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The following assignment is divided into two parts. For reference my chosen organisation is the LEGO company as a whole. For those unfamiliar with the brand I have given a brief description below for context.
The first part of the assignment is going to critically analyse factors that impact on the organisations ability to maximise customer value through the analysis of the customer experience and critically evaluate the benefits and challenges of developing and maintaining good customer relationships. 
The second part of the assignment with show a critical understanding of the LEGO quality processes and its effectiveness in meeting customer requirements. I will evidence a critical understanding of quality processes in the workplace and further analyse the customer’s experience.
For some background into the company, I will provide a brief introduction to what LEGO is and its history. The LEGO company was founded in 1932 and was originally a small family run business operating from a small workshop. Over the years the company has grown dramatically and over this time it has passed down through the generations of the same family. It is now globally recognised as one of the world's largest toy manufacturers and is constantly updating to meet modern and global requirements. I will explore further into the foundations of the LEGO group throughout this assignment, looking into how they value their customers and how they ensure they meet the quality standards that they have set for themselves in 90 years of production. 
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Criticality is to have information and question it, expand on it and use it to justify, as opposed to simply describing what the information is and taking it at face value. Fulop (1999) described critical thinking as requiring a radical approach by the writer where one reflects and questions the information they have, they explore deeper in order to justify the means and outcomes. 
The term value can be used in different ways and can mean different things depending on the context in which it is being used. Mahajan (2020) writes how value to one person could be referring to the price of the product or service, or it could be the benefit the product or service provides or it’s worth to the customer or client. He discusses they difference between “value for money” and “money for value”. Value for money may be important to the customer who may be on a budget where they get more for less money, where as money for value is for those who are happy to spend a little more in order to get better quality products. He argues that money for value is a better approach for businesses to adopt, as this ensures that customers and consumers can appreciate the benefits of the product and service that they are purchasing. The benefits of the product or service are just as if not more important than the product or service itself, as it is the outcome and benefits that draw people into their purchase in the first place. Purchases are made to meet a want, need or desire. A higher quality product is able to meet these needs and are able to do so for longer periods due to higher quality. LEGO is a large company and have their products available across so many platforms. It is sold across 130 countries in toy stores, supermarkets, LEGO stores and is widely available online. LEGO recognises that it is a desirable product and have trademarked some of their product’s designs. While being available in other stores and having competitors who make similar products for less cost, the LEGO company incentivises its customers to purchase their brand and product through their website or their own branded stores through offering a LEGO VIP scheme. Through this membership scheme points can be earned through purchases. These points can then be exchanged for exclusive rewards that would not be available if purchases were not made through the LEGO group. These rewards can help purchase more products or be put towards LEGOLAND tickets. 
Mahajan (2020) also wrote how it is important in business to remember that there is a difference between a customer and the consumer. Customers are those that make the purchase, whereas the consumers are those that use the product or service that has been purchased. In the case of this literature, it is common for parents or adults being the customer and purchasing the LEGO products and the children being the consumer. As a company they recognise that they need to appeal to their customers and consumers. LEGO stores are designed to be child friendly and are very bright and vibrant colours. As well as displaying the play sets and models in their stores, you are able to pick and choose bricks from a “pick n mix” style and pay for the weight of the container once you have finished. The LEGO website shows a quote from their CEO;
	“Our products must exist on children’s own terms. To put it simply: what the future LEGO products do in the heads of tomorrows children is important” 
LEGO has always strived to help build the imaginations of children and understand the importance of how imaginative play helps with childrens development. LEGO can be passed down through generations within families and can be enjoyed by those of all ages. By saying “what the future LEGO products do in the heads of tomorrows children” they are thinking about how LEGO can stay a present toy and develop and grow alongside modern updates within toys and games. A way in which LEGO has done this is through the LEGO life App. This app is specifically targeted at children where they can safely access a community where other children can share their models and show off what they have made. Children can design their own avatar and access designs for them to use for their own LEGO. This further shows how the company is keeping up with modern times and is progressing, it thinks about the customers changing needs and desires of what they look for in toys and have adapted the ways they operate to do so. 
