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[bookmark: _Toc529998475]Introduction
[bookmark: _GoBack]An organisation cannot survive without its customers. The customers are the core element of most organizations. They have a significant impact on how organizations operate. Thus require the desired customer experience for an organisation to meet its desired objectives. Most of the customer expectations are tailored on the aspect of quality, price and time. Organizations have to effectively manage their interactions with their customers to best suit their needs while at the same time aiming towards the attainment of their goals. Organizations have put systems in place that support quality and enhance customer satisfaction. The assignment will provide a comprehensive report on the factors that influence an organization’ ability to maximize customer. The systems that support an organization’s quality processes have also been identified, and a critical understanding of the extent to which the systems can effectively meet customer needs to be provided.  
[bookmark: _Toc529998476]Critically analyse that factors that influence your organizations ability to maximize customer value
Customer value is considered to be the driving force of the organisations objectives. Customer value is the customers’ level of satisfaction towards an organization’s products and services about their cost. Customer value is considered to be a perception that is biased and not manipulated. Customer value at Marriot hotel is defined by the product function, differentiation, quality, service, branding, price, and existing relationship or experience. Marriot hotel utilizes the aspect of Customer Relationship Management to foster the interaction. Customer relationship management involves the interaction between the customer and the staff. It fosters customer sales, marketing field service, customer service, analysis and reporting. Customer Relationship Management is mainly used to generate the desired consistency, repeatable and measurable results. Marriot hotel has integrated the CRM with the web to make it affordable, available, enhance customer data collection, interactivity, flexible, high information density, personalized and user control. The website is effective in the collection of customer information concerning their demographics. It also makes it possible for the customers to chat on emails thus enhancing interactivity.
Marriot hotel creates the desired customer value through its ability to provide information on its products and services to the customers. The company has incorporated the use of the internet in its system. The internet makes it possible for the company to share its information between the customer and business, use of the information by companies to learn more about their customers and enhance the business to business potentialities. The internet has played a crucial role to Marriot hotel since it has increased the ability to connect, the importance of the brand name, increased customer expectations and tailored the desired experience for the customers.
However, customer value is maximized by the sales, costs, and loyalty.
Loyalty
It refers to the ability of the organisation to retain the customers for a long period. It is less costly to retain a customer .Marriot hotel through its different loyalty cards, retains the existing customers. The customers can easily redeem the points from the various branches globally for services. It is an aspect that is rewarding and leads to the recognition of the customers in the hotel. The Hotel incorporates the use of social media to educate its customers on its products and services in the market. The knowledge makes it easier for the customers to understand the different features in the hotel’s products. The customer experience of the Marriot is enhanced on a timely basis to make the customers satisfied. The hotel renders its service and products according to the changing technological trends in the hospitality industry. It is also spearheaded by the customer’s feedback. For instance, the hotel fosters sustainability in the provision of its products and services.
Cost
Customer value is determined by the potential of the hotel to lower its costs for the provision of quality services and products. However, it can be adopted through the movement of the customers to lower cost channel and reduction in marketing. It is an aspect, that if well -structured adds substantially to the business. However, Marriot structures the costs in a manner that gives an opportunity for cross-selling of the products and services to the customers.
Sales
It is important to set strategies that lead to more sales to the existing customers. Marriot hotel incorporates the use of upselling as well as cross-selling of their products and services. Upselling increases the hotel’s development as well as profitability if done properly. It is where the employees give an option for additional products and services that lengthen their stay. It is mainly done too room bookings, foods,and beverage
Customer value is evaluated through the administration of the service levels as well as customer satisfaction. The service levels at Marriot Hotel are considered to the actual measures of the market conformance. It entails the ascertaining of the relationship between the ability to attain a given level of performance and the supply chain cost. Customer satisfaction at the hotel is evaluated through customer feedback and surveys. It mainly evaluates the performance of the sales department and the personnel. The feedback and surveys provide vital information concerning the required measures to enhance the hotel’s products and services. However, the surveys are considered to be ineffective since they can easily be manipulated. The organisation incorporates the use of customer loyalty to measure satisfaction levels through the given repurchase pattern.
The supply chain also affects the capability of providing the desired customer value. However, it entails the incorporation of different models such as the SCC and SCOR. The SCOR is mainly meant to analyse the present state of the company’s processes and its goals. It also quantifies the operational performance and comparison to the benchmarked data.
