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Introduction
During this report, I will give a detailed explanation on customer values and how my own organisation maintains the ability of sustaining a good customer relationship, with the approach of finding the benefits and challenges of maintain a stable customer relationship. With an investigation into the factors that can make an impact within my organisation ability to maximise customer values (CV). Additionally, to describe my organisations quality process and the efficiency in meeting the customers’ requirements. 
Customer value (cv)
Definition of customer value (cv)
This section will give a definition of customer value, value can be defined in a variety of meanings for somebody, value can mean the price of a product or an experience, or the benefit a product or experience provides, or even how something makes a person feel. Value is the importance or worth a product or the experience provides for a person.
Customer value (CV) is the fulfilment of an experience, and or the expectation to an experience or product through a payment for the benefit of a customer.
In simple terms customer value= benefit-cost (cv=b-c) Mahajan, G. (2020)
Customer values (CV) equals the benefits which includes reasonings as an experience, a brand product or a brand of the company association, an image of using a certain brand or product, the quality, or the need for a product and furthermore a service being provided. 
The cost of the service or a product is then considered to create customer value, the cost is not just provided by a person’s money but also the time, and effort to be considered. 
“When a customer evaluates a product or a service, they weigh its perceived value against the asking price” (Almquist et al., 2016)
Customer engagement value
This section defines values that are created by a customer’s engagement with an organisation. 
How a customer interacts with a business can create various levels of interaction of value towards an organisation, not just transactional based. Customer engagement value (CEV) identifies two ways in how a customer will contribute profitability to an organisation. Interactions that create value to an organisation are contributed directly through purchases or indirectly through non purchases for example: by customers making referrals (CRV) or influencing potential customers through social media (CIV). 
As referenced in appendix 1, “The customer engagement value (CEV) framework, can be used to identify and evaluate the right customers, who is successfully engaged with the firm, and who generates value and positively contributes to the profits of the firm.” (V Kumar, 2013) VKCLV
[bookmark: _Hlk133787738]“The idea is by consolidating all customer data into a single centralising system and utilising across the whole organisation, organisations can gain a better understanding of what customer’s needs, wants and value the most “(V Kumar) VKCLV
The identified categories of customer engagement values (CEV) are defined below. 
· Customer lifetime value (CLV): Customer lifetime values (CLV) is the measure of the future worth a customer is to an organisation, (CLV) is measured by the prediction of future purchases over a time period. (CLV) is a direct interaction through purchases. (V Kumar,2013) VKCLV
· Customer brand value (CBV): Customer brand value (CBV) refers to the total value a customer attaches to a brand, (CBV) consist of multiple contrast that takes into account all aspects of brand value: (a) brand knowledge (b) brand attitude (c) brand behaviour intention and finally (d) brand behaviour, (CBV) focuses’  on capturing the customer’s emotional experiences with a brand. (V Kumar 2013) VKCLV
· Customer referred value (CRV): Customer referral value (CRV) refers to how, a customer recommends a new consumer to a brand with the potential of profit gains, i.e.: word of mouth or referrals, CRV can be attributed through direct and indirect interactions with a brand. More often (CRV) is initiated by incentives by the brand. (V Kumar, 2013) VKCLV
· Customer influence value (CIV): Customer influence value (CIV) is an indirect interaction to a brand which does not require any initiative from the brand, customer influence value (CIV) refers to the online activity a customer preforms i.e.: information sharing, promoting a service or product. The customer influence value (CIV) can be influenced through platforms categorised into five components such as, online interactions, collaboration, multimedia, entertainment and lastly, reviews.
 (V Kumar,2013) VKCLV
· Customer knowledge value (CKV): Customer knowledge value (CKV) is indirect measure of a customer’s financial gain towards a brand, customer knowledge value (CKV) is more drawn to how a customer interacts with a brand with suggestions or innovative ideas for improvement within a brand, rather than new consumer gain.
 (V Kumar 2013) VKCLV

Value pyramid
The four aspects of the values pyramid are interpretated as fundamental needs:
· Social impact: The way a brand, service or a product changes a person’s life through self-transcendence. 
· Life changing: The way a brand, service or a product changes a customer’s life. 
· Emotional: The way a brand, service or a product makes a customer feel or experience.
· Functional: The quality or a standard of a brand, service or of a product.