Customer service is very important in all businesses as it keeps customers loyal to that service and/or company, which in turn enhances profit margins and sales. It can be expensive if a company needs to keep reaching out to obtain new customers. The costs of advertisement would be required as well as putting on sales, lowering the products price, to draw in people and attract them to the business product or service, ultimately cutting into profit margins. This can be successful on occasion and if used short term, however it is not a long term fix to keep a business running and a client or customer base needs to be formed. 
Ssekyanzi (2016) is quoted as saying as follows in relation to the customer experience and service;
	“the act of taking care of customers needs by providing and delivering professional, helpful, high-quality service and assistance, before during and after the customers requirements are met” 
By meeting these standards laid out in Ssekyanzi’s definition companies are more likely to maintain their client base. LEGO has build such a large client base that they are able to run and maintain several LEGOLAND parks and discovery centres where fans of LEGO go to spend the day or even stay overnight in LEGO themed hotels. These parks are appropriate for all ages to enjoy and so LEGO have clearly thought about all of their customers, not just the younger. 
Kotler and Armstrong (2010) identified a key part of the customer value and service is the relationship between the buyer and seller. In the case for this assignment, we refer to the seller being the LEGO company and the buyer being the customers. Kotler and Armstrong highlighted the marketing mix, the 7 Ps of buyer seller relationships. Product, place, price, promotion, people, processes and physical evidence. The LEGO company needs to ensure that it is providing a product that continues to meet the high standards it has created for itself over the years. LEGO is readily available whether that be through store purchase in their own stores, or third-party stores, as well as online through online retailers such as Amazon or their own LEGO website. LEGO can be seen as more expensive than other companies that make similar products which can sometimes make it undesirable to it’s target markets. Originally the LEGO group was only pitching towards children and selling toys to help build their imaginations. Over the years, the company has branched out and created DUPLO LEGO which are twice the size of the original blocks, thus making them safer and more appropriate for younger children and so have expanded their target audience. Not only there is now demand and want for LEGO display sets, which appeal to collectors and an older target audience.
Newbury and Farnham (2013) identified that once an item has been purchased there are 4 aspects to post purchase behaviour. The first use, or out of the box experience, it’s continued use, the discontinuation of it’s use and the renew/recycle stage. In relation to LEGO that is targeted for children, the continuation of use can go on for an indefinite period of time. When that ultimately comes to an end, and they no longer play with the LEGO the company has a Replay Programme where the pieces can be exchanged and donated to others who will then play with them. In the Lego Group Annual Report (2021) statistics showed that 138,411kg of LEGO was recycled through their LEGO replay scheme. This reiterates that the company cares about the customer and the planet we all share, benefiting the environment and reusing materials. 
The LEGO group follow 12 responsible business principles in which they care about the customer through the service they provide and the impact they have on the environment. In the LEGO group Annual Report (2021) it is highlighted that in 2021 the solar panel capacity used by the company has increased by 98%, showing a movement towards renewable energy. The importance of renewable energy and recycling thus creating a more sustainable company does seem to be high on the list of their responsible business principles and in 2021 the first prototype brick made from recycled materials such as plastic bottles was made. 
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Greek philosopher Aristotle is quoted in saying “Quality is not an act, it is a habit”. Put simply this means that success in business or any field cannot just happen overnight, it takes time and patience. In the same sense it also means that once you have created one good product it does not mean you can let standards slip and allow the others to be of lesser quality and still expect success. Consistency is key, and the companies and businesses need to be able to adapt and change with progressions of society and their changing needs.
