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Introduction
Within this assignment I will be looking at definitions of customer value, why it’s important and how its created. I will also be talking about customer relationship management and the benefits. Customer centricity and requirements will also be investigated. Then I will use descriptions of different models and how they work.


What is the definition of customer values?

Customer value is the phenomenon that keeps companies from edging over the brink of bankruptcy and instead, maintaining long-term relationships with existing customers and earning repeat business by providing an excellent customer experience. Client value is better described as a trade-off in between advantages a customer obtains from an item or service and the work or difficulty they confront in utilising or receiving the good or service in question. To put it another way, how much would a consumer appreciate your product or service?
Customer value may be increased if businesses identify methods to integrate their key skills with the major issues of their customer. There are several definitions of value. Among some, value is money; to others, it equals benefits. It also refers to the monetary value of it. That's why certain people use the quote ‘value for money,' while others prefer ‘money for value,' implying that they are prepared to pay for what they view to be advantages.
'The esteem that anything is regarded to earn; the significance, value, or utility about something,' according to the dictionary.
The customers values are also by their experience so if they had a nice experience whilst buying products, they would come back to the same place again. Another one can be by what if it maybe was a popular brand then some people like to follow the trends and buy things that everyone else is buying and people will go for the way the products are packed and designed.

There are 4 different categories of customer values.
1.Functional
2. Emotional
3. Life changing
4. Social Impact


These are a few different types of customer values below that I will be explaining.
Customer Lifetime Value: (CLV) Customer lifetime value is the sum of all revenue a company will receive from a single customer throughout the course of their relationship with the company. It's a vital indicator because keeping current clients is less expensive than acquiring additional ones, so boosting the value of your current clients is an excellent strategy to motivate expansion.

Understanding the CLV enables companies to come up with strategies for acquiring fresh consumers and retaining their current ones while sustaining their profitability.

Customer Brand Value (CBV)
Brand values are the fundamental beliefs which an organisation represents for. Their companies define the "ideals" that guide the company's behaviours, including safeguarding the environment, unlikeness, cooperation, and candour. Brand values offer a significance to both the brand's presence and measures and are a vital part to the brand's core identity.
What is truly important to the company behind the brand ought to continually be expressed in brand values. Their companies must be truthful and put into effect all aspects of the company's approach, from employee and consumer communication to making strategic choices.

Customer Influence Value (CIV)
When social pressure contributes an important part in the spread of new products, the intrinsic value of a consumer frequently extends besides their own personal purchase. We contend that a customer's value (CV) is determined not only by her purchase value (PV), but also by their influence value (IV) (i.e., CV = PV IV). As a result, a consumer's worth can be far greater than the thing they’ve bought will value if they have an important impact over others. The social apportioning parameter, that decides the credit a client gets by impacting other possible consumers, is an important parameter in our model framework. We create a natural technique for calculating as an indicator of the new product diffusion parameters. The model's structure enables us to explore how a company may accelerate purchasing of products by offering initial price reductions to a particular set of potential users at the product release. Purchase acceleration frequently results in an enormous rise in total customer value, according to our research.

Customer referred value (CRV)
Customer referral value is when businesses acknowledge the enormous value of their existing customer base, a lot of companies ignore the unused diverse value that the current clients may offer above their own purchases. Offering a referral (also known as refer-a-friend) benefit to those who purchase from you can provide the following benefits:

     An extremely cost-effective recruitment channel.
A tool for increasing brand loyalty among existing customers.
An essential strategy for retaining your existing customers.
While it's difficult to argue against the diverse value of a referred customer — compared to increased average order value (up to 200%) to a longer lifetime value (up to 25%) — numerous businesses still struggle with how to create and build a successful referral programme for their clients.
When regular customers get reward benefits, they will more than likely always come back and buy from the business, and they will refer the business to friends and family to.
A few things you should focus on when designing your customer referrals is: 
Customer Acquisition: Your approach should be focused on converting your devoted clients into missionaries, whilst additionally identifying and encouraging a brand's most influential individuals to help increase referrals. As an outcome, your business gains a low-cost, high-efficiency growth channel.
Shared Value: The most successful referral programme is organised and straightforward in how it works, while providing shared value to both the referrer and the person who gets the referral. This serves as a motivator for each side of the deal while remaining significantly less expensive compared to a brand's usual fully loaded cost of purchase.

