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[bookmark: __RefHeading__1294_153407697][bookmark: __RefHeading__12488_1765827383]INTRODUCTION 
	For every organisation it is essential to understand customers experience in effective manner so that they can engage them for the long-time duration. Customers experience is considered as a product of an interaction among a company as well as a customer over a particular time duration of their relationship (Adhikari and Bhattacharya, 2016). At an organisation it is essential for management to develop effective understand of customers and their experiences because through it they can develop appropriate strategies as well as plan which help in attaining desire goal and target. There are various benefits gain by a company by develop proper understand and engagement of customers experience such as they able to acquire more customers, enhance customers conversions, develop effective customers experience and many more. The purpose of the company is to make a living place that is sustainable and offers long-term growth. The main aim of conducting this research is to create understanding and engaging in the customer experience by critically evaluate factors which impact on respective company ability in order to maximise customers value. Along with this it will also include system which support quality procedure and critical understanding of extent which lead to meet customer requirements. By conducting evaluation of this respective company able to develop more effective action plan for attaining their desire goal. 

[bookmark: __RefHeading__1296_153407697][bookmark: __RefHeading__12490_1765827383]Company overview
	Organization selected for respective report is Unilever which is an international consumer goods company that is ranked 7th in Europe. The company is headquartered in London and offers products including beauty products, food and beverages, personal care products etc. Unilever offers nearly 400+ brands that are used by customers globally (Unilever, 2019). 

[bookmark: __RefHeading__1298_153407697][bookmark: __RefHeading__12492_1765827383]MAIN BODY
[bookmark: __RefHeading__1300_153407697][bookmark: __RefHeading__12494_1765827383]1. Critically analyse the factors that influence your organisations ability to maximise customer value.
	Customer is defined as a person or a company who receive, consumes or purchase products and services as well as they select among the different goods and services of a diverse company (Ali, Hussain and Ragavan, 2014). There are different types of customers such as price buyers, relationship buyers, value buyers, poker player buyers and many more, so it is essential for company to identify their customers which help them in developing effective decision. An organization management also need to evaluate customers value as that will help in planning about the products and services. Customer value is considered as the satisfaction level which is feel by a customer after purchasing a particular products and services. It is also considered as satisfaction level of a customer’s towards a business which encourage people to pay for the products and services again and again (Bagdare and Jain, 2013).
 In this there are numbers of factors which impact on the company abilities in order to enhance customers value, these elements may affect operations in both negative as well as positive manner. In respect of Unilever, who is operating their business at worldwide level by offering wide range of beauty products, food and beverages, personal care products and many more. While respective company is operating their business in potential marketplace there are some factors which affect their abilities in positive manner which lead to developing opportunities for enhancing customer value. But sometime these factors also impact negatively which minimise effectiveness of Unilever in order to increase customers value. From numbers of factors, some major are given below: -

[bookmark: __RefHeading__1302_153407697][bookmark: __RefHeading__12496_1765827383]Innovation process

	According to the perspective of Martin,2017, innovation is consider as procedure in which a company introduce a new products and services with new production method at potential market so that they can attract more and more customers (The Innovation Process: Definition, Models, Tips, 2019). For every firm it is essential to adopt innovation because it helps in solving issues, adopting change, maximise global presence, enhancing competitive advancement and many more. For this a firm can also adopt effective innovation process which help in developing path of translating new or existing knowledge in the marketable solution. This will also help a firm in adopting innovation for introducing new as well as innovative products and services. In respect of Unilever innovation process is consider as factors which influence positively to their ability in order to maximise customer value. This is so because by adopting innovation process respective company able to attract wide range of customers towards their products. In addition to this, in order to adopt innovation procedure respective company may adopt theories such Kurt Lewin's Change model which is developed by Kurt Lewin in 1939, in this model there are major three steps i.e. unfreezing, change and refreezing. In first stage which is unfreezing Unilever management will ensure that employees are ready to adopt change or not so that they can develop strategies effectively (Bilgihan, Kandampully and Zhang, 2016). After that at change phase, management will execute the intended change at the workplace so and then at refreezing stage they will ensure that change will be permanent. 