When all four needs of values are met, often loyalty will increase within a customer but also a business’s revenue is at a greater chance of steady growth. (Almquist et al., 2016)
Customer values within my own organisation
My organisation offers a service in how we give an experience but also an end goal product. The four needs of the “values pyramid” can be met but is purely reliant on the customer’s value.
The service my organisation provides, would include an in-house dining experience with myself providing the goal of a freshly prepared meal, although we offer a varied number of different services depending on the customers’ needs or wants, may this be an in-dining experience, a takeaway service, or additionally a buffet style experience with packages available for other services to be provided. 
Depending on the customers own needs and wants, my organisation can meet the needs of the four categories of customer values (CV).
· Social impact: social media influencing is a continuous growing aspect within today’s time, more often on times influences can impact followers by promoting a business, mostly used on social media platforms by simply uploaded a picture with a reference of the established business or due to a review being left to advertise a product or service.
· Life changing: the services provided by my establishment, the life changing categories need in customer value(cv) is a little uncertain, although we offer a service and an end product, the product is consumed more often than not within the establishment, although the service or experience that the customer receives at the venue could be classed as a life changing experience, for instance : my organisation has hosted a variety of important celebrations with memorable events occurring during the social gathering therefore a life changing need is being met. 
· Emotional: Emotional customer value need, will be interpreted depending on the service or the end goal of a product, customers come to the purchase of a product depending on a variety of factors, may this be the price, aesthetics of an establishment or purely down to the satisfaction of a product. Depending on the overall satisfaction or dissatisfaction of the experience or product, emotions will always be presented, with positive feelings or potentially negative emotions if the standard of a product or experience is not met. 
· Functional:  the functioning need of customer values (cv) can always be met with no issues, although there may be times when mishaps happen which can have an impact of services provided, factors to take into consideration would be the pricing of a product or service, the quality of a product or service, but also that the product achieves the customer value (cv) for example the meal received is a good quality and how the customer, expects and desires a product. 
Maximising customer value
Factors that impact maximising customer value
Following on from the section “customer values within my own organisation” I will analyse the factors that impact on maximising customer values within my own organisation. Customer relationships are a fundamental aspect of an organisation’s progression, growth, and finances, how a business interacts with customers makes an impact in how a customer values a brand, service, or a product. The goal for an organisation is to achieve a retention off satisfied and loyal customers who will aid in the stable revenue growth. 
Customer lifetime value: The factors that make an impact maximising, customer lifetime value (CLV) towards my own organisation would be defined as following, the gain of customer satisfaction and loyalty will keep a coherent customer retention, therefore with regular customs, results in a stable profit gain for the brand. The cost of retaining satisfied and loyal customs results in lower costs rather than higher costs used for new customs. Knowing the customs who are categorized in (CLV) gives the organisation more change to focus on the needs and wants of the said group. i.e.:  we offer discounted days for our regular book groups, who we have come into agreement to hold book club on our most quiet days, this achieves best results for both by achieving steady revenue on quieter days, and the book club receives quietness and space for group.
Customer knowledge value: Customers having knowledge of the services and products provided by an organisation, can make a positive change, i.e.:  receiving suggestions or ideas from a customer can help improve the customer’s overall experience, as well as the increase of loyalty and customer retention, besides the positive impact, the customers high expectations can be considered of becoming an unsatisfactory factor that can make a negative impact. My organisations maximise (CKV) through asking our customs to undergo a questionnaire based of the services and goods provided. 
Customer brand value: my establishment is not known for its brand for the services that I provide but the services provided out of my own working hours, although we have a steady flow of regular customs, with the location being a prime location for staggered shoppers for new customers. The factors that can affect (CBV) in my organisation are the services provided by the organisation, the brand image i.e.: party establishment with the options of celebrations with food offered. in summary, when most customers are looking to hold a large gathering for a celebration, they automatically think of my well-known establishment, the brand image and brand trust, resulting in purchase intention with a profit gain. 
Customer influence value: customers who influence my organisation, often achieve a positive impact, influencers can help influencing the relevant audiences to seek out a product or service that can result in new customs gaining new customer relationships. By customers taking the initiative to influence people through (a) online platforms (b) reviews and so on, results in a lower marketing expense, again it is evident that influences can make a positive impact on a business, mistakes can also make damaging effects towards a brand, for example a bad review is often written with emotions being involved, although the influencer didn’t expect the reaction of the public, the brand’s image can be impacted resulting in a loss of custom. 