Customer knowledge value (CKV)
Customer knowledge is the science that describes your customers: who they are, what inspires them, and what they desire, require, love, or hate. Customer knowledge transforms a salesperson into a psychologist. It requires you to get to know the client as a person rather than just a number, learning about their purchasing habits and their requirements. In today's competitive marketplace, you are unable to effectively sell to your customers unless you first learn about them.

Since no one bought goods or services over the internet years ago, prior to internet access, marketers would gather customer information in in-person. It was straightforward to figure out who was purchasing your goods for the reason they had to shop for themselves in person or communicate to someone on the phone.

Why is customer value important?

Customer value is important in any business as you need to maintain a professional long-term relationship with your customers to maintain repeat business from them, and for them to support the business by recommending friend and family to use your services. The only way you can do this is by getting to know them properly and getting feedback on your products and services.
Within my job role with the NHS, it’s not so much as selling products as the NHS is National Health Services, but I do still have to get to know all our patients as I’m providing a duty of care to these unwell patients. These patients are very vulnerable, and some are very sick, so I must maintain professional whilst building relationships with them whilst providing the care and support they need.


How is customer value created?

Effective value creation comes where firms build regular sources of services and goods that provide compelling and distinct advantages to a specified customer base. To remain in its position as an industry leader, an organisation must design and sustain a distinct, long-term value generating model.


If financiers purchase shares in a firm or whenever clients form a business relationship within an identical business,



 
 Companies are not based on their connection on an item or service in. Customers instead expect the company to continue to produce valuable goods and services that fulfil their demands.

 Investors are on the other hand, anticipate that the firm will keep working on products or services which will suit the requirements of customers and create more income.

The capacity to create supplies and successfully align them with certain opportunities is the key to a professional business that’s loyal to their customers.

Customer Relationship Management (CRM)

The art of managing good customer relationships and prospective customers is referred to as customer relationship management. (CRM) It all comes down to knowing who your clients and future consumers are and developing the connections that you currently maintain with them. It is all about establishing customer standards and meeting or exceeding them.

A customer relationship model aims to strengthen the bond amongst a company and its customers. They do it by driving fresh developments and generating revenues for existing and future businesses and investments.
Customer Relationship Management also be used in stages.
Awareness:  This is where the candidate tries to get to know more about your business and the brands you are selling.
Discovery: This is where you get to know more about the customers needs and ehat they like etc, then share your product to meet their requirements.
Evaluation: This is where you then evaluate and compare your products with other competitors.
Intent: This is where your customer is drawn into what you’re selling and is deciding if they would like to buy your product.
Purchase: Once your customer had purchased and paid for your product, they are then your loyal customer.
Loyalty: Now the customer is happy with their purchase, arrange a follow up with your customer to make sure they are truly satisfied with their buy and ask them for referrals.
Creating good customer engagement by building good relationships with your customers will make a massive impact on your business and make it a success.
Developing good customer relationship management (CRM) by using marketing and other online advertising will help your business to set better customer relationship management. 
By using these you will get good results within your customers positive experience when purchasing your brand. You will also gain more growth in your customers as they will become more loyal to your business and keep returning.



Benefits of customer relationship management

There are a few benefits you will achieve through customer relationship management I will briefly explain a few below.
Customer Service and Retention: This is when you improve your relationship with your customers using (CRM) system. It will manage all your information from your business-like transactions etc and all your contacts. You build your customers loyalty but having a high customer turnover can have a bad effect on your business also. Then the benefits of a CRM can improve customer service and build up your customer loyalty it can also track behaviour etc and help you as a business identify these things before it becomes a problem.
Increased Sales: Customer loyalty will increase your sales; CRMs will help your sales by analysing all of the sales data and keep it stored in one place. This can also help your employers adapt to any changes if needed.
Analytics: These are a vital part in understanding the behaviour of your customers. By collecting plenty of your customers data CRMs have built in analytics that can access it all.
Higher Productivity: When you use CRM software employees can focus on human centred work and focus on building customer relationships. It also makes sure all tasks are completed on time by using the CRM dashboards, you will also be able to see where improvement is needed in the workflow.
Cultivating New Leads: Customer relationships do well when looked after but needs good communication to do so. If your business is able to keep your customers alert on times, where they can reach out and use certain benefits. This will also be a massive advantage to your business.
Better Marketing: Using CRM will allow you as a business to use marketing based on your customer’s needs. It gives you the approach to your customers to the get new products in to suit their needs.