However, customer value management has proved to be a challenge due to the barriers of measuring and acting on the value. The measurement of the customer value on the different products and services offered at Marriot require a complicated customer journey. The different systems impede the desired customer experience thus affecting customer value. For instance, poor digital touchpoints making it impossible to attain customer value. It is an era where most of the customers engage with the organisation through digital media. It is important to comprehend the buying pattern and make the desired research on the organisational brand.
Working is silo is also an impediment in attaining customer value. It is where the different departments are independent without considering the customer journey. Companies do not consider the different customer interactions for the organisation. It makes it possible for the expected customer satisfaction to be achieved.
Customer value in the organisation can be maintained through a CRM that is integrated with the various technological for offline and online. It is an aspect that takes into consideration the different customer touch points in the hotel industry. Thus customer value can be attained through the desired customer experience techniques, committed retained employees, offline as well as the online interaction of the customer touch points.
Thus customer value at Marriot hotel can be improved through enhanced customer experience, better utilization of data, increase personalization of services, enhanced brand reputation, utilization of the advanced technologies, and increase in communication and mobile channels.
In a nutshell customer value is an important aspect of the organisational success. It makes it possible for the organisation to evaluate the potential to interact with the customers, opportunities and build a long- lasting relationship. Marriot as an organisation has to consider the customer journey and comprehend the different levels for customer satisfaction. Nonetheless, the customer journey mainly commences during the first customer contact on the organisations website. The different aspects have to be considered to achieve the desired customer service.
[bookmark: _Toc529998477]Identify the systems that support your organizations quality processes and provide a critical understanding of the extent to which you think those systems are effective in meeting customer requirements. 
It is an era where customer service is defined by quality, time and price. Most customer prefer quality products that are equated to their monetary value. The hotel’s product is an amalgamation of diverse products and services. High -quality levels are essential for the achievement of organizational objectives. Quality is the ability of a product or service to meet the expectations of the users. Most of the customers in the hotel industry have higher expectations concerning the services and products rendered to them. Hence, it is vital f to fill the desired gap between their expectations and the quality of services and products received. It is majorly attained through the incorporation of the SERVQUAL concept. SERVQUAL entails the aspects of reliability, empathy, responsiveness, tangibles, and assurances. Reliability of the aspect of the organisation providing services as promised. It entirely depends on the management of customer service and retaining of error- free records. Responsiveness refers to the ability of the organisation ensuring that the customers are well informed of the services being offered. It also entails the readiness in responding to the customer needs regarding service delivery. Assurance is a component that instils the desired customer confidence. It makes the customers feel secure while making transactions. Empathy entails giving the customers the desired attention and dealing with them in a caring manner. Tangibles are the physical appearance of the organisation. For instance, Marriot Hotel is appealing dues to its interior and exterior designs.The employees at the hotel are professionals who showcase the desired customer service. Quality processes and procedures form an organization’s quality management systems. They involve quality assurance, quality control, and quality improvement. 
Quality assurance
They are processes that are aimed towards the provision of products and services which meet the customers’ requirements in a reliable manner. Quality assurance can be done through regulation of the quality of raw materials required for efficient infrastructure (Aslund and Backstrom, 2017). This ensures that the end products are targeted towards the attainment of the purpose they are produced for. Competent, experienced and well -skilled employees often accomplish the tasks assigned to them. Employee motivation is a key factor that influences work performance. Motivated employees often perform towards attainment of certain work standards. Defining operational procedures, motivating employees and hiring the right personal are the key elements in fostering a work culture that promotes quality output. 
Quality control
They are the processes put in place to test whether the final products meet the customer requirements. They identify the failures that might slip in despite quality measures being in place. Quality Control is executed by setting the required standards for the organisation. However, the process has to continuous to detect any defect in the production process. The quality programs of Marriot hotel are done in accordance with the ISO 9000 standards. The hotel performs quality control on the hygiene of the accommodation services, how long it takes for the customer representative to pick up a guests phone call, the handling of food and beverages.
Quality control is an important aspect for Marriot hotel since it: 
Satisfaction of customers: It guarantees the provision of quality products and services leading to customer satisfaction
Reduction in production costs: An effective control system guarantees the reduction in the production process. It mainly monitors the production of low- quality products and defections thus reducing the costs.
Reduction in inspection costs: It leads to the aspects of economies in inspection thus leading to a reduction in the costs.