When it comes to quality it is just as important to know what to avoid as well as know how to succeed. Mortiboys (1991) highlighted the eight routes to poor quality. These are to not focus or emphasise on the short term, not clamp down on cost and produce high levels of waste, to not have a “take it or leave it approach with customers”, do not treat employees like production robots, to compete on price but let quality standards fall, buying at low prices, being anti-change and macho management. Arguably the LEGO group has not fallen into any of these routes to poor quality and maintain production of a product that is in high demand. The company has been running for 90 years and shows that it is always thinking long term by continuing to be one of the biggest toy manufacturers in the world. LEGO has adapted where it has needed to in the near century since it began. Original toys made by the company were made of wood, they have since progressed onto plastic toys, they have kept up with modern demands within the toy market and have expanded into online apps and games for popular consoles to each wider markets. LEGO explains via their website that they are family friendly business and part of their 12 responsible business principles detail how they treat their workers with respect, offer fair wages and have a generous parental leave scheme when their employees have children, the workers are also protected with high level of health and safety measures and procedures. They also outline that their business operates and conducts it’s works while having minimal impact on the environment and embraces sustainability through their “replay programme” where in the US and Canada, people can donate the bricks they no longer play with within their community to provide more and more children with the opportunity to play with LEGO who may have not been able to previously. 
Implementing good quality processes and quality control helps ensure that the best is being delivered by a business to their clients or customers in terms of service and/or product. There are many ways in which quality can be perceived. Garvin (1987) identified the 8 dimensions of quality, these are as follows;
· Performance, this refers to the primary operating characteristics of the business. How they produce their product and how quickly they can do so.
· Features, this refers to the secondary aspects of the performance of the business, the small details and finishing touches that help create the product.
· Reliability - it is important for products to be reliable and have a minimal risk of failing or malfunctioning within a specified time frame. Products are given guarantees or warrantees to show customers that they have faith in their product and how it is reliable. Within the LEGO group you can access the website and order replacement bricks should they be missing, damaged or broken.
· Conformance – products and services within a company need to be consistent and conform to established standards that have been laid out.
· Durability, referring to the products “life” and how long it lasts. The Replay Programme helps show that the product is very durable and can be passed on to another consumer once one has finished with it.
· Serviceability – should there be issues with the product or service, then it would need to be repaired or amended quickly and to a high standard.
· Aesthetics – this is subjective depending on the product or service but refers to the way something looks, smells, tastes, feels or sounds.
· Perceived quality – tangible and intangible product aspects.
The LEGO group is no different in needing to uphold its quality processes and quality control. The company has been running for 90 years and has over this period created a well-known name for itself and it very popular across the globe. Being a common household name, it needs to uphold the quality in which it has established for itself. In 1963, Godtfred Kirk Christiansen, the CEO at the time, announced the 10 Lego Characteristics that make the LEGO brick the well-known product that we all know today. One of these characteristics being “more LEGO, greater play value”. This shows that the company wished for the customers to have more and more LEGO, pitching that the more they had, the better play experience they would have. In order for the customers to keep purchasing LEGO, the LEGO group needed to ensure that the quality of its product was of a high standard and quality. 
Furthermore, Richards (2020) explained that quality processes and quality control are the procedures that have been set in order to ensure that a manufactured product or performed service adheres to a defined set of criteria or requirements that have been expected to be met by the client or customer it serves its purpose. Similar to this, Ishikawa, 1989, defined quality control processes as the development, design, producing of, marketing and servicing of a product or service which thus ensures customer satisfaction whilst also being cost effective and a useful product or service. Ishikawa explained that all divisions and levels within a company need to do their part in working together as a team to achieve this common goal. This agrees with Mortiboys (1991) point that a macho management does not create success. All levels within a business are important in their own way to provide a quality service and product for customers. Whilst being similar definitions, Ishikawa goes further than Richards to include usefulness and cost effectiveness in its definition. While it is important to meet the standards and needs of the customer and/or clients of the business, it is equally important to take into consideration the costs and the practical applications of the product or service being provided. This again relates back to Mortiboys eight routes to poor quality, the points that say that you should not just focus on costs, that the bigger picture needs to be looked at to ensure that there is minimal environmental impact, low waste, and high quality is maintained while establishing level costs. 