Customer referred value: customers who refer your business by word of mouth or referrals, can make a positive impact towards the brand, for example profit gain or new customer relationships, but can also have a damaging effect, depending on how the service or product being supplied makes the customer feel. For this reason, it can be said that you cannot fully measure the accuracy of the referral, although customers who refer are started by promotions. (V Kumar 2013) VKCLV



Customer centrality
Customer centrality signifies that the customers’ needs and desires should always be the first thought within decision making within marketing planning within an organisation, although customers’ needs and wants varies from people there should be a standard set-in place. In brief customer centrality should always meet the customers’ needs and wants rather than just creating a product and making profit with no thought of the customer. (Blythe, 2009)
Customers have a set of needs which customer centrality centre’s around (a) Current needs (b) Future needs (c) Desired needs (d) Information needs and finally (e) Product needs. The set of needs highlighted apply to all customers. (Customer Centrality 2009)
Customer centrality is an important aspect within my organisation, where the customers are the sole drive within the organisation, without customs the stability of revenue would not be possible, how customer centrality is achieved within my organisation can be defined by how the brand puts full attention onto achieving all the customers wants, always needs and communication preferences during, before and after dinning within the brand.
 (Johnsen et al., 2006)
Managing expectations
Customer satisfaction v customer loyalty
Customer satisfaction and customer loyalty cannot be said to have the same definition, although both can be linked, customer satisfaction can be defined as how a service or a product makes a customer feel, a customer satisfaction is perceived by a customer’s thoughts on quality, experiences, expectations and finally values on places on a brand. On the other hand, customer loyalty is defined as, a customer and a brand gaining a customer- brand relationship, customer loyalty is formed by customers receiving satisfied interactions within a brand which has resulted in trust forming, customer retention when another brand offers similar products is the result of customer loyalty with a positive impact of profit enhancement. 
Customer relationship management (CRM)
In this section of the report will define what customer relationship management (CRM) is and the benefits for the organisation, CRM in simple definition is a technology for managing customer relationships new and old, by having a CRM system in place, organisations can help improve relationships with customers by staying connected and gaining profits. CRM systems helps improve the interactions with customers through, marketing, sales, customer service interactions. The benefits of CRM system are obtained by gaining business relationship with a company, benefits can include customer retention, profit gain for a business, sales marketing having the ability to reach certain groups, gaining customer feedback to meet the customers satisfactions. (Payne, 2005) 
My organisation CRM system is based on a loyalty card which offers discounts on products and services, when the customer decides to sign up, they pass on their relevant information which is stored correctly and in line with privacy regulations, then all the information is stored in said database, where we can track customer retention, promoting promotions to the relevant group with the most valued service or product.
The Kano models.
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The kano model theory of product development and customer satisfaction, created in 1984 by DR Noriaki kano. The kano model is used for classifying the customers quality attributes. the quality of a product is all decided by customers satisfactions of said product. The kano model framework consist of a five-step process of product attributes: (A) must be (B) one dimensional (C)attractive (D) indifferent and (E) reverse. The basis of the framework defines, (a) must have been the essentials of meeting requirements to a customer, while (B) one dimensional is the desired needs towards a customer which can lean a customer to having a highly satisfied experience. (c) attractive attributes work on the experience of being a non-satisfied customer and turning that experience in a wow factor. (D) while a product that neither satisfies or dissatisfied is an indifferent attribute, and finally (e) reverse attribute is defined as a product causing a customer dissatisfaction lowing the standards. (Lin et al., 2017) (Sharif Ullah & Tamaki, 2011)
In summary must be attributes is the basis of providing satisfaction towards customers, with the expansion of one dimension and attention attributes, keeping in different and reverse attributes to a minimum, to achieve the five steps of attributes of a product, depending on the product the customer value, quality control is important, constant consistency while keeping up with customers demand, while providing a service fully focused on the customers. (Sharif Ullah & Tamaki, 2011)
Although the kano model framework is not used within my own organisation, I believe if we introduced the framework, I believe we could keep a constant watch on the quality of our products served and customer satisfaction. 