Motivation: An efficient quality control system increases the employees’ motivation since they produce high- quality products.
Increase in sales: The organisational sales increase due to the production of high- quality products for the customers. It also maintains the present demand and supply of the products in the highly competitive market.
Quality improvement
They are quality processes that cover human resource, processes and products. Different organizations operate in different industries. Programs for performance improvement, enhancing customer satisfaction, re-examining organizational practices and enhancing the manufacturing process can be instituted. Quality improvement processes can be instituted systematically to enhance the utilization of a Plan-Do-Study-Act model to solve problems. First, an organization will need to specify and validate the customer requirements of the product by planning. Then a process will be implemented to test it and finally, the impact the process has on the product will be studied, and the observations acted upon. A work environment of continuous improvement can be established through repetition of the process. For instance, Marriott Groups of Hotels has a website. The management can read a variety of customer feedback from the website. The comments can be categorized to easily highlight trends that may reveal common issues. The hotel can respond through implementing quality processes and procedures that address the issues. Opportunities for further improvements can also be capitalized and checked with a small group of the hotel’s website users. Finally, effective, successful interventions can be deployed. 
Quality management systems
They are formalized systems that document the procedures, processes, and responsibilities that help organizations in achieving quality objectives and processes. They consistently focus on meeting customer requirements and enhance customer satisfaction. Quality management systems are effective in the following ways:
· They help an organization to meet the customer requirements which build an image for the organizations, in turn, customers increase hence sales, revenue and more repeat business. 
· They help an organization to meet its requirements which enhances compliance with the regulations and provision of quality products and services in the most cost -effective way hence increasing profits.  
· They help an organization to improve its products, systems and processes.
· They increase efficiency in an organization by  improving time and resources. 
· They are effective in marketing a business. An organization that has implemented quality management systems will stand out in the market. This is likely to attract more customers to the organization.
· They manage growth more effectively since new employees can be easily integrated into the organization. 
· They are effective in enhancing customer satisfaction. Since quality management systems define the procedures and processes uses in the creation of high- quality products and services. Customers are more likely to be pleased with the products and services an organization is offering.  
Quality management systems are created in a manner that ensures the needs of the organization are met. The elements of quality management systems include Data management, internal processes, Customer satisfaction from product quality and Quality analysis
An effective quality management system can be created through the following process:
i) Establishing the general direction
Quality management systems should be linked to the organization’s mission and values. An action plan that ensures the values are reflected in the daily operation of the organization should be created. It will ensure that the employees work towards the attainment of quality objectives. Quality goals should be established and deadlines should be set in circumstances where new strategies and plans are put in place. The general direction of the organization should be reviewed on a regular basis. Quality is part of the organization, and hence it should be the responsibility of both the employees and the management. 
ii) Identifying the relevant quality control strategies
A set of practices should be established to test the products. It is useful in determining whether the products meet the customer requirements. Products and services can meet quality standards through the following ways:
· Provision of additional employee training. Employee training is effective in customer satisfaction. Trained employees are able to produce quality goods and services based on the knowledge and skills they gained during the training.
· Delegation of tasks. This enables employees to know the tasks and roles assigned to them. They can work towards the accomplishment of the assigned tasks and roles.
· Developing a work culture that holds employees responsible for the quality of the organization.
· Gathering data on products that have been returned due to quality issues. It will enable the organization to make the necessary improvements to suit the needs of the customers.
· Scheduling internal quality audits. Ann organization can detect failures in its products and processes through internal audits. Improvements can be made where necessary to enhance the quality of the products. The improvements are mainly aimed at attaining the customer requirements.
iii) Informing everyone about the quality management systems
Quality assurance is a key element in building a positive image for an organization. The customer and the shareholders of an organization are often more concern with the measures put in place and actions taken to implement quality standards (Lam, 2011). Quality management systems should be documented for transparency purposes. It also makes it easier for an organization to resolve its issues. 
iv)  Aiming for continuous improvement
Quality management systems can be improved by looking at past solutions. Information can be gathered on the quality issues that run in the organization and the necessary improvements made. Regular reviews should be scheduled and the root cause of quality problems addressed. For instance, when changing the design of a product, you can find a new supplier or make the necessary adjustment son the assembly line. A dedicated quality team and the right quality software are effective in the implementation of a quality management system (Lam, 2011). They enable an organization to gather significant data and make improvements which lead to the attainment of customer requirements.
