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[bookmark: _Toc136189529]Introduction
The first section of this assignment will critically analyse the factors that impact on the organisations ability to maximise customer value. This assignment will draw connections among ideas and differentiate, compare, contrast and examine the impact. This will identify the challenges and opportunities to make recommendations that would lead to maximisation of customer value. 
We will also analyse the customers’ experience of the organisation. This is a critical process that helps businesses to understand how customers interact with their brand. A customer experience comprises of all the interactions a customer has with a business, this will be analysed in this assignment.  Businesses must have a clear understanding of the customer journey to optimise it.  
The remaining part of the assignment will critically evaluate the benefits and challenges of developing and maintaining good customer relationships. Maintaining customer relationships is crucial to the success of any business. The evaluation of this will help the organisation to understand what needs to be done to maintain customer loyalty and trust. 
[bookmark: _Toc136189530]Critically analyse the factors that impact on your organisations ability to maximise customer value.
 
To critically analyse is to draw connections between ideas. To differentiate, organise, relate, compare, contrast and examine. (Bloom et al., 1956) Criticality is the ability to analyse and evaluate ideas and arguments. It involves the assessment of the strengths and weaknesses of the content, considering different ideas and views, evidence and assumptions. (Chatfield, 2018)
[bookmark: _Toc136189531]What is customer value?
Customer value is how much a product or service is worth to a customer. It takes into consideration factors such as price, quality, branding and reputation, customer service, convenience, and emotional connections. (Cerasale & Stone, 2004) Customer value can be divided into two segments. Desired value is what the customer wants. Perceived value is the benefit that customer believes is received post-purchase. Customer value maximisation (CVM) is a service model that goes above customer relationship management (CRM) and focusses on capturing the maximum potential for prospective customers. 
[bookmark: _Toc136189532]What maximises customer value?
Customer value can be maximised in various ways and can also be created. When creating customer value, Cerasale & Stone (2004) suggest that identifying and fulfilling the needs and expectations of customers can create loyal, long-term relationships. However, there are limitations and factors that impact on the organisations ability to maximise customer value, which will be explained below. 
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There are several factors that impact on the organisations ability to maximise customer value. They can be split into 4 categories. Functional factors are the qualities of the brand, product, or service. Emotional factors are the way the brand, product or service makes the customer feel. Life changing is the way the brand, product or service alters the life of the customer. Finally, the social impact is the way the brand, product or service alters the life of others through self-transcendence.  
Customer knowledge is one of the fundamental factors that impact on the organisation’s ability to maximize customer value. DeBonis, Balinski, E. W., & Allen, P. (2002) suggests that organisations must understand their customers to be able to create customer value and is the first step in achieving bottom-line success. However, this explanation tends to overlook the fact that it takes time and research to fully understand customers, who will tend to lean towards companies with a strong market and brand presence. 
Technology also plays a critical role in maximizing customer value. Companies that have the most up to date and market-leading technology can offer better services to their customers. This enhances the overall customer experience. The limitation of this factor is that not all organizations can stay up to date with the newest technology, as it comes into play. Companies and organizations plan years in advance and budget accordingly. Sometimes, they do not have the finances and resources to change roadmaps and action plans in time to compete with newer technologies. One problem that the organization faces is that they require approval from the FDA and other regulatory bodies, which often take months to years of planning and testing.  
A similar factor is the competitive environment in which an organization operates. Companies in highly competitive markets need a focus on innovation and continuous improvement to stay ahead of their competitors, thus offering the best product to their customers at any given time. 
Customer engagement is another crucial factor in maximizing customer value. Buttle. (2012) suggests that companies that engage with their customer regularly, can create a positive relationship and spread good word-of-mouth. However, the author does not explain that their argument relies too heavily on customers to speak to their peers and spread word-of-mouth. It can be argued that in order to increase customer engagement, companies must provide an approachable and accessible platform to do so. 
Employee engagement also adds value to the customer experience. Bari, M., Abrar, M., & Alaverdov, E. (Eds.). (2022) suggests that employees have an impact on how customers perceive a brand, as the employees are the ones who connect with the customer from the outset. Companies that have engaged employees tend to deliver better customer service, resulting in higher rates of customer satisfaction. The main weakness with this theory is that not all employees share the same values and work ethic, which could impact on the way they treat and serve customers. 
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Value creation refers to the process of adding value to a product or service. Value can be added in various ways, such as innovation, technology, marketing, customer service and product development. Value creation is centered around what customers need and want, and then developing and delivering products and services that meet and exceed their expectations. Successful value creation generates customer satisfaction, loyalty, and revenue. 


