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1. Executive summary
The goal of every company is to stay relevant in business although this has been the direct and indirect fight of every company as there is existence of numerous factors challenging the possibility of being relevant in business. Majorly, these factors, including the recent pandemic- COVID 19 all affect organisations’ quality system and customer control significantly.
Therefore, this report looks into how internal and external factors including COVID-19 influence Tedd Technologies’ quality systems and controls for customers and how the company can deal with the situation and achieve its business objectives by developing and maintaining customer relationship. To analyze this situation and provide a proven solution, this study considers two major marketing models, namely; Customer Lifetime Value (CLV) model and Service Quality (SERVQUAL) Model.
The most important factor that helps businesses to stay competitive in the business environment is accepting that customer’s loyalty is important to their operations and competitiveness through customer’s experience that meets customer’s expectations therefore the need to build long term relationship with customers. In recent times however companies who are thriving have been found to adopt customer orientation through access to customer data. The three main components of Customer Lifetime Value (CLV) namely customer acquisition, customer retention and customer development makes it easier for the company to build and manage its relationship with its customers for the purpose of profit making even though companies and customers have built and shaped excellence in customer service through  Service Quality (SERVQUAL).
Then this report will explain how Tedd Technologies can maximise its customer value using these models with the help of an effective customer relationship management (CRM) system. It will also provide the stages that are passed through in the implementation process of a quality management system.

2. Introduction
The need for a positive customer experience in businesses today cannot be over emphasized. It has been widely acclaimed as one of the crucial elements for companies' success. A Business survives and succeeds by creating and keeping customers and this is achieved by creating value. According to Kumar & Reinartz (2016) the purpose of business is not only to create value but also to take some of the customer value in the form of profit, this value then creates worth for the organisation’s existence.
Understanding how customers value a service or product is significant to accomplishing an upper hand in the market; hence, the effort among organisations in creating and leaving a long-lasting good impression in their customers. According to Yamamoto (2020), Customer Value is the level of satisfaction of your customer towards your business, the word "Value" can mean different things but in business, it is often related to price i.e. it can be described as the worth of something. If a business provides enough value, it can earn the right to promote the firm in order to acquire new customers. 
Furthermore (Javed, 2017) described customer value as a substitution between two parties, the financial and benefit values, which is received through the consumption of products or services. The development of strategies for creating customer value is a key to attract the attention of new customers, develop and maintain a good relationship with them as well as gaining customer loyalty. 

3. Overview of Tedd Technologies 
Tedd Technologies is a fast growing company that provides sales in digital products (such as; laptops, phone, electronics) in Nigeria. With about 15 outlets in major cities, headquarters in Lagos, and the plan to expand with additional ten outlets, Tedd Technologies primed itself as one of the leading dealers in quality products of electronics giving warranty on products up to two years.
Tedd Technologies is a sole proprietorship business with employee strength of about 500 personnel. Their mission statement is to continually be on top of their game in order to ensure positive customer experience by making available wide varieties of technologies used across the globe to support human existence and empower businesses and others who are tech-driven to maximise their success. Their target is to be the world’s most customer-centric company.
The company was founded in Lagos, Nigeria, on 30 Jun. 1999. The company started as a dealer in various types of phones but has expanded to sell a wide range of computer and computing devices as well as other media electronics. The company sells products to individuals and institutions, private and public, such as; higher institutions, including colleges, universities, and professional educational institutions, government agencies, among others. 

4. Marketing theories/models
Customer lifetime value (CLV)
Kumar & Reinartz (2016) citing Venkatesan and Kumar (2004) expressed that Customer lifetime value (CLV) is the total lifetime financial value that a customer is expected to put in the business through purchasing. They further elaborate that estimating CLV aids the ﬁrm to treat each customer differently based on his or her contribution, rather than attending to all customers in the same way. Jasek et al. (2018) revealed that the segmentation of customers according to their customer lifetime value (CLV) helps companies to adequately build long-term relationships with customers and effectively manage investments into marketing tools. CLV contributes to solving several problems such as decisions related to addressing, retaining and acquiring customers, or issues concerning a company's long-term value.