[bookmark: __RefHeading__1304_153407697][bookmark: __RefHeading__12498_1765827383]Employees

	This factor will variously sub factors such as motivation of innovation so that staffs get ready to work, employees’ skills and education, training and development programmes, employees’ personalities and many more. Employees is considered as a person who was generally hired by an employer for a particular job role, it be on the part time basis or full-time basis. Moreover, according to viewpoint of David Grossman, 2019, for every firm it is essential to develop as well as maintain effective employees’ engagement so that they can at workplace for a long-time duration (The 9 Key Benefits of an Engaged Workforce, 2019). There are numbers of benefits which are gain by an organisation when they adopt employee’s engagement such as they get highly motivated workers, attain healthy outcomes, develop more effective leaders, low turnover and many more. In respect of Unilever, the respective factor positively influences their ability to maximise customer value at the potential marketplace. Along with this there are several theories or model which respective firm can adopt in order to motivate employees such as theory X and Y, Two factor theories and many more. In context of Unilever the most effective theory which they can adopt in order to motivate their employees is Theory X and Y because through its management able to develop proper strategies according to employee’s behaviour. According to this theory, behaviour of a person is divided into two types X who are negative in nature and type Y are positive in nature. Employees having behaviour X avoid responsibility, dislike work, lack of creativity, avoid change and many more. On the other hand, staffs having y nature are self-motivated, like to take challenges, responsibility, self-direction, full of creative and many others. 

[bookmark: __RefHeading__1306_153407697][bookmark: __RefHeading__12500_1765827383]Consumer behaviour

	Customer behaviour is considered as evaluation process of an evaluation how an individual end user, customers, group or company choose, purchase, use and dispose goods, services and ideas in order to satisfy their need, requirement and wants in effective manner (Blázquez, 2014). It is also considered as actions of an end users at the potential marketplace as well as it also help in underlying motives for particular actions. Along with this, there are several factors which impact on customers behaviours such as age, lifestyle, nature, education, income level, gender and many more. In respect of Unilever, Customers behaviour plays as negative impact because in respect of company abilities in order to develop and maximise customers abilities. This is so because, it is behaviours of customers that they get more attracted to those products which are of high quality and at low price. Due to which respective company's customers switch to another competitive companies who offer similar kinds of products at the low prices such as Kimberly-Clark, Procter & Gamble, Colgate Palmolive, Edgewell Personal Care, Johnson & Johnson, Nestle, Mondelez International, Estee Lauder, Reckitt Benckiser and many more. According to the article given on Husson University website, 2019, there are numbers of theories which can be adopted by Unilever in order to understand customers behaviour in effective manner such as Marshallian economics which is based on economy of customers i.e. buyer power and behaviour (Top Consumer Behavior Theories, 2019). Other theories that can be adopted by respective company are psychoanalytic theory, pavlovian theory and many more. 









[bookmark: __RefHeading__1308_153407697][bookmark: __RefHeading__12502_1765827383]The Importance of Technology
	Technology is considered as sum of techniques, methods, skills and procedures which is used by a company or individuals in order to conduct production of goods and services for attaining objective in effective manner. There are different types of technology which can be adopted by a company in order to attain objective or target such as energy or power, transportation, communication, manufacturing, bio related and many more. According to the perspective of Patrick Gleeson, 2019, there are numbers of benefits which are gain by a company by adopting technology at their workplace such as they can effectively manager data on cloud, help in adopting new communication technology, conduct effective management of resources, minimum wastage, saving of labour cost, ensure safety and many more (How Does Technology Improve a Business?, 2019). In respect of Unilever, importance of technology seems as positive factors which directly or indirectly influence their ability to maximise customer value. This is so because by adopting effective technology factors respective company able to manufacture more effective as well as innovative products which help them in attracting more and more customers. 


