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Introduction: Critical Analysis of Factors Impacting a Café’s Ability to Maximise Customer Value
This report will critically explore the key internal and external factors that affect a café’s ability to maximise customer value, drawing on real-life practices within a small, independently run café. The aim is to develop a critical understanding of how well the café meets customer expectations, how it ensures service quality, and what strategic improvements could be made to enhance value delivery.
The term criticality refers to a deeper level of analysis moving beyond surface-level observations to ask important questions about why processes are the way they are, whether they work, and how power dynamics, context, and customer perspectives influence organisational decisions. In this case, criticality involves evaluating the café’s operations through reflective inquiry, comparing them with industry standards, and questioning assumptions that may influence service delivery and customer satisfaction
This analysis will focus on several core themes:
Understanding Customer Value
Customer value will be explored in both practical and perceptual terms—what customers tangibly receive (products, prices, service) and how they perceive their overall experience (e.g., atmosphere, interaction, convenience). The concept of value can vary widely between individuals, with some prioritising price, others valuing ethical sourcing, brand trust, or customer service.
Factors Affecting the Ability to Maximise Value
The report will examine how internal factors (like staff competence, training, product quality, hygiene standards, customer feedback systems, supply chain, and operational workflows) and external factors (such as economic changes, local competition, and customer trends) impact the café’s ability to deliver value consistently.
Models and Frameworks to Be Used
To support a structured analysis, several models will be used:
The Kano Model will help explore customer satisfaction levels and how different features (basic, performance, and excitement) affect perceived value.
The Juran Quality Trilogy will provide a basis for analysing how the café manages quality planning, control, and improvement.
The MoSCoW Prioritisation Model will be applied to assess which aspects of service are essential ("Must Have"), desirable ("Should Have"), or luxuries ("Could Have") in the customer experience.
The Five Stages of Customer Centrality will help examine how customer relationships evolve and how value is delivered at each stage, from first-time visits to long-term loyalty.
Comparative View
The café’s practices will be compared to larger coffee shop chains and industry benchmarks, especially in areas like consistency, customer feedback loops, and technological adoption. While large chains benefit from standardisation, independent cafés may offer stronger community ties and personalised service—valuable assets when managed well.
Customer Needs and Expectations
A critical part of this research is to identify who the café’s key customer groups are such as residents, remote workers, students, or tourists and what they truly value (e.g., free Wi-Fi, fast service, specialty drinks, dietary accommodations). This helps in aligning service delivery with demand.
Conclusion and Reflection
The report will conclude by evaluating how effectively the café balances operational realities with customer expectations and what strategic recommendations can help maximise customer value moving forward. It will also reflect on what has been learned including insights into managing quality, the role of customer feedback, and how to critically assess service processes rather than accepting them at face value.
Through this process, the goal is not only to critique current practices but also to propose realistic, meaningful improvements that can drive customer satisfaction, repeat business, and long-term success for the café.
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Criticality means the ability to think carefully, ask questions, and make good judgments, especially in situations where it’s important to understand what matters most. It is about not just accepting ideas as they are, but looking closely at the facts, checking if they make sense, and seeing things from different points of view before deciding what to believe or do. This way of thinking is useful in many areas, like science, engineering, teaching, and social issues, where people need to deal with complex problems and make smart choices. (Quirk, 2024)

In the fields of education and philosophy, criticality is closely connected to critical thinking the ability to break down arguments, identify biases, and reflect on one’s own thought processes. However, criticality goes beyond simply critiquing ideas. It calls for a deeper, more reflective engagement with knowledge, involving an awareness of how power, ideology, and context influence what is accepted as truth. For instance, in critical pedagogy, learners are encouraged not only to scrutinize the content they study but also to question the systems and structures that provide that education.
In technical disciplines like nuclear physics or risk analysis, criticality takes on a more precise meaning. In nuclear science, it refers to the point at which a nuclear chain reaction sustains itself. In systems theory or project management, it emphasizes the vital role of certain components in ensuring the stability or success of an entire system.
When examined closely, the concept of criticality reveals a dual character: it functions both as a method of inquiry and as a means of determining what is essential. As an approach, it cultivates scepticism, depth, and subtlety; as a practical tool, it helps identify what matters most and why. In ethical and social analysis, recognising critical elements can drive meaningful change by exposing the underlying causes of inequality, failure, or injustice.