Companies draw out strategies that help them make important business decisions after collating the records of customers (CLV): decisions such as, the allocation of limited resources, identifying product that are likely to be purchased next by the customers and balancing the efforts of retaining and achieving maximum results.  
There are a few modeling approaches to CLV, many literature provides abundant means of measurement to approaches however, according to (Kumar & Reinartz, 2016) the main objective across all approaches is clear and includes identifying, maintaining and nurturing potential customers.
For this study, the three primary processes identified by Buttle (2008), Feiz et al (2016) will be considered. Buttle (2008) in Feiz et al (2016) believed in the three (3) main management of CLV namely and discussed thereafter: customer’s acquisition, retention and development. 
Customer Acquisition: simply refers to gaining new consumers. Acquiring new customers involves persuading consumers to purchase a company's products or services. Targeting potential customers and convincing them so as to gain their loyalty to the business for the future success of the business as well as supporting the overall business risk (Feiz et al, 2016). Customer acquisition encourages the start up, building, and launching of new product lines which eventually builds new customers. 
Customer Retention: many times, customer retention is economical and more comfortable to achieve than customer acquisition, especially in constant markets which has low growth rates. Retaining profitable customers increases a firm’s overall profitability (Kumar and Rajan, 2009, cited in Feiz, Ghotbabadi, and BteKhalifah, 2016). More so, customer retention is the probability of a customer being “alive” or repeat buying from a firm. 
Customer Development: this aspect relates to the improvement of specific customers identifying that all customers are have individual values. The importance of customer development is to ensure the increase to the value of the retained customers for the benefit of the organisation (Feiz, Ghotbabadi, and BteKhalifah, 2016). According to Murphy (2005) as cited by Feiz, Ghotbabadi, and BteKhalifah (2016), he emphasized that customer development leads to two important areas of activities namely: 
· Up-selling: selling more to the same customer to increase “share of wallet”.  
· Cross-selling: selling other products to the existing customer base”increasing profits generated by customers as a result of up-selling and cross-selling.

[bookmark: _Hlk56078151]Service Quality (SERVQUAL)
[bookmark: _Hlk56078887]The four (4) key concepts that are shaping the SERVQUAL model of service quality include the customers, service process, management and employees (Kar, 2016). Romdonny, et al. (2018) describes service as an effort by the organisation to get the consumers attracted to the goods and also purchasing them. Providing services to consumers is subjective therefore making it complex to measure that aspect but it is important that individual customer behaviour and wants are well understood. 
Excellence in service quality is a motivator that denotes customer satisfaction settle on the products they need. By providing optimal service quality, it will have an impact on customer loyalty and indirectly related to buying products that are produced (Romdonny et al., 2018). However, Ghotbabadi, Feiz, and Baharun (2015) argue that to gain the satisfaction of current and potential customers, it is important that organisations have an understanding of the perception of the customers through customer service experience and use this to redesign and provide a better experience for the purpose of retaining and gaining loyalty of current and new customers. Therefore to achieve this, the organisations need the use of the appropriate model to measure customer perception of the service quality. The SERVQUAL model has been widely applied in service delivery organisations to measure their service quality (NurNajmah et al, 2019). 
According to Parasuraman et al. (1985) in Pakurár, et al. (2019), SERVQUAL is a recommended service quality model when measuring the scale of difference between customer expectation and the actual perception of the services. The ten (10) important measuring tools proposed for monitoring service quality are: tangibles, reliability, responsiveness, competence, courtesy, credibility, security, access, communication and understanding the customer. These tools that are used to measure service quality imply that there is a difference between customer’s expectation and customer’s perception of services.
The dimensions of service quality as applicable to this report
Reliability: this is the first of the service quality model (SERVQUAL). It is the service provider’s promise and ability to perform as promised and deliver it accordingly to their customer’s expectations.
Assurance: this is the courtesy and knowledge of the employees to gain confidence in service provided and transferring the confidence and trust to the customers.