Increased Profitability: This is where you use CRM to find out the loyal customers and ones who are not. This can help your business optimise your costs and focus on the customers who will bring you the most profit by using the knowledge. 

Customer centricity
Customer centricity refers to a company's employees' capacity to comprehend its consumer conditions, views, and needs. Customer centricity requires that consumers be at the centre of all choices regarding the delivery of goods, services, and experiences to achieve customer happiness, commitment, and engagement. Being customer-centric involves recognising the wants, needs, and communication styles of the customer. Then doing it correctly. Customer partnerships that last. However, a single mistake could cost you valuable customers.

Regarding advertisement, it is critical to analyse how marketing and advertising efforts would be beneficial to the consumer. Individuals, for example, dislike being pestered and inundated, but if advertising are of interest to them, they'll be less inclined to become irritated and, in addition, are likely to recall and engage on them. According to PwC, roughly one-third of consumers will give up an established brand with just one bad experience. "Experience is everything," claims the firm. Make sure you get it right. A positive interaction with customers makes individuals feel listened and valued. It reduces the friction increases effectiveness and keeps an individual factor."

According to Havas Group research, 84% of people expect brands to provide strong content, which connects them via storytelling, gives valuable responses, and delivers memorable experiences.



 What are the Customer requirements?
Customer expectations are the requirements or attributes of a product or service that consumers perceive required. These specifications encourage customers to purchase a product or service. Businesses may investigate the market they are targeting to figure out what they want and require developing their demands. Businesses can also adopt a more direct strategy by soliciting input from their clients via questionnaires, surveys, or social media. Customers' needs differ depending on what goods or services offered by a business. Businesses might mix multiple needs to guarantee they're able to cover every one of their customers' wants or wishes as necessary.
Here’s a few examples I’ve researched for customer requirements:
Price: Prices of products may sometimes affect the customer purchasing some products and every individual customer has their own budget on what they would like to spend on a certain product. Customers will also shop around and compare cheaper places and if the product is worth buying.
Quality: Quality is a big part on customers wanting to buy certain items as they will look for the best quality in things and things that are going to last long. It also goes by the customers own preference to as everyone likes different things and has different preferences; some will buy as its cheaper, but the products may not last others will pay high prices to ensure its reliable and is going to last.
Functionality: Each product a customer buys has a purpose weather its electrical, clothing etc they buy things sometimes that will have extra benefits also.
Performance: Customers who purchase products will require that it’s going to perform its purpose and that it works and lasts well.
Convenience: Customers buy products that can save them time and effort an example would be maybe buying from amazon prime to ensure you can get either same day or next day delivery rather than must go out to go purchase a product.





Hierarchy of emotional value
"Colin Shaw" the founder of CEO of beyond physiology outlines how it is critical for customer-focused firms see the benefit of applying the NEV to TRULY determine the client's level of commitment, continuation, and experience. He describes its psychological importance and influence as follows:

"The NEV is a single number that represents the emotional value that you provide to your customers." We compute the NEV by balancing the positive and negative feelings that a consumer has about their encounter with your company. NEV's "Net" refers to the net influence of such emotions on client loyalty and retention." As you notice, feelings stimulate short-term spending whereas others increase long-term spending. In addition, the feelings and their arrangement indicate how they motivate value in any direction.