[bookmark: __RefHeading__1310_153407697][bookmark: __RefHeading__12504_1765827383]Customers’ expectations and its impact on market competition

	According to the article given on Customer Thermometer, 2019, for each and every company it is essential to conduct customers expectation management because through it they able to develop innovative products and services according to customers demand and requirement. It is very challenging method which can be adopted by a company because expectation as well as demand of customers get changes on regular basis due to which management need to develop strategies. Along with this, in today's time fulfil expectation of customers is tough task because there are numbers of competitors at marketplace who offer similar kinds of products (De and et. al., 2015). Due to which company management need to develop strategies accordingly so that they can develop more innovate products then them.  In respect of Unilever, the respective factor impact negatively on company's abilities which effect on their customers values. This is so because expectation of customers changes on regular basis which directly or indirectly impact on the market competition because their management need to develop new as well as innovative products according to demand and expectation of customers (6 Customer Expectations Management Tips, 2019). While developing strategies related to this factor Unilever need to consider some of the main sub factors because that will impact on the expectation of customers such as previous customers experience, communication with customers, reviews or word of mouth. So, it is essential for Unilever management to develop strategies accordingly so that they can develop strategies in order to fulfil customers expectation. 
[bookmark: __RefHeading__1312_153407697][bookmark: __RefHeading__12506_1765827383]Segmentation
	As per the perspective of Arieez Dutta, 2019, market segmentation is considered as one of the most effective technique of marketers for identifying their target market in effective manner. Through this they can easily as well as effectively personalize its campaigns, can effectively focus on what is necessary and able to target proper customers (Market segmentation- Definition, Bases, Types & Example, 2019). One of the main reasons of adopting segmentation is to develop a custom marketing mix according to the each and every segment in order to create products and services accordingly. There are several bases on which market segmentation is done such as gender, age, income, destination or location, occupation, usage, lifestyle and many more. In respect of Unilever, they conduct market segmentation on several basis such as age, income, usage, gender and many more because they develop variety of beauty products, food and beverages, personal care products and many more. There are numbers of theories which can be adopted by respective company in order to conduct effective segmentation of marketplace (Brown, 2018). In respect of this, Unilever can adopt STP method (Segmentation, targeting and positioning) in which they will conduct segmentation of market on the basis of geographic, demographic, psycho graphic and behavioural basis. They management of respective company need will conduct targeting according to target customers as well as after that they will conduct positioning according to targeted market as well as offered products (Leppard and Molyneux, 1994). 

[bookmark: __RefHeading__1314_153407697][bookmark: __RefHeading__12508_1765827383]E-Commerce, Digital Markets and Digital Goods Folder

	In an organisation e commerce, digital market and digital goods folder plays an essential role in growth. This is so because in today's time each and every person is using digital technology due to which they are also attracted towards online shopping or marketing. There are numbers of advantages which are gain by a company through digital platform such as company can reduce cost of business, help in conducting more effective marketing, aid in centralizing data (He and et. al., 201). Along with this, it will also help in improving inventory management, lead in superior experience of customers and it also aid in earning high revenue. In respect of Unilever, they are offering their wide range of products at worldwide level and for that they adopt numbers of online medium. Along with this, respective company also adopt digital marketing techniques which help them in attracting more and more customers at global level. For example, advertisement through social media like Facebook, Instagram and many more. 
[bookmark: __RefHeading__1316_153407697][bookmark: __RefHeading__12510_1765827383]Supply Chain Management Issues
	According to the perspective of SCRC SME, 2017, Supply chain management is referring to the activities which can be used to conduct management of activities in order to enhance value of customers in effective manner. It is essential for every firm to develop their supply chain management in most effective manner which include all activities related to product development, sourcing, production, logistics and many more (What is Supply Chain Management (SCM)? 2019). In respect of Unilever, it is essential for them to develop effective supply chain management activities because through it they can conduct their work in effective manner. This will impact negatively on the respective company abilities in order to maximize customer value. It is so because during development as well as maintenance of supply chain management several issues may arise such as excess of cost, unforeseen delays, supply delay, fast changing marketplace and many more. 