Responsiveness: this is the readiness of employees to inform customers the exact time that things will be done, giving genuine attention, promoting the services and responding to requests. 
Tangibles: are the physical facilities (tools, staffs, and communications gadgets). It is the physical image of the Service that customers will use to get quality. Tangibles are associated with the physical facilities, tools, and machines used in order to provide the Service, as well as representations of the services such as speed, and efficiency of doing business.
Empathy: this is the ability to show care whilst paying attention to services provided: it is always good experience when customers are made to feel that they are priority by the organisation in service provision. 
Access to Service: this is used to describe the easy access that customers have to contacting customer service: ensuring that reasonable waiting time is applicable, making sure that there is easy access to phone calls, reasonable waiting time for service delivery, convenient hours of operation and convenience in accessing the location of the service provided.  
Financial aspect: this is the pricing; customers usually compare the prices of products of other marketers as part of their decision making and measures satisfaction.
Employee Competencies: An optimal service is the result of several integrated factors related to individual service, employee competencies and organisational strategies that suit appropriate skills. Human competency is one of the most common areas involved in the management of people at work. Haddad (2017) emphasized that competencies include; knowledge, skills, abilities, values, motivation, initiative and self-control.

5. Internal and External Factors, including COVID-19 Impact.
5.1	How internal and external factors including COVID-19 affect organization’s quality systems and controls for customers
Customers are long-term investments for companies that must be given the best service for the continuity of business. Therefore, companies must be able to create customer value in the process of buying and providing good services (Romdonny et al., 2018). This assertion of Romdonny et al. (2018) has been the reality of businesses, and Ted Technologies as a firm as always, within its capacity, moves to be ahead of the game in sales of quality devices.
However, it is quite unfortunate that after coming out of the blow of “drop sales" in 2019 and trying to solve this by identifying the causes and way forward, COVID-19 threw another devastating punch. This has further led to an alarming record-breaking low patronage- online and on-site and drop in customer confidence.
Findings from the 2019 drop sales showed that economic and market factors where responsible. These factors are explained below;
Economic Factors: recently, the country plunged into its worst economic recession in recent times, and it led to economic conditions like changes in the ratio of demand and supply which directly impacted the organizational effectiveness and efficiency. The economic conditions include the combination of two of the following; inflation, changes in the exchange rate, economic decline, and changes in interest rates. Although in a way forced customers to get products based on needs, preferably on wants.
Market Factors: this is the ever-changing market environment that reflects customer preferences. This may include competition, emerging trends, supply chain relationships, population analytics, customer needs, and demographics.  It was discovered that not less than two new firms launch their service proving the sale of technologies at cheaper rates. 
Consequently, the company has recently started a move to address this poor situation by making products readily available to customers and redesigning the marketing structure of the organisation.

5.2	How the organisation can deal with the situation and achieve its business objectives by developing and maintaining customer relationship. 
[bookmark: _Hlk56066917]There is no doubt that an excellent customer versus company relationship builds customer loyalty which is an integral part of business. This can be done by deliberately emphasising, repositioning and or recreating new and robust customer value; the totality of a reformed customer experience that customers can identify with trust and be connected. Just as Singh (2019, p. 57) pointed out, positioning and differentiation are the two most important factors to consider when developing a flourishing customer base. Singh (2019) went further to explain that differentiation is adopted by organisations to separate itself from the products and services of its competitors.
Going forward, following the two introduced marketing models above; the organisation can deal with the identified situation and achieve its business objectives by strategically adopting or improving how the company responds to the doctrine of these models.
First, picking from the tenets of CLV, the company can maximise customer value by following these strategies, these include; customer acquisition, customer retention, balancing customer acquisition and retention, customer churn, and customer win back.
CLV metric helps businesses to boost upcoming proﬁtability of not just current customers but also prospects. Kumar & Reinartz (2016) said that the strategies buttress the significance of customer relationship management (CRM) in an organization. The CRM system can be used to achieve the following in order to help the company maximise its customer value. 