In the end, criticality is not simply about questioning it is about thoughtful engagement, contextual understanding, and the pursuit of deeper insight. It provides individuals and institutions with the means to move beyond surface level understanding toward more informed, responsible, and transformative action.
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[bookmark: _Toc199697179]An organisation’s ability to maximise customer value is influenced by several important factors. First and foremost, understanding customers’ needs and preferences is essential, as delivering products or services that align with these needs is key to satisfaction. The quality and consistency of what is offered directly impact how customers perceive value. Equally important are the skills, motivation, and customer-focused attitude of employees, which shape the overall customer experience. Operational efficiency also plays a significant role, as timely and reliable delivery enhances perceived value. Keeping up with technological advancements and innovation helps organisations meet changing customer expectations. External elements such as market competition, economic conditions, and regulatory constraints can either limit or support an organisation’s efforts to create value. Finally, a strong brand reputation, trustworthiness, effective leadership, and a clear focus on customer-centric strategies are critical in sustaining and maximising customer value over time. (Zorgle, 2023)
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To maximise customer value, we first need to understand what the customer truly wants. The concept of value can mean different things to different people. For some, it’s about cost value—meaning the product or service must be affordable and fit within their budget. For others, brand value is more important; they are willing to pay a premium because of the brand’s reputation or the benefits it offers them. (Pogson, 2023)
Customer value also depends on the overall experience of the purchase: how the customer felt during the buying process, whether the product met their needs, and if it provided good value for money. Factors such as whether the price was reasonable and if the customer service was positive play a significant role.
Additionally, other practical elements influence customer value. For example, the ease of purchase matters a process that requires excessive personal information, like asking for name, email, and postcode even for simple purchases, can be time-consuming and inconvenient. Store location and accessibility, such as availability of parking, also impact how customers perceive value.
[bookmark: _Toc203153017]Models of maximising customer value 
5 stages of customer centrality 
This approach is used to attract and retain customers and can be applied across various types of businesses. It also involves regularly monitoring to ensure customer needs continue to be met.
Pre-Relationship
At the pre-relationship stage, when acquiring new customers, it’s important to understand their specific requirements. You need to find out why they are seeking to switch from their previous provider—was it due to cost, service quality, or something else? Identifying what unique benefits you can offer that competitors cannot is crucial. Customers will want to know how quickly you can deliver and manage inventory turnover, as well as what competitive rates you can provide.
Early Stage
In the early phase of the relationship, it’s vital to establish a good working rapport. Sometimes, issues with previous providers stemmed from personnel rather than the service itself, so building trust with the customer is key. At this point, customers will likely test your responsiveness and service quality to see if you meet their expectations.
Development Stage
The development stage acts as a follow-up to your initial interactions. This is when you assess any problems that have arisen and look for areas to improve. You can also explore whether the customer needs additional services or adjustments to their current package. Checking if they are satisfied and whether the service aligns with their expectations is essential at this point. (Borst, 2023)
Long-Term Relationship
Once you reach this stage, customers may begin requesting more services, such as scheduled deliveries or next-day shipping across the UK. By now, a strong relationship and trust have been established, forming a solid bond between you and the customer.
Final Stage
The final stage represents a secure, stable partnership. At this level, the likelihood of the customer switching to another provider is very low unless something goes seriously wrong. Customers at this stage may also recommend your services to other businesses, helping you expand your client base.
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The Juran Model is a well-known approach used to identify and ensure quality within the production industry. It helps organisations strengthen performance and build a culture focused on excellence by following five key steps. These include creating products that meet customer needs, enhancing product features to satisfy those needs, designing processes that can produce the products effectively, fine-tuning and improving these processes for efficiency, making ongoing improvements under real operating conditions, and finally, transferring the process smoothly into regular operations. (Rose, 2023)
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The Kano Model highlights the importance of customer satisfaction as a key factor in a business's success. Companies that fail to meet customer expectations are unlikely to thrive. This model helps identify which product features contribute to customer delight and which ones are essential to meet basic needs. By using the Kano Model, businesses can gain valuable insights into what truly pleases their customers, enabling them to design products that not only satisfy but also exceed expectations (Mishra, 2020).
[bookmark: _Toc203153020]Moscow model 
The MoSCoW Method is a practical technique used to prioritize project requirements by categorizing them into four groups, Must Have, Should Have, Could Have, and Won’t Have (for now). Before applying this method, it's important for the entire team and all stakeholders to come together to define and agree on what the project truly needs. "Must Have" requirements are essential—without them, the product cannot function. "Should Have" features are important but not critical and can be added later if time allows. "Could Have" items are desirable but non-essential, included only if resources permit. "Won’t Have" items are out of scope for the current phase but may be considered in future development. This method helps teams stay focused, make realistic plans, and deliver the most valuable features first. (Madsen, 2023)
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Where does your own organisation fit in?