Quality process 
Quality process models 
Quality process is an important aspect to help monitor customer satisfaction, the following quality control frameworks, Garvin’s 8 dimensions of quality and Juran’s quality “route mind” relate best to my organisation, (Juran and Gryna 1988) quality route map consists of a 3 step process to monitor, quality planning , quality management and finally quality improvement , the main points of the route map is to have an understanding who and what our customers specific needs are, to develop a product to fulfil the needs, develop process to help achieve product completion and optimise the process to achieve quality control. Garvin’s 8 dimensions of quality product-based thinking, the following tribute to the 8-step process: performance, features, reliability, conformance, durability, serviceability, aesthetics, and finally perceived quality. (Sebastianelli & Tamimi, 2002)
The quality framework between the two most suited to my organisation is Garvin’s 8 dimension of quality, providing a product of a meal, the experience has differential attributes to take into considerations, i.e.: the smell of the food, the appearance of a meal, the services provided, the look and feel of the organisation, all resulting in an end experience of a customer. 

Quality process within my own organisation 
Quality control is an important aspect within a restaurant business from how the customers food is cooked and to how the customers drink is made, keeping the consistency of quality controlled, will keep the customers satisfied resulting in customer retention, and sale growth. 
There are several steps we take as a business to control the quality process within the organisation, the steps we take follow below:
Step 1: The first step taken daily is to check all equipment within the kitchen, for example take daily temperatures of fridges, freezers, and record, record temperature calibrations checks, check the oil within the fryers and change if needed. 
Step 2: The next step to be achieved, is to go through all fridges and freezers and check the product quality, discarding products and recording waste if needed. 
Step 3: Step three consists of preparing stock prep needed for the days shift, following spec sheets to keep all preparation up to correct standards.
Step 4: When deliveries turn up for the day, an inspection of all items packaged and check for any damages takes place, next would be a temperature check, recording is them completed and documented, if the temperature isn’t the legal requirements, then the next step would be to refuse delivery, record the refusal and reorder the order. 
Step 5: During service hours, all meals prepared are prepared to a high standard following regulations of health and safety and speculation sheets, i.e.: following all the correct weights and recipes resulting in quality control. 
Step 6: Once service hours have been completed, the deep cleaning of the kitchen is to be completed, collaborations of the fridges and freezers are to be completed again and recorded, and issues that has accrued throughout the day are reported to management for repair. My organisation follows a procedure where our stock levels are kept to a minimum of all stock, resulting in control over quality control, so the next step is to go through all stocks, recording stock levels and subsequently placing an order to receive stock the next morning.
Although issues do arise and impact factors of quality process, the steps we follow as an organisation keeps problems from arising to a minimum, factors that could impact quality process could include, equipment breakdown, issues with delivery of fresh stock, food not being prepared to the correct temperature, or even staff not having the correct knowledge, it is important that all staff follow the quality process within a kitchen.
Conclusion 
 This section comes to an end conclusion of all information gathered during the report, from all the information analysed, the end conclusion is customers must be the main thought within a business to receive loyal and satisfied customers, customers have a set of values which difference from each other , customer values are decided purely down to ones persons own needs and wants, and as a business the main factor in achieving satisfied customer who are loyalty to the Brand, is by how a brand meets the needs and wants of a customer. The models analysed during the report, customer centrality, the kano model, make a positive impact within an organisation if correctly implemented, once the models have been implemented, the new normal has begun. Through the report, customer satisfaction and customer loyalty has been defined as being different, you can have customer satisfaction with no loyalty and dissatisfied customers who are loyal, by gaining relationships with the customers, we have a greater chance of receiving honest feedback or ideas for improvement if needed. In the report above have shown the importance of managing customer relationship defining that by managing the relationships between a business and customers results in a more positive impact with a business, implementing CRM systems within an organisation assists an organisation in managing customer relationships and offer the organisations information to assist to maintaining relationships, and finally the report shows the significance of quality processes in a brand, although there are many different quality management frameworks about, all frame works have a similar definition i.e.: although there are different steps to achieve managing quality, the main focus of the differential frameworks is the quality of the products or services to be provided to the customer. 
The end conclusion is, customers must be the focus for a business to succeed, where an organisation puts the needs and wants of a customer first, to gain relationships with a customer resulting in customer loyalty and customer satisfaction, a way to achieve the stated above is through frame works, i.e.: customer centrality, the kano model and finally the processes of quality, resulting in customer retention and revenue growth. 
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