[bookmark: _Hlk56093184]Customer acquisition: according to Wereda & Grzybowska (2016), acquisition focuses on how organisations can enhance its customer base through growth of new and additional customers. Therefore, the company can;
· Increase the number of customer opportunities by allowing more visits to the business so that there are more opportunities for potential customers to purchase and also benefit from having a well respected brand so that customers and organisations can gain by creating excellence in customer experience.
· Considering the increase of brand equity as a vital objective that builds commercial value and can influence sales and customer dimension such as increasing an average sale order, improving customer switching from a competitor and driving higher revenues.
· Increasing market share by providing organisation with sustainability, growth, and pricing influence; companies benefit from a lead to naturally better financial position.
Customer retention: Singh (2019, p. 58) argued that it is five times more profitable to spend your marketing money to retain the customers that you have than to use the money to wander around for new customers. This can be achieved by doing the following-
· Delivering product knowledge to the customer. 
· Noting the selection of such customers who no longer wish to purchase products and services.
· Recognition and reward for continuing customers to appreciate them.
· Giving support to customers where necessary to change their product and service options.
Balancing customer acquisition and retention: having known the importance of the two strategies autonomously, it is a great deal to be able to balance them because as existing customers are essential, so are new customers. Managing them both can be successfully done through the help of CRM system. Every customer should feel the company’s empathy. 
Customer churn: this is identifying customers that might not stay, customer churn is the percentage of customers that have desisted from using an organisations product and service within a time frame. This can be identified by their buying behaviour, response through buying attitude, and other metrics that help identify customers who feel underappreciated or underserved through CRM system. With customer churn identified, the company can decide if it is worth the customer to go or be retained. If it is considered that it is worth this customer to stay, the company can deliberate and give reward, attention or use another marketing strategy to convince the customer to stay.
Customer win-back: customers that are not retained during the acquisition process are considered by managers to be an indication of the end of the customers life cycle with the organisation even though it does not usually have to be but an organisation can still win back the lost customers to get a second opportunity of gaining their loyalty (Kumar & Reinartz, 2016). This can be done by ensuring that the customers have a better experience with the firm i.e. serving them better. The CRM system can help identify returning customers however the company should rank the attention given to returning customers top in order to satisfy them. Remember that win-back customers would have gained experience about product and services from the organisation and have verdict on the quality of the products and services.  
Secondly, working by the dimensions of service quality model, the following can be strategies to maximise customer value by Tedd Technologies.
Reliability: Tedd Technologies must deliberately reposition itself as the best plug for quality digital devices. The customers must feel this in our approach to attending to complaints on device(s) bought, which may develop a fault after purchase. 
Assurance: the company, through its staff, must be able to build confidence in customers about our products. This can be achieved by re-orientating all employees, from the least to top managers, on how to transfer confidence and trust to customers. 
Responsiveness: with the deployment of relevant CRM system and Enterprise Resource Planning system (ERP), the company can respond to sales, inquiries, complaints in real-time and uniquely. This will further help in promoting services and responding following their requests.  
Tangibles: the company should, as a matter of urgency, upgrade all the devices used for operations to a more robust modern technology that can handle big data and prompt notifications. The company can also get more vans or bike to aid delivery service of ordered items. 
Empathy: Tedd Technologies must make customers feel that the organisation gives them priority. They should be treated with respect by all the staff of the company. They must be cared for and be all or to the least show them how they can get the matter or issue against the company or devices bought solved.
Access: the way customers access our products online and on-site must be redefined. Firstly, all on-site stores must-have products catalogued and displayed by the index tags. This will make products easily found by attendants and customers thus reducing the time spent in buying a product. The online store has to be redesigned so that it does not only make products easily seen but to also suggest products to customers and prospective customers based on their search interests. More so, all contacts must be approachable and easily contacted, either by telephone, mail or face-to-face. 
Financial aspect: since, we are not alone in business, our prices for devices must be reviewed, especially during periods when the people’s investments on gadgets have reduced drastically. Knowing that most often, customers will compare prices of products with other marketers before buying should inform us that we should beat other competitors by offering the best at a price that cannot be resisted.