[bookmark: __RefHeading__12512_1765827383]CRM – Corporation Perspectives
	According to Berguson, 2002, for every company it is essential to conduct effective consumer relationship management because through it they able to develop as well as maintain effective relationship with customers (Essentials of CRM: a guide to customer relationship management, 2019). Moreover, it will also help in conducting management of current as well as potential customers by analysing their customers history for enhancing their relationship with end users. By adopting this Unilever management able to gain numbers of benefits such as effective management of customers, manage sales pipelines or territory result, provide opportunity to end users to assess salesperson data. Along with this it will also help in optimizing products mix, improve forecast of future sales, execute marketing plan effectively and many more.  

[bookmark: __RefHeading__12514_1765827383]Customer Purchase Cycle

	As per the viewpoints of Goodman, 2009, purchasing decision of a person is totally depend on their requirement and experience related to particular products or services which are offered by a company (Strategic customer service : managing the customer experience to increase positive word of mouth, build loyalty and maximize profits, 2019). So, it is essential for Unilever management to conduct proper analysis of customer purchase cycle because that will help them in developing effective decision that leads to attracting more and more customers towards products. Respective cycle is based on the several stages i.e. in which firstly they get aware about the products which are offer by Unilever, then they will conduct consideration, then intent stage will conduct in that they will conduct evaluation of products benefits. After that developing proper knowledge about the product end user will purchase the product and next stage will be renewal in which if customer like the products, they will purchase it again. 

	These are some of the major factors which impact on Unilever operations and abilities in both negative and positive manner in order to maximise customers value. So, it is essential for respective company management to conduct proper analysis of factors which help them in adopting positive one and minimise effect of negative factors. There are also several theories or models which are used by respective company in order to enhance their customers value. 








[bookmark: __RefHeading__1318_153407697][bookmark: __RefHeading__12516_1765827383]2. Identify systems that supports your organisations quality processes and provide a critical understanding of extent to which you think those systems are effective in meeting customer requirements.
	A quality management process refers to a set of methods in order to ensure that the products that are delivered by an organisation are fit to fulfil the purpose they are manufactured for. Being a multinational brand, Unilever's priority is meeting the expectations of its customers in terms of quality through its products (Homburg, Jozić and Kuehnl, 2017). And in order to constantly meet the requirements and loyalty of its customers, the company constantly needs to deliver products that are high in quality to ensure that it gains a competitive advantage over its competitors. There are various systems in an organisation that support its overall quality processes. Unilever follows differentiation as its generic strategy in order to maintain its competitive advantage in the industry wherein the main focus is emphasized upon enhancing the features and characteristics of its products that will in turn help the company stand out in the market. The company has been able to maintain its growth through a combination of various strategies. The Porter's generic strategies for Unilever are explained below -
	The model was introduced by Michael Porter in the year 1980 and describes how companies can gain a competitive advantage by formulating the right strategies. The model emphasizes its focus on three main strategies, namely – cost leadership, differentiation and focus. A company can stand out in the market by either reducing the overall costs of its products or differentiating its products prom its competitors’ products along various dimensions in order to justify the price of the products (Jain, Aagja and Bagdare, 2017). Companies may also gain this advantage by choosing various focus strategies, namely – narrow, broad and industry wide strategies. Organisations can choose the strategy they want to opt for either based to type or scope of the competitive advantage it is seeking. The application of the model is done below -
	Unilever is an international firm with a high recognition among the customers globally. The three main streams that are used by Unilever are cost leadership, differentiation and focus in order to achieve its goals and objectives.
[bookmark: __RefHeading__1320_153407697][bookmark: __RefHeading__12518_1765827383]Cost leadership
	This strategy involves reducing the price of the products in order to gain a competitive advantage. This is among the major strategies that the company uses in order to stand against its competitors in various markets worldwide. The strategy has enabled the company to expand its market share by primarily focussing on middle class people who cannot afford to buy expensive products (Kietzmann and Canhoto, 2013). Middle class people form the largest proportion of the overall consumer market and thus, cost leadership is considered to be the most apt strategy to cater the customers' needs as middle-class people lay more importance to the pricing of the products. Also, the company majorly focuses on affordability and accessibility of its products worldwide which is beneficial for the company in creating brand awareness and high sales of its products thus providing it a powerful competitive advantage against its competitors. Also, besides offering low prices of its products, Unilever also offers constant discounts and coupons in order to achieve its sales targets and also to handle the competition posed by its rival. The intended outcome of offering discounts and conducting campaign is to increase the popularity of the brand and thus encourage customers to purchase its products.
[bookmark: __RefHeading__1322_153407697][bookmark: __RefHeading__12520_1765827383]Differentiation
	Differentiation is another strategy that is used commonly by organisations to gain an advantage over their competitors. Unilever uses this strategy along with cost leadership strategy to achieve its objectives of growth and expansion. Unilever adopts differentiation as a second strategy has helped the company in expanding itself in various markets that were untapped otherwise by focussing on adding unique features to its products. The main objective of Unilever behind using this strategy is to differentiate its product offering through innovation and addressing the increasing health concerns of its customers (Kim and Choi, 2013). By using this strategy, Unilever has been able to position itself and its products in such a way that they stand out from its competitors’ offerings. Unilever has been successfully using this strategy for many years now in order to stand out and be different from other brands and reduce pressure on itself. Factors like being among the oldest brands, strong presence all over the world and extensive experience of selling products are usually highlighted in the marketing and communication strategies of the company. Apart from all this, the company has also used its logo to differentiate itself from other brands. The essence of the logo still continues to be same even after several revisions that the company has undergone. 
[bookmark: __RefHeading__1324_153407697][bookmark: __RefHeading__12522_1765827383]Focus
	Focus is the last generic strategy that is used by Unilever that encourages it to concentrate on the resources that are available with it in order to expand itself in the segments that are narrowly targetted (Lemon and Verhoef, 2016). By adopting the focus strategy, organisations like Unilever serve particular segments of the market. Unilever has adopted for this strategy in terms of both offering the best value as well as low cost. Unilever adopts the low-cost focus strategy by fulfilling the needs of a small market segment at very affordable at cheap prices. Whereas, the best value strategy is adopted by primarily focussing on the size and design of the company's products so that they fulfil the needs of the customers and meet their expectations. Also, Unilever constantly revises its branding strategies by brining innovative and unique changes to its products like packaging and design of the products in order to attract potential customers and maximise their value of money.  
	





