (Nour, 2012). The goal is to improve customer service, keep customers coming back, and boost sales by keeping all customer information in one place.
CRM benefits our organisation in many ways. It improves customer service by giving us quick access to customer history and preferences, allowing us to offer more personalised service. It helps retain customers by understanding their needs and behaviours, so we can offer personalised communication and special deals. CRM also boosts sales by identifying potential sales opportunities and helping our sales team focus on the right customers. It makes our processes more efficient by automating tasks and reducing errors. Lastly, it provides better data management by storing all customer information in one place, making it easier to analyse and make smart business decisions.
In our organisation, we use CRM by collecting data from customer interactions like purchases and feedback, and storing it in our CRM system. This data helps us personalise communication, segment customers based on their behaviour and preferences, and develop targeted marketing strategies. We also use customer feedback to improve our products and services. Our CRM system helps our support team quickly resolve issues, improving customer satisfaction and trust.
CRM is crucial for managing the customer lifecycle, which includes stages like attraction, acquisition, onboarding, retention, loyalty, and advocacy. In the attraction stage, we use CRM to track marketing campaigns and find potential customers. During acquisition, CRM helps turn leads into customers by managing inquiries and closing deals. For onboarding, CRM ensures a smooth start for new customers. In the retention stage, CRM keeps customers engaged and happy with personalised communication and quick issue resolution. To build loyalty, CRM helps us identify and reward loyal customers, encouraging them to buy again and refer others. In the advocacy stage, CRM helps us use satisfied customers to attract new ones.
By managing the customer lifecycle with CRM, we improve customer satisfaction, build loyalty, and grow our business.

[image: Diagram

Description automatically generated]
[bookmark: _3rdcrjn]5.3 The Kano models

Source: (Sharif Ullah & Tamaki, 2011)

The Kano model is a valuable tool for understanding customer needs and preferences by “categorising product attributes into different groups” such as “must be”, “one-dimensional”, and “attractive” qualities (Kaihara et al., 2018).
The Kano Model helps understand customer satisfaction by categorising features into five types: Basic Needs, Performance Needs, Excitement Needs, Indifferent Attributes, and Reverse Attributes. Developed by Professor Noriaki Kano, this model helps prioritise features to maximise customer satisfaction and loyalty.
Basic needs are the essential features that customers expect, like product quality and timely delivery at Castell Howell. Meeting these needs prevents dissatisfaction but doesn’t boost satisfaction much. Performance needs directly affect satisfaction, such as offering a wide range of food products and efficient customer service. Better performance means higher satisfaction.
Excitement needs are features that customers don’t expect but are delighted by, like personalised recommendations, special promotions, or exclusive offers. These can significantly boost satisfaction and set Castell Howell apart from competitors. Indifferent attributes are features that don’t significantly impact satisfaction, like minor packaging details that customers don’t care much about. Reverse attributes are features that can lead to dissatisfaction if present, like excessive packaging for environmentally conscious customers.
At Castell Howell, we use the Kano Model to understand and prioritise customer needs. We ensure essential features like product quality and timely delivery are always met. We continuously improve performance areas like product range and customer service efficiency. We also look for opportunities to introduce exciting features like personalised recommendations and loyalty rewards. We analyse customer feedback to identify indifferent attributes and focus on more impactful areas. We carefully avoid or modify features that might lead to dissatisfaction.
By applying the Kano Model, Castell Howell enhances customer satisfaction and loyalty, driving business success.

6. [bookmark: _26in1rg]Quality process 
[bookmark: _lnxbz9]6.1 Quality process models 

Ensuring high-quality processes is crucial for improving customer satisfaction. To do this we use quality process models to provide a structured way to maintain and enhance the quality of products and services. The 8 Dimensions of Quality by David A. Garvin are particularly relevant to Castell Howell.

The 8 Dimensions of Quality
Performance - Performance refers to the main features of a product. For Castell Howell, this means ensuring our food products are tasty, fresh, and nutritious. We regularly test our products to maintain these standards.
Reliability - Reliability means the product works well over time. We ensure our food products are consistently fresh and delivered on time by monitoring delivery schedules and product quality.
Durability - Durability measures how long a product lasts. Although food products are perishable, we use effective packaging and storage to maximise shelf life.
Serviceability - Serviceability is about getting help when needed. We provide excellent customer service to quickly address any issues. Our support team is always ready to help.
Aesthetics - Aesthetics refers to how a product looks and feels. We focus on attractive, clean, and informative packaging to enhance the customer's perception of quality.
Features - Features are additional characteristics that enhance the product. We offer a wide range of food products to cater to different tastes and dietary needs, adding value for our customers.
Perceived quality - Perceived quality is how customers view the overall quality of the product. We build this through consistent product excellence, positive customer reviews, and a strong brand reputation.
Conformance to standards - Conformance is meeting set standards. We adhere to strict quality control processes to ensure our products meet safety and regulatory standards. Regular audits and inspections help maintain this.