Employee Competencies: the most favorable service is the outcome of numerous integrated factors related to individual service, employee competencies and organisational strategies that suit appropriate skills. Staffs of Tedd Technologies should regularly be trained and retrained to meet the level of competence needed to satisfy the customers. While the organisation directly trains to improve skills, abilities, knowledge, values, initiative and self-control for staff motivation.

6. Implementation of Quality Management System (QMS)
Looking into the model to help reshape and maximise customer value, it is vital to create a setting that maintains a valued culture within a controlled and systematic development. According to American Society for Quality (ASQ) a Quality Management System QMS) is "the organisational structure, processes, procedures, and resources needed to implement, maintain, and continually improve the management of quality” (Lotich, 2016). Hence, Total Quality Management (TQM) is “a management approach to long-term success through customer satisfaction” (Lotich, 2016). TQM focuses on the development of products and services that meet the needs and exceed the expectations of key customer groups (Lotich, 2016).
Therefore, the following are steps to implementing a total quality management system that will help to bring the full process circle. These are adapted from Lotich (2016) in the work title; 12 Steps to Implementing a Quality Management System.
1. Clarify Vision, Mission, and Values:  a process would be developed to educate employees during new employee orientation and the mission, vision, and values would also be communicated as a first step (Lotich, 2016)
2. Identify Critical Success Factors (CSF): these includes; Financial Performance, Customer Satisfaction, Process Improvement, Market Share, and Employee Satisfaction. These performance-based measures provide a gauge for determining how well the organisation is meeting objectives (Lotich, 2016).
3. Develop Measures and Metrics to Track CSF Data: this can be done through a reporting process that is used to collect specified data and share information with senior leaders (Lotich, 2016).
4. Identify Key Customer Group: these include; Employee, Customers, Suppliers and Vendors. The critical customer groups would be identified, and products and services would be created based on customer requirements (Lotich, 2016).
5. Solicit Customer Feedback: the only way for an organisation to know how well they are meeting customer requirements is by simply asking the question through feedback. A structured process to solicit feedback from each customer group would be created to identify what is important to them (Lotich, 2016).
6. Develop a Survey Tool: a customer satisfaction survey tool that is based on finding out what is essential to customers would be developed. 
7. Review Individual Customer Group: A customised review of individual customer group would be created. This review will help to establish baseline data on the customers' perception of current practice. 
8. Develop Improvement Plan: Once the baseline is established, an improvement plan based on customer feedback from each group would be developed.
9. Resurvey: After a while (12-18 months), key customers would be resurveyed to see if scores have improved.
10. Monitor CSF: It is crucial to monitor CSF monthly to ensure there is consistent progress toward goals. This also allows for course correction should priorities and objectives change during the review period.
11. Incorporate Satisfaction Data into Marketing Plans: Once there are some positive results with satisfaction data, it would be used as a marketing tool!
12. Technology: Technology would be user-friendly and supports targeted improvements. For example, the company's website would be easy to navigate as well as easy to find (SEO), and the content would be easy to understand.

7. In conclusion 
As markets become more turbulent and unpredictable with the possibility of it being influenced by many factors, businesses must remain dynamic in order to withstand and survive the storm.  However, with focus on controls for customers, any business that wants to survive must know how to manage its significant assist-customers. Business can only survive and succeeds by creating and keeping customers, and this is achieved by creating value. The main focus for a company, if it wants to sustain a competitive advantage, should be the Customers. Customers could smoothly go to the competitors if no improvement in Service has been made (Alsitrawi, 2016.).
The task of a winning company will be through its management and team that can define, create and deliver value to the customers. To do this, the organisation must be able to acquire customer, retain customer, balance customer acquisition and retention, identify customer churn, and win back customer. Also, the service quality of the company must be improved as the impression hold by customers will determine the customer base and the customer behaviour of any product. 
Conclusively, in business today, identifying the company's competitive advantage, building customer loyalty and retaining profitable customers is a critical component in any company's success.
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