(International Federation of Accountants, 2020)
“Value creation can be achieved through a management process of defining, creating, delivering and sustaining value.” - (International Federation of Accountants, 2020)
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Value creation ideas are strategies and actions taken to maximize the perceived worth and benefits of a product or service to customers and stakeholders. Ideas could be aimed at improving processes, improving quality, reducing costs, innovation, increasing brand awareness and recognition, or introducing initiatives or loyalty schemes to enhance customer satisfaction. In manufacturing, there are many different value creation ideas that can maximize customer value.  
The organization could argue that implementing lean manufacturing and streamlining the production process would minimize waste, increase efficiency, and reduce costs. However, this leaves very little room for error from a procurement perspective, as the organization has faced several supply chain shortages, and by bringing in the bare minimum of materials for lean manufacturing would leave the organization in a critical situation if it were to experience supply chain issues again. From a financial point of view, lean manufacturing leaves room for the price of production to be reduced, as the process will not consume as many valuable resources. In turn this should reduce costs for customers. 
Innovation and investing in advanced technology like artificial intelligence could add value. For example, in software generation, artificial intelligence could speed up the time it takes to code software and create treatment presets in the systems. This would save resources and finances which could be passed down to the customer, creating a cost saving. 
Sustainability can also add value to an organization’s services and products. Many customers prefer to buy sustainable products that reduce harm to the environment. The organization could develop products that could have the capability to upgrade software, instead of replacing the whole unit when it becomes obsolete. This would also save the customer money, which would give the company a competitive advantage. 
Collaboration can also add value to services and products. The organization already works with suppliers and partners to ensure customers are receiving quality products that are innovative and better quality. There are arguments within the organization to become a one-stop shop for all products, as the partnerships and suppliers take a percentage in commission. However, such arguments overlook the exposure in the market that these partnerships and suppliers deliver. 
[bookmark: _Toc136189536]What strategies do organisations use to maximise customer value and what are the advantages and disadvantages? 
Organisations use many strategies to maximise customer value, and these all have their own advantages and disadvantages.
Offering customised products to customers is a strategy to maximise customer value. By tailoring packages and systems to customers’ needs and wants, they get a feeling of exclusivity which increases their perceived value. The weakness of this strategy is that the organisation will then have a portfolio of specific systems and devices tailored to only a small percentage of customers and users. This can limit the number of customers able to use the product, who may choose a competitor with a more generalised system.
Having an efficient supply chain is another strategy to increase customer value. Value engineering is a term used in the manufacturing industry, which is a systematic, organized approach to providing the general functionality of a product at the lowest cost. By having an efficient supply chain, this allows the purchasing department and engineers to choose materials and suppliers at the best cost, without compromising on quality. The advantage of this is that the cost saving can be filtered down to the customer. The disadvantage of this is that the organisation will need to deal with an increased volume of suppliers to maintain stable pricing. 
One of the ways the organisation adds value for the customers is by offering service and maintenance packages for all systems and software. This is usually included free of charge for the first 7 years, which satisfies regulatory boards globally. Customers perceive this to be an added benefit, although it is a mandatory service the organisation must offer in some countries. The advantage of this is that it builds trust and loyalty in the customer base. The disadvantage of this is that service and maintenance costs are unpredictable, and service technicians must be always hired globally to cover any service requests, which is costly. 
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The first action in measuring customer value, is understanding the customer base. Understanding the needs and preferences of customers can be done by conducting surveys, focus groups and analysing customer data. The organisations customer base is predominantly in the research and clinical market. These markets are extremely competitive, with each customer scouring the market for the best product to suit their research and practice. By evaluating the customer base, they can be segmented by the value to the company. Measuring the customer lifetime value also assists in prioritizing which customers are the most valuable to the organisation, as it helps to understand the potential revenue and profitability of retaining that customer over a period. 
Assessing product performance is the next action in the process. By evaluating how well the products and services are meeting customer requirements and expectations, this measures what is missing and what can be improved. Collecting feedback, running customer trials and clinician workshops can generate invaluable feedback. Tracking customer loyalty and repeat business can also suggest customer value. Identifying which customers place repeat business and conducting feedback sessions with them can help to understand the true value to the customer. 
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Customer relationship management (CRM) refers to the process of managing any interactions and relationships between a business and its customers. Creating long-lasting, fruitful, and profitable relationships with clients is the overall objective of CRM.
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5 stages of customer relationship:
1. Pre-relationship 
2. Early
3. Development – Where customer centrality exists
4. Long term
5. Final
We need to understand better why some customers leave and others stay  
Avoid simplistic assumptions about customer satisfaction and loyalty
This is the basis for making effective investments in customer satisfaction, relationship marketing and loyalty programmes
Measuring Customer Value
Vary prices to create increased value
Where to cut costs/investments that fail to generate growth
Managing expectations 
· Customer experiences
· Mutual understandings
· Word-of-mouth recommendations 
· Personal requirements
· Kano/MoSCoW Model 
[bookmark: _Toc136189540]Analyse the customers’ experience of an organisation.