There are different methods that can be used in order to quality control within the business. Different tools can be used in order to keep track of projects and identify areas of success as well as areas that are in need for improvement and therefore help establish how they can be improved. The LEGO company has set out 12 responsible business principles in which their expectation for their production sites, their suppliers and partners must adhere to in order to protect everyone’s rights and ensure their well-being and also protect the planet for future generations. Those within the company branches that do not show conformity to the principles during their audits will be worked on in order to identify the cause of the issue and support that branch to correct the issues within an agreed time period. Their aim is to create long term and sustainable solutions and build long term relationships with suppliers. The 12 principles relate to ethics, people, children and environment. A full list of the principles can be found in APPENDIX 1. 
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After researching and exploring into the LEGO company I feel I have successfully been able to critically analyse the factors that impact on the organisations ability to maximise customer value. I have made efforts to ensure that my thinking and approach to both the first and second section of this assignment have been critical and that information I have drawn from resources have not been taken completely at face value.
The LEGO company as a whole, not just within it’s stores but also on it’s online platforms and theme parks provide a product and a service that is appreciated by people of all ages, despite their primary target audience being children and the younger generation. Over its 90 years of operations the LEGO group has built a great name for itself and is recognised as one of the leading global toy manufacturers. With trademark designs it is a product that is very desirable, to the point that rival companies advertise themselves as compatible with the brand. Great care and effort is therefore paramount when it comes to ensuring its customers and employees have positive outlooks on them. It recognises that it has these competitors but incentivises its loyal customers with LEGO VIP and other reward schemes that, once someone has made a purchase through their website or their store, offers reward points that can be exchanged for exclusive offers on other products and even LEGOLAND park tickets. LEGO as a whole appeals to both the customer and the consumers through have child friendly and appealing stores, offering an app platform where children can safely exchange designs with parental locks and permissions, and having several theme parks across the globe that all family members of all ages can enjoy. LEGO also appeals to adults that are fans of mainstream TV/Film by producing statues and sculptures that can be built and kept and displayed as collectible items. Early on LEGO saw a gap in it’s market as its small bricks were not suitable for very young children, thus they created the DUPLO brick. The company listened to what its customers wanted/needed and delivered a product that met these needs. They have continued to adapt and add new products over recent years to help keep up with modern progression in the toy industry.
LEGO goes further than ensuring customer value and experience is top level and has a scheme in place in America and Canada where LEGO bricks can be reused through the Replay Programme so consumers who may not be fortunate enough to afford the toys can experience the fun of LEGO too. LEGO has 12 principles of responsible business where they go into detail about their policies of reducing waste and caring for the planet.
In the second half of the assignment I believe I have successfully portrayed a critical understanding of the organisations quality processes and its effectiveness in meeting customer requirements. The LEGO company has had 90 years to perfect their quality processes and through their 12 responsible business principles they continue to do so. LEGO has adapted its products to meet customer requirements and keep up with our ever changing modern society. As a company they recognise that in order to keep customer requirements and needs met they need to start from within and ensure they have safe and positive workspaces for all their employees. One of their principles states that they strive to have minimal impact on the environment and embrace sustainability. One of the “10 characteristics of LEGO” is “more LEGO, greater play value” pitching that people should have lots of LEGO to experience it to its full potential, in order to do this they know they must produce high quality materials for the customers and consumers to want to purchase more. Quality processes and quality control are important but the need to consider cost effectiveness and practical applications of the product are also important, especially for a business to remain sustainable and keep going long term. 
The LEGO group uses the 12 business principles to outline their expectations of production sites, their suppliers and partners must all adhere to these principles in order to protect everyone’s safety and their rights. Corrective strategies are enforced should one of these divisions be found to not be complacent with the principles and the company outlines an agreed time frame in which the errors need  be amended.
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