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Introduction

In this report will be presented the importance of a relationship between the customer and the organisation, in this case Berry Global company. Will explain how the company it is trying to build trust with our customers and make loyal customers. Will explain what quality process the company is using for higher level of quality and customer satisfaction.
According to Lemke Fred, Clark Moira and Wilson Hugh (2011) value-in-use is dependent not just on product and service quality but also on other aspects of the customer experience such as peer-to-peer interaction and product/service usage. It hence seems plausible that the customer may have concrete goals for these wider aspects of experience, and that customer’s goal hierarchy may similarly link these experience quality attributes to the value-in-use sought.















1.0 Factors that impact company ability to maximise customer value

Customers are long-term investments for a company that must be given the best service to make them loyal customers. The company must be able to create customer value in process of buying and providing good services. That’s why a company must be able to utilise customer preference, create services and market survey in order to be able to support customer value for the products they produce better and satisfactorily. For customers satisfaction, the company must be able to combine several elements including customer information, human resources and business capabilities they have, if the company has satisfied customers that will increase the customer value. (Donny, Juju and Eddy, 2018 December)     

1.1 Critically analyse                                                                                                                                                                                                                                                                                                                                                                                                                                                                                         

Customer analysis is the process that is helping the company to examine customer preferences to understand the customer and to develop more knowledge about the company customers and what they want. Customer analysis is helping the company to enhance customer satisfaction, target the right audience, make informed decisions and driving the business growth and success in a competitive marketplace.
The factory Berry Global, 2 years ago was producing just 2 types of products, plastic cups and plastic capsules for coffee, different colours and sizes, because now the market competition got different choices like paper cups, and the factory was not selling plastic cups like used to do, the general manager decide to make a new investment in Berry Global factory by buying 6 new lines for new products( plastic pots, expresso lids, incup lids, a-trays for dog food, 4 compartments trays, 2 compartments trays, pudding pots, kavli trays for cheese, translucent pots for dips), having a large variety of products, the factory start growing, having new customers and a higher profit.
According to James M. (2021), an analysis of the decision-making process is helping the company to review how far into the future must decisions be made and how fast they can be reversed, what the range of impact for the decision is across the company and what sort of qualitative factors come into the decisions.

1.2 Analyse the factors from the customer perspective and organisational perspective

Customer contribution to factory profitability occurs in 2 ways:
· Directly through their purchases
· Indirectly through their non-purchase reactions by making referrals to potential customers, by influencing current and potential customers in their network, or by using their own experience to provide feedback for improvements
Highly engaged customers are more than willing to provide feedback to the factory for improvements or changes in their product offering. Similarly, from a company’s standpoint customer feedback provides great value to a company as firms gather knowledge about what their customers understand about their product or service offering. If the companies listen to their customers, they can reduce the failure rate of products and also improve the service quality. Delivering value to customers by understanding and incorporating their feedback gives companies an edge over their competitors. 
Customers are the lifeblood of your business and if can’t keep them happy and loyal, it won’t matter how good your marketing is, how many leads you receive, or how well your salespeople convert new customers.
Factors that influence customer satisfaction:
· Accessibility - the company must be always available for the customers needs, concerns, problems and the question that they have
· Empathy – mistakes happen, and sometimes the customer can find defects and send complains back, but the company need to make sure that the customers are always happy and ensure them that the company will work hard to minimise the product defects and implements more checks
· Response time – the company need to make sure that they will gone deliver the order on time
· Convenience – the company need to make sure that they make it very easy for the customer to browse, shop, schedule and buy
· Choices – the customer like to have different options when they buy a product, different styles, level of services and different methods for delivery
· Quality – the company need to make sure that is offering a higher level of quality
· Appreciation – the customer like to be appreciated that they do business with your company
· Loyalty - is good for company to haver new customers, but the company also must consider implementing a loyalty program for the existing customers offering them discounts, freebies or access to a special content or product a thank you for their continued support
· Community – creating a community, whether virtual or in person, around company product, will help keep the customer engaged with company brand

Customer satisfaction is essential to the company future not only do happy customers come back and become loyal, repeat buyers, but they also share their experiences with friends and family. The company need to evaluate the current customer satisfaction reality, and after implement the necessary changes to keep company customer happy, engaged and coming back for more.
According to Peppers and Rogers (2017) it is possible to have multiple interpretation of future customer needs, expectation and requirements. A common interpretation is a forecasting one where future requirement mean the future level of demand for particular products and services.