A Critical Analysis of How a Café Maximises Customer Value
In today's competitive hospitality industry, cafés must go beyond offering good coffee to truly maximise customer value. Value, from a customer perspective, encompasses not just the cost of the product but the entire experience—from customer service and product quality to ambiance and convenience. This essay critically explores how a typical independent café can understand and improve the factors that impact its ability to deliver value, using key models such as the Kano Model, Juran’s Quality Trilogy, the Moscow method, and the Five Stages of Customer Centrality.
Criticality, in this context, involves questioning how and why things are done, identifying what’s most important, and continuously assessing effectiveness. A critical approach doesn’t just accept systems at face value—it examines their real-world impact on customers, staff, and outcomes. For a café, this means evaluating everything from daily operations and menu offerings to staff interaction and customer feedback mechanisms.
The Kano Model is especially useful in understanding different layers of customer satisfaction. In a café setting, “must-haves” would include clean tables, hot coffee, and safe food preparation. If these are missing, the customer will be dissatisfied. “Performance” factors—like fast service or high-quality coffee—directly improve satisfaction the better they are. “Delighters” might include personalised service, unique drinks, or a loyalty card scheme. Understanding these categories allows the café to prioritise changes that truly matter to its customers.
Using Juran’s Trilogy, we can evaluate how quality is planned, controlled, and improved. The café may use basic quality planning tools like standard operating procedures (SOPs) for food hygiene, cleaning schedules, and recipes to ensure consistency. Quality control could be seen in daily staff briefings or periodic stock checks. However, the real opportunity lies in quality improvement—reviewing customer feedback, addressing recurring complaints, or adapting the menu based on popular trends. These actions show a commitment to customer-centred thinking.
The Moscow method (Must Have, Should Have, Could Have, Won’t Have) helps the café prioritise where to invest time and resources. “Must haves” might include core menu items and a card payment system. “Should haves” could be comfortable seating or high-speed Wi-Fi. “Could haves” may involve digital ordering or an Instagram able interior. “Won’t haves” are consciously excluded due to cost or lack of relevance. This framework allows the café to focus on what will bring the most customer value without overextending its capabilities.
The Five Stages of Customer Centrality show how relationships evolve, and value deepens over time. In the pre-relationship stage, new customers may discover the café via location or word of mouth. The early stage involves first impressions—speed, friendliness, and cleanliness. As trust builds, customers enter the development stage, where feedback becomes more detailed and expectations increase. Eventually, a loyal customer base emerges—some may visit daily or bring friends, contributing to the café’s growth. At the final stage, long-term customers may advocate for the café online or through reviews, showing strong emotional and brand loyalty. (Joosten, 2023)
The café’s customers typically value quick service, quality food and drinks, affordable pricing, and a clean, relaxed environment. Many also look for dietary options, like vegan or gluten-free offerings, as well as extras such as free Wi-Fi, quiet seating, and mobile ordering. By understanding and addressing these expectations using the models mentioned above, the café can create a consistent, satisfying experience.
In conclusion, while independent cafés may lack formal quality certifications, they can still maximise customer value by critically assessing their service using proven models. Combining structured approaches like Kano, Juran, and Moscow with customer-focused thinking allows even small cafés to compete effectively. Ultimately, success lies in balancing operational consistency with flexibility, listening to customer feedback, and making thoughtful improvements to enhance the overall customer experience.
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A Critical Understanding of Quality Processes in a Café
Critical understanding involves more than just knowing how something works it means thoughtfully evaluating whether systems and practices are effective, what their limitations are, and how they impact outcomes. In the context of a café, this means looking closely at how quality is managed in everything from food preparation to customer service, and how these processes help meet customer expectations.
A café typically relies on several quality systems to maintain high standards. One of the most important is the use of standard operating procedures (SOPs) for food preparation and hygiene. These guidelines ensure consistency in taste, portion size, and cleanliness. By following these procedures, the café can ensure that customers receive the same high-quality experience each time they visit. While effective, this system can sometimes feel rigid, leaving little room for flexibility or creativity from staff.
[bookmark: _Toc203153024]What do the customers want?