There are various systems that support the quality processes of an organisation which are explained below -
[bookmark: __RefHeading__1326_153407697][bookmark: __RefHeading__12524_1765827383]Improving processes and reducing waste
	Unilever has always emphasized on the constant improvement of its processes which includes mapping and analysing various processes that don't deliver the desired output anymore. The company also primarily focusses on reducing the amount of waste that is generated during the production of goods for which it opts for various strategies like redesigning the processes wherein the steps that are not required or are not useful any more are eliminated from the overall process (McColl and et. al., 2015). The resources that are available with the company are utilised to their full capacity and changes that are required are implemented when there the need arises. This system supports Unilever in the quality of the processes that are involved in manufacturing a product. Also, the processes must be reviewed after any change is introduced or implemented in order to keep a check on the effective functioning of the system. The system also helps in saving the environment from any kind of harm that can be otherwise caused to it by using environment friendly materials which will in turn lead to attracting a greater number of customers as people today have become conscious about the environment. Also, in order to reduce the generation of waste, Unilever opts for sustainable packaging of its products by using paper bags, cardboard boxes etc. to name a few.
[bookmark: __RefHeading__1328_153407697][bookmark: __RefHeading__12526_1765827383]Lowering costs, facilitating and identifying training opportunities
	For many organisations, lowering their costs in various dimensions can support the various processes of quality. The respective company conducts surveys at constant intervals of time in order to identify the need of providing training to its employees. Conducting surveys not only help in tracing the processes involved in the manufacturing of the products clearly but also helps understanding any issues that be come up during the process (Norton and Pine, 2013). In order to overcome such situations, Unilever adopts various procedures and conducts audit of the internal processes of quality which helps in identifying any loopholes or variations in the quality of the products at the earliest. The process of quality audit that is adopted by Unilever includes factory audits, process audits, health and safety audits which help in increasing the excellence of its overall operations across the globe and assuring that the industry standards are adhered to. Maintaining the knowledge of the employees by conducting various training and development programs helps in speeding up the processes and also increasing their knowledge regarding skills that are involved in a particular quality process. Implementation of a training process helps in reducing the risks that may be associated with them. Also, the effective of such programs can be tested by using various types of online tests and questionnaires which will help in bridging the gap and lowering the overall costs. Therefore, various training opportunities should be identified.