1.3 Customer experience

Customer experience is all the interaction customers have with the company at all stages of the customer journey. The company Berry Global is staying in touch with the customers all the time, ask them for product feedback and if they need to change anything to make there experience better. Twice a year the company is having customers visit, where they will come and check the way how the product is made, if is on high level quality, if the factory is clean, if the company have experienced employees with good knowledge about the product and the way that they check the quality product, and how they work on the process to make sure that the product is on high level of quality. The company Berry will make sure to delegate one experience person like the team leader with a good knowledge, that will walk around the factory with the customers offering them a satisfaction experience of their visit. After the customers finish the visit, the management is waiting for customers feedback to what the factory can improve to keep the customers happy.
According to Jarvis A. (2016), to create a new level of employee focus with customers emotions being a part of quality need to build into the communication plan to make the employees understand the new strategy and become aligned to adopt new processes.

2.0 Critically understand of company quality process

Company quality is different activities and tasks within a company that’s helping to ensure that products and services offered as well as the means used to provide them, are consistent. It is helping the company to achieve and maintain a desired level of quality within the organisation.
The voice of the customer is the basis for setting requirement, with all the data that are being gathered from surveys, complaints, guarantee usage, and warranty issues for information about customers’ requirements, a company can use a planning process such as quality function deployment to take action. (Furterer S. 2022)

2.1 What is quality

A lack of focus and integration of quality improvement initiatives with an organisation’s management practices is another key deficiency of quality efforts aiming to achieve tangible business objectives. (Anthony J. and Preece D. 2002)
Organisation quality have 4 keys components to ensure a high level of quality for the customers:
· Quality planning – is the process of identifying the quality standards relevant to the project and deciding how to meet them
· Quality improvement – the purposeful change of a process to improve the confidence or reliability of the outcome
· Quality control – the continuing effort to uphold a process’s integrity and reliability in archiving an outcome
· Quality assurance – the systematic or planned actions necessary to offer sufficient reliability so that a particular service or product will meet the specified requirements

According to Pyzdek T. (1991), quality is the total composite product and service characteristics of marketing, engineering, manufacture and maintenance through which the product and service in use will meet the expectations of the customers. At one time quality control was viewed as product inspection. Quality control consisted of assigning the last person on the assembly line the task of ensuring that the product worked. In modern practice, quality control begins with the design process and continues though manufacturing and use of the product.

2.2 Quality process

The quality department is staying in touch with the customers all the time. The customer gives the quality department all the measurements that the product needs to have, and examples how the product needs to look. To ensure that every product it’s on high level standard, the quality department is making:
· Verification – this is the act of reviewing, inspecting, testing, checking, auditing, or otherwise establishing and documenting whether items, processes, services, or documents conform to specified requirements
· Visual control – this is the technique that the quality department is using for positioning all tools, parts, production activities, and performance indicators so that the status of a process can be understood at a glance by everyone, it’s provides visual clues to aid the performer in correctly processing a step or series of steps to reduce cycle time, to cut costs, to smooth flow of work and to improve quality
· Voice of the customer – this is the company’s efforts to understand the customer’s needs and expectations and to provide products and services that truly meet customers expectation (Eldon H., Kathleen M., Marilyn S., 2013)

	2.3 Customer relation management

Developing loyal customers relationship requires that the company understand who its buyers are and what goods and services they need. The company management need to listen to their customers, realizing that they may be their best collaborators. The customer feedback dives their product development. (Bedeian A. G., 1993)
CRM system is helping the company to:
· Offer a better customer experience
· Offer a higher productivity
· Increase collaboration
· Offer greater insights
· Helping with the cost saving
· Connect all teams
· Increase productivity with AI
· Increase customer lifetime value
· Offer better customer support
· Improve products and services
· Use AI to identify trends and efficiencies


In order for a company to create and sustain international competitive advantages, there must be strong competency in understanding which customers provide the best long-term opportunities for profitable relationships. (Raab G., 2008)
According to S. Shanmugasundaram (2010), CRM helps in tracking marketing opportunities better and focusing on those customers who increase not only the sales/volume of the company but also its profitabilities. CRM is defined as the process of tracking customers behaviour in order to develop marketing and maintain customer relationship in case of a brand often by a development of software system. The system provides on-to-one contact between the company marketing and its customers. CRM is a business strategy which includes the people processes, and technology associated with marketing and service.

Conclusion

From this report results, it can be concluded that consumer psychology and service quality have a positive impact on customer value. By paying attention to the optimal service element, it will make customers feel comfortable to create high customer value. While customer value has a positive and significant impact on loyalty. The higher the customer value is, the more positive customer loyalty will be to the products produced by the company. Therefore, if the price is high but the benefits obtained by customer are not many, it will have an impact on the loyalty given by customer. The company management, they always need to pay attention at customers needs, and to make sure that they make the customers to feel important and offer them high level of quality.
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