i. What is Critical Understanding?
ii. What quality systems do your organisation and others have?
JURAN MODEL 
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· Identify who are our customers
· Determine the specific needs of those customers
· Translate those needs into our language
· Develop products that respond to those needs
· Optimise product features to meet our needs too
· Develop processes able to produce the products
· Fine tune and optimise the process
· Improve the process under operating conditions
· Transfer the process to operations
(Juran and Gryna, 1988)

iii. How do they work?  Do they work? Are they effective?
Demonstrate a critical understanding of your organisations quality processes and its effectiveness in meeting customer requirements.

Quality Control
The processes and specifications required by the product/service. Periodic checks and inspection metrics need to be tracked

Quality Improvement
To identify and prove the need for improvement from the exiting performance levels to achieve new targets and implement them successfully.
Incoming quality control is the process of inspecting raw and/or component 
materials from suppliers upon arrival. 
· Defective Parts? 
Negotiate with the supplier for return or exchange
· Ultimate Purpose 
To ensure product quality will not be affected. 
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iv. What do the customers want?
v. Who are your customers?

[bookmark: _Toc136189541]Critically evaluate the benefits and challenges of developing and maintaining good customer relationships.

What is a good customer relationship? 
What kinds of buyer relationships? 
· Transactional (distant) relationship
· Value – added (continuing) relationship
· Partnering/Collaborative (close) relationship
· Trust!
· Transactional relationships – distant - This method is preferred by sellers when they feel buyer’s have low potentials.
· Focus is on lowest/competitive prices & availability. Timely delivery also a factor.
Partnering/Collaborative (close) relationship
· The basic foundation in this type of relationship is the commitment and trust between the buyer and the supplier.
· The major objective in this is to maintain a long term mutually beneficial relationship.
· Buyers prefer this type of relationship mostly when:
· less choice in selection of the suppliers.
· Few supply alternatives
· High purchase complexity & uncertainty
Impact of trust 
· Post purchase behaviour - First Use (out of box experience)
· Continued use
· Discontinue
· Renew/Recycle
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