[bookmark: __RefHeading__1330_153407697][bookmark: __RefHeading__12528_1765827383]Engaging staff and setting organization-wide direction
	Employee or staff engagement refers to the degree up to which the employees of the company are engaged and committed to their job (Quadri and Fiore, 2012). Employees who are engaged to their jobs are like to contribute in the profitability of the company. Unilever adopts various methods in order to engage its staff to their work and in order to do so, the managers of the company spend time with their team members in order to understand them and to get to know them in a better manner. The company also provides them with various tools like training and guest lectures to help them boost their confidence levels and thus perform efficiently. They are made aware of the decisions that the company might be taking up, its struggles, successes and concerns. Unilever is a company that is known to provide various opportunities to the employees and allow them to grow like the ideas that are put forward by the employees of the company are considered and they are not discouraged for the same (Ryan, 2016). Also, their hard work and the efforts that they put in getting the tasks done are also considered. The respective company has specified certain goals and objectives which it constantly strives to achieve. Having a specific vision and mission helps the company to align all its processes with the same so that better output can be generated that helps the company in maintaining its overall brand image and goodwill in the market when compared to its competitors. There is an organisation-wide direction so that no one loses his/ her focus and knows exactly what they're doing and working towards. All these measures in the system support the quality processes of the company so that it is able to produce high quality products in order to fulfil the needs of its customers and meet and expectations.
	All of the systems that are explained above in some way or the other support the overall quality process of the company which in turn has helped it sustain for such a long time and stand out in the market. In addition to this, as per the perspective of Michael Ord, for every company it is essential to adopt as well as maintain proper quality management system because through it they can able to maintain proper quality of their business operations and functions (Implementing a Quality Management System: Best Practice, 2018). This will also help them in ensuring about the all the activities are conducted in the systematic manner in order to meet standard. Respective system will directly or indirectly help a company in fulfilling requirement as well as expectation of customers in proper way. According to authors there are also numbers of major advantages gain by Unilever by adopting quality process or quality management system such as it help in meeting customers requirement on the continuous basis, it will also aid in consistently management of internal requirement in effective manner (Sachdeva and Goel, 2015). 
	It will also help respective company in managing external requirement on the regular basis. In addition to this there are also some other benefits which are gain by respective company and that will also help them in fulfilling requirement as well as needs of end users directly or indirectly in effective manner. By adopting quality management system Unilever able to minimise costly wastage and errors which directly lead to reduction in manufacturing cost which direly linked to the reduction of product price that help customers in getting quality products in low cost. This will also help this firm in attracting more and more customers towards their products. Along with this, respective methods are help Unilever in boosting customers satisfaction because manageable able to ensure that they are offering quality products which lead to attraction of more and more loyal customers (Straker and Wrigley, 2016). This will also help in retaining customers for the long duration of time by offering them quality products at low price.
[bookmark: __RefHeading__1332_153407697][bookmark: __RefHeading__12530_1765827383]
CONCLUSION
	By above discussed point it can be analyse that for each and every company it is essential for them to develop as well as maintain effective understand and engagement in customers experience. This is so because through it they can develop effective strategies as well as plans which by which a company can enhance their customers bases as well as market shares in potential marketplace. Along with this it is also essential for a company to develop proper understand of customer value as well as experience which can be influenced by numbers of factors, these factors can be impact on company abilities in more negative as well as positive manner. Some of those factors which impact on the company ability in order to enhance customers value are product focused corporate ecosystem, customer purchase cycle, segmentation, consumer behaviour technology, e-commerce, supply chain management issues, service quality buying decision making, organisational structure, organisational culture, innovation process and many more. In addition to this it is also essential for a company analyse their organisations quality procedure as that will also help management in meeting requirement as well as need of customers in effective manner. 
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