The following systems support quality processes and are effective in meeting customer requirements:
Customer relationship management systems
Businesses interact with customers in various ways. It is through the interaction that they get to know the customers. Customer relationship management systems involve:
· Capturing and integrating customer data across the organization.
· Consolidating and analysing customer data.
· Providing a single enterprise view of the customers
· Distributing information regarding customers to various systems and customer touch points across the organization
Customer relationship management systems have integrated acustomer relationship management software. The software is packaged into modules which contain partner relationship management and employee relationship management. Partner relationship management is more concern with the tools required to assess partners’ performance, promotion, pricing, integrating lead generation, availability and order configuration. Employee relationship management involves setting objectives, performance management of employees, employee training and performance- based motivation. 
Customer relationship management packages comprises of tools that are used for sales force automation, customer service and marketing. In marketing the tools basically capture prospect and customer data. They schedule and track marketing emails. They also involve cross- selling (Buttle, 2009). For customer service the tools involve assigning and managing service requests from customers and web- based self -service capabilities. Sales force automation involves sales quote generation capabilities, contact information and sales prospects. 
Customer relationship management systems enhance the value of the business through the following ways:
· Increasing customer satisfaction.
· Reducing  the direct costs of marketing
· Increasing sales revenue and profits
· Enhancing effective marketing
· It enhances customer retention.
Enterprise systems
They are also known as enterprise resource planning systems (ERP) systems. Enterprise systems are integrated with a common central database and an enterprise software module (Lam, 2011). Data is collected from various divisions in the firm and is used in most of the internal businesses activities. The information entered in processes can be used by other processes within the organization.
Enterprise software is built around a predefined number of business practices which reflect the best practices in an organization. The processes include human resource, finance and accounting, sales and marketing and production and manufacturing. Firms can select the functions of a system they wish to use. They also can map the business processes to software processes through enterprise software. 
Enterprise systems enhance the value of the systems through:
· Increasing operational efficiency.
· Providing a firm with a wide range of information that is significant in the decision making process.
· Providing rapid responses to customers’ requests regarding information or the firm’s products and services.
· Including analytical tools that are vital in evaluating the overall performance of the organization and improving the decision- making process.  
Marketing information systems 
They are the people, equipment and procedures that organizations use to gather, analyse, sort and evaluate accurate and timely information. Marketing information systems comprise of:
· Marketing research
It is focused on providing a solution or an answer to a specific problem or question based on the external data provided. It is useful in determining the features that should be added to a product to enhance its competitiveness in the market. Marketing research can be done through consumer surveys, competitive analysis ,and focus groups. Marketing research is a significant information input for marketing information systems.
· Marketing intelligence
It is the external information derived from sources such as industry associations and trade journals. It gives organizations a better understanding of the sector they operate in. The information provided in the trade journals and industry associations is useful in enhancing an organization’s competitive edge in the market.
· Internal records
It is data within an organization. It may include sales records, inventories ,and products costs. The data is useful in detecting whether products are succeeding. 
· Marketing decision support system
They are specific computer software applications that are organized around specific tasks like media planning and market segmentation.  The systems have tools that enable organizations to gather, organize and analyse data from marketing research, marketing intelligence and internal reports.
Components of marketing information systems

Quality is an important component that has to be adhered to in the organisation for customer retention. Organisations are designing various systems to ensure the desired product and service quality is met.
[bookmark: _Toc529998478]Conclusion
[bookmark: _Toc529998479]Customers are the key element of any organization. They have an impact on the products and services produced by an organization. Customer value can be created through several ways which include; redefining value preposition, segmenting an audience, not competing on prices and focusing on valuable customers. Product selection, value- added service, price, and brand, conformance to requirements and relationship and experience are the key dimensions of customer value. There are several factors that enhance an organization’s ability to maximize customer value. They include; product function, product differentiation, service, marketing, branding, price, personal preferences, customer expectations, and existing relationship or experience. Quality is the ability of a product or service to meet the needs of the customers. Quality processes comprise of quality assurance, quality control, and quality improvement. Various systems support quality processes and are effective in meeting customer requirements. The systems include; enterprise systems, marketing information systems and customer relationship management systems. The different quality systems are mainly meant to provide the desired customer satisfaction, reduction in the cost of production, increase in sales and enhancement of sales in the organisation.
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