At Castell Howell, we apply the 8 Dimensions of Quality to ensure high customer satisfaction. We regularly assess the taste, freshness, and nutritional value of our products to maintain performance. Reliability is ensured with consistent delivery schedules and quality checks. We maximise durability with effective packaging and storage methods. Excellent customer service enhances serviceability by quickly resolving issues. We improve aesthetics with attractive and informative packaging. A diverse range of products enhances features to meet various customer preferences. Perceived quality is built through consistent product excellence and positive customer feedback, which strengthens our brand reputation. Lastly, we maintain conformance to standards through strict quality control and regular audits. By focusing on these dimensions, Castell Howell continuously improves customer satisfaction, ensuring long-term success and loyalty.
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7. [bookmark: _35nkun2]Quality process within my own organisation 

Quality control (QC) ensures that products meet specific quality standards. It involves checking for defects or inconsistencies before the products reach customers. QC aims to maintain and improve product quality, ensuring customer satisfaction and loyalty. “Quality measurement and control play a critical role in developing value-added services and achieving quality in customer value creation” (Zineldin, 2005). At Castell Howell, we follow several steps to ensure high-quality control. First, we set clear quality standards for all our products, including taste, freshness, nutritional value, and packaging. These standards are based on industry regulations and customer feedback. We carefully select suppliers who meet our quality standards and regularly evaluate them to ensure they maintain these standards. When we receive raw materials, we inspect them thoroughly and reject any that do not meet our criteria.
During production, we perform regular quality checks at various stages to identify and fix any issues immediately. Before packaging and dispatching products, we conduct a final inspection to check taste, freshness, appearance, and packaging integrity. Only products that pass this inspection are approved for distribution. Employee training is essential for maintaining high-quality processes. We regularly train our staff on quality control procedures and standards. We also actively seek and analyse customer feedback to identify areas for improvement, helping us refine our QC processes continuously.
Lastly, we conduct regular internal audits and reviews of our QC processes to identify gaps and implement necessary changes promptly. By following these steps, Castell Howell ensures that our products consistently meet high-quality standards, leading to customer satisfaction and loyalty. Quality control is an ongoing process requiring attention to detail, commitment, and continuous improvement to maintain customer trust and confidence.

8. [bookmark: _1ksv4uv]Conclusion 

This report explored how Castell Howell engages and understands customer experience to ensure high satisfaction and loyalty. We discussed the importance of customer value, showing how meeting and exceeding customer expectations fosters long-term relationships. We also looked at customer engagement value (CEV) and how our organisation benefits from interactions beyond direct purchases, such as referrals and feedback. Customer centrality was highlighted as a key approach, focusing on meeting customer needs now and in the future. We discussed managing expectations and the link between customer satisfaction and loyalty, showing that while satisfaction is important, true loyalty requires deeper connections and consistent positive experiences.
We examined Customer Relationship Management (CRM), demonstrating how our organisation uses CRM to improve customer service, retention, and sales through effective data management and personalised communication. The Kano Model was introduced to prioritise product features based on customer satisfaction, with Castell Howell applying this model to meet basic needs, enhance performance, and introduce exciting features. The 8 Dimensions of Quality by David A. Garvin were explored, including performance, reliability, durability, serviceability, aesthetics, features, perceived quality, and conformance to standards. Castell Howell's application of these dimensions ensures high-quality products and services, leading to customer satisfaction and loyalty. Lastly, we detailed our quality control processes, from setting standards and selecting suppliers to conducting inspections and training employees.
In summary, Castell Howell's approach to understanding and engaging customers, managing expectations, and ensuring quality control shows our commitment to delivering exceptional customer experiences. By continuously improving our processes and focusing on customer needs, we aim to build strong, lasting relationships that drive business success and loyalty.
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The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company’s sustained revenue growth.
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