Another vital element is customer service training. Employees are trained to greet customers warmly, handle complaints professionally, and maintain a welcoming atmosphere. Friendly service often makes the biggest impression on customers and encourages repeat visits. However, service quality can be inconsistent, especially during busy periods or when new staff are being trained. This highlights the need for ongoing staff development and clear expectations.
Customer feedback is another informal but powerful quality tool. Many cafés use comment cards, online reviews, or direct conversations to understand what customers like and where they want improvements. This feedback can reveal issues that management may not notice, such as long wait times, unclean tables, or limited menu options. The effectiveness of this system depends on how seriously the feedback is taken and whether it leads to real changes.
Some cafés also implement stock control and supplier checks to maintain the quality of their ingredients. Reliable suppliers ensure that food and drinks meet taste and safety expectations. However, cost pressures can sometimes lead to compromises in ingredient quality, which directly affects customer satisfaction. A truly quality focused café will prioritize fresh, ethical ingredients even if they cost more.
When comparing to larger chains or franchises, independent cafés may lack formal certification systems like ISO standards, but they often make up for it with a strong emphasis on personal service and community connection. While big brands rely on highly structured processes, independent cafés must be more flexible and responsive to their local customer base.
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The customers of a café usually expect good-quality food and drinks, clean and comfortable seating, friendly service, and fair pricing. Many also look for extras such as free Wi-Fi, vegan or gluten-free options, and a relaxing ambiance. Meeting all these needs requires a careful balance between operational efficiency and customer experience. (Meeprom, 2024)
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In conclusion, quality systems in a café are crucial in ensuring customer satisfaction and business success. While procedures and training help maintain consistency, flexibility and responsiveness to feedback are equally important. By constantly evaluating and improving its quality processes, a café can meet and even exceed customer expectations ensuring loyalty, positive reviews, and sustainable growth.
Through critically examining how a café can maximise customer value, I have gained a deeper understanding of what truly influences customer satisfaction and loyalty in a small business setting. At first glance, customer value may seem to revolve mainly around price and product quality. However, by exploring this subject using models like the Kano Model, Juran’s Quality Trilogy, the MoSCoW Method, and the Five Stages of Customer Centrality, I’ve realised that delivering value is far more complex and multi-dimensional.
One of the most important lessons I’ve learned is that customer value is subjective and dynamic it changes based on the customer’s needs, expectations, and experiences. The Kano Model, for instance, introduced me to the idea that some features of a café are simply expected (e.g., cleanliness and basic service), while others (like personalised service or unique menu items) can delight customers and create a competitive edge. This model taught me that not all improvements lead to increased satisfaction. It's essential to distinguish between "must-haves" and "delighters" to prioritise improvements effectively.
The Juran Trilogy deepened my understanding of how quality needs to be planned, controlled, and improved continually. I used to think quality was only about following hygiene standards or delivering a good coffee. Now, I understand that ongoing quality improvement such as responding to feedback, adapting menus, or training staff is vital to remain relevant and valuable to customers. This proactive mindset is crucial in a small café environment, where resources are limited and every customer interaction matters.
The MoSCoW Method showed me how to balance customer desires with realistic resource management. For example, I now recognise that while customers might enjoy extra features like free Wi-Fi or eco-friendly packaging, these should be prioritised based on available time, budget, and strategic goals. By grouping requirements into "Must Have," "Should Have," "Could Have," and "Won’t Have," a café can stay focused on what delivers the most value without overextending itself.
The Five Stages of Customer Centrality taught me that customer value isn't just built through one interaction—it’s a process. From the pre-relationship stage to long-term loyalty, each phase requires attention and tailored engagement strategies. I learned that consistency, responsiveness, and genuine relationship-building efforts are key to turning first-time visitors into regulars and brand advocates.
Overall, what stands out to me most is the importance of criticality—thinking beyond surface-level assumptions and examining the real impact of systems, decisions, and priorities on customers. A critical understanding involves asking: What do customers really want? What processes are working or failing? Are we listening and adapting to change? These questions are essential in today’s competitive hospitality sector, especially for independent cafés that rely on community support and word-of-mouth reputation.
In conclusion, this exploration has shifted my perspective from a basic view of customer service to a more strategic, model-informed, and customer-centric understanding. I now see how structured approaches and critical thinking can help even a small café deliver big value. This knowledge will help me make better decisions, enhance customer experience, and contribute meaningfully to business success in any future café or service-focused role I take on.
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