Shaw employs the Hierarchy of Emotional Value to assess an organization's level of emotional involvement with its clients, that they describe as an Emotional Signature, something each organisation has, regardless they are conscious of it or not. The emotions are split into clusters and called after the four secret methods that impact the consumer experience: 1. The Advocacy Cluster 2. The Recommendation Cluster 3. The Attention Cluster, and 4. The Destroying Cluster.
The Advocacy cluster: The advocacy cluster is only made up of two different emotions happy and pleased, these are both important in your customers experience. People are always looking to find more happiness than they already have, so a customer’s experience should give them pleasure whilst buying a product to ensure it fulfils these vital emotions they are feeling.
Recommendation cluster: The recommendation cluster involves the customers feeling valued, cared for and safe. These are the emotions that are foundations in customer loyalty. These are also emotions that you pass to the pinnacle of the pyramid (the Advocacy cluster).
Attention cluster: The attention cluster is made up of five different emotions, interested, energetic, stimulated, exploratory and indulgent. These cluster of emotions is the ones that have effects on long term spending. If you don’t tend to these emotions, it will backfire on you.
Destroying cluster: This cluster has a range of emotions to but a bit different these include hurried, unhappy, irritated, neglected, stressed, disappointed, unsatisfied, and frustrated. If your customer is feeling any of these emotions whilst they are out shopping in your business it will lose your business money through lost revenue, buying opportunities. inevitably the feelings indicated in each of these clusters are among the many that have an impact on the results of the consumer's journey. Those discovered in the four clusters, on the other hand, indicate statistically important sensations that have been clearly related to a rise or fall in commitment or customer expenditure. In a nutshell, those feelings and their underlying impacts are why your clients purchase from you and afterwards come return to purchase more - or why they don't! You may create an emotional experience that is intentional and not left to chance if you recognise the kind of connection that that you share with your clients as well as how it builds or ruins the benefit of your company.



Garvin’s eight dimensions of quality

In 1987, David A. Garvin released a model in the Harvard Business Review. He believed that typical methods of quality management are inadequate since they were designed to safeguard consumers against receiving what they did not want through preventing flaws and inconveniences. He contended that businesses should concentrate on learning how to actively pleasure their clients by giving them a greater quantity of what they desire. Garvin claimed that no matter the requirements you set for yourself, you will always require your consumers' acceptance to succeed.
These are the eight dimensions of quality.

Performance: This is the products use and how it works.
Features: These are basically any extras if provided. 
Reliability: Is the product likely to work? Will it last?
Conformance: Does it meet its standards?
Durability: Is it good value for what it’s worth? How longs it going to work before breaking?
Serviceability: If the product fails, how quick and easy will it be to repair?
Aesthetics: This is how the product looks, sounds, tastes, smells?
Perceived Quality: This is where conclusions are drawn between tangible and intangible, how heavy is it?


Demings 14 points 

Demings (1982) 14 points on quality management is a set of management practises, to help businesses increase their quality and productivity. Create constancy of purpose for improving products and services.

Create constancy of purpose for improving products and services.
Adopt the new philosophy.
Cease dependence on inspection to achieve quality.
End the practice of awarding business on price alone; instead, minimize total cost by working with a single supplier.
Improve constantly and forever every process for planning, production and service.
Institute training on the job.
Adopt and institute leadership.
Drive out fear.
Break down barriers between staff areas.
Eliminate slogans, exhortations, and targets for the workforce.
Eliminate numerical quotas for the workforce and numerical goals for management.
Remove barriers that rob people of pride of workmanship and eliminate the annual rating or merit system.
Institute a vigorous program of education and self-improvement for everyone.
Put everybody in the company to work accomplishing the transformation.

The Kano models.

The Kano model of product development and customer satisfaction was published in 1984 by Dr Noriaki Kano the professor of quality management.
(Kano1984) states that “a product or service is about much more than just functionality. It is also about customers emotions.”
By adding an extra feature to the products your selling could satisfy the customer and increase your sales without adding on more costs.
 
This is why the model makes you think about how you relate to your customers needs.
This is how the Kano model works:
Threshold Attributes (Basics): These are basic features that’s expected from your customers of the product they have purchased.
Performance(satisfiers): These features aren’t very necessary, but they will increase in the customers enjoyment of the product they purchase.
Excitement Attributes (Delighters): These are the surprise features that customers don’t want but are very pleased to have.


Within my role of the NHS the quality framework that is set in place is that organisations must build on the good work already underway in regard to the well-being of future generations (Wales) act five ways of working 
1.prevention
2.long term planning
3.intergration
4.collaboration
5.involvement
These are key in improving the health and well being of people including staff.



Conclusion
The study’s findings are that customer value is the main key to any business, this is influenced by good service and building good relationships with the consumers. Therefor if your loyal to your customers your business will strive.
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