	
	UNDERSTANDING AND ENGAGING IN THE CUSTOMER EXPERIENCE



 (
2020
UNDERSTANDING AND ENGAGING IN THE CUSTOMER EXPERIENCE
)






[bookmark: _Toc530687282][bookmark: _Toc530686804]Student Name:    Mohd Sharif                                                                                                                          Student ID Number:  1707654                                                                                                                                     Module Title:  Understanding and Engaging in the Customer Experience                                                                                                                                  Module Code: BMSW5103-LON                                                                                                                                                                                                                                     Module Lecturer Name: Dr Kenny Tang




[image: download.jpg]




   
Table of Content
Introduction	4
Company Profile	5
Customer value Components	5
Six Sigma	7
Kaizen Approach	9
The systems that supports kfc quality processes	11
The Importance of Customer Relationships	12
The Key Challenges of Developing Customer Relationship	13
Conclusion	14
Citing and Referencing: Harvard Style                                                                                Books	16
Bibliography	16
Books–Electronic	16
Website	16
Journal Articles–Electronic	17










[bookmark: _Toc28248677]Introduction

 Now a days business is really competitive. In the business environment, customers are really vital element  to acquire the overall business target successfully; end of the day, it’s essential  for an organization to meet the customer’s expectations which will bring numerous benefits such as build customer loyalty, increase word-of-mouth marketing, lower promotional expenditure, increase profitability or reduce price sensitivity etc. However, it’s really needed for an organization to build positive customer’s experiences in order to improve customer satisfaction as positive customer experiences increases customer advocacy, turn potential customers into loyal customers, creates a competitive advantage, more customer acquisition or improves crisis management etc. Kotler, (2006), stated that customer’s experiences can be defined as the total customer's interactions or brand perceptions have with an organization or for a particular product. Customer’s experiences reflect on the overall customer’s feelings about the products or organization and it is important to make a good customer demand which will lead to repeat business. In order to increase the customer’s value, to create a positive customer experience, an organization must encourage its existing customers to provide feedback as it will help to find the strengths and the weakness of the product & process.
However, an organization must understand the potential and existing customers in a market to build a positive customer experience as identifying customers need help an organization to develop an effective corporate, marketing or strategic planning which will lead to positive customer’s experiences for an organization. Poor customers experiences create a negative impact on the business such as low market share, damage business reputation, increase employees turnover, drops customers lifetime value, reduce sales revenue; profitability or loss of potential customers etc. Thus, positive customers experiences are the key towards fulfil the customer demand  in the market as satisfying overall customers expectation will lead to positive customers experiences. Moreover, positive customer’s experiences are the key to achieve the overall business objectives successfully and it is important for an organization to adopt suitable strategies in order to build a positive customer experiences. 
In indirection of  boosting  customer value, it is crucial for an organization to elevate organizations capability  as it will promote an organization to satisfy the customers’ assumption  which will maximize customer value which ultimately helps an organization to achieve its overall marketing and business objectives successfully. This report will evaluate the customers’ experience for an organisation; the importance and challenge of building and maintaining strong customer relationships. The factors which influence the ability of organisations in order to boosts customer values and the process which supports quality processes of an organization in order to build positive customer experiences.
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KFC Corporations also know as Kentucky Fried Chicken (KFC) is second largest chain of fast-food restaurant in the world behind the (McDonalds). KFC was founded by Harland Sanders during 1930 in Kentucky as Sanders starts entrepreneurship business by selling fried chicken. KFC business expanded rapidly through Sanders restaurant franchising concept and first KFC franchise restaurant opened in Utah during 1952. KFC operates its operations in numerous countries including United Kingdom, Canada, UAE, India, Bangladesh, China, Taiwan or Australia etc. KFC is the parent company of YUM one of the world famous and big  fast food restaurant companies, thus, KFC has strong back-up as a parent company of YUM. The core products of KFC are fried chicken, wraps, salads, soft drinks, chicken sandwiches, breakfast or dessert etc. Currently KFC has more than 22,000 outlets in different parts of the world and its main headquarter is in Dallas, United States of America. In accordance with the KFC Annual Report (2018); KFC annual revenue is $5.68 billion.
[bookmark: _Toc28248679]Customer value Components

Customers are the pillar of business success as customers have the more power than the other business stakeholders within a business environment; as a result, every organization must maximize customer value by implementing suitable strategies. Moreover, it is important for an organization to identify the factors that drive customer’s value as products alone unable to fulfil the needs of customers which will enable an organization to differentiate its business from others in a market offering similar products or services. In this competitive business environment, customers always compare the perceived value of similar goods or services while making a purchase decision, hence, an organization must deliver the values by uncovering customer’s needs in a market which will help an organization to boost sales revenue for the longer-term. Maximizing customer’s value can bring numerous benefits for an organization such as repeat business, reduce marketing costs, increase customer loyalty; create a competitive advantage; build brand image; increase sales revenue or profitability for an organization.
To boost the customer value, it is vital for an organization to enhance organizations ability as it will assist an organization to satisfy the customers’ expectations which will maximize customer value which fundamentally helps an organization to gain its overall marketing and business objectives successfully. According to Dibb, (2000); the “Products” (Tangible Benefits), “Services” (Intangible Benefits) and “Psychological Sensation and Image” (Prestige) are the three key sources from where customers obtain benefits by consuming a particular product, as a result, an organization must enhance these sources by implementing suitable strategies or enhancing organizational abilities to maximize customer values. Customer’s value depends on the customer’s perceptions as it is perceptual in nature, as a result, there are various factors that influence KFC ability to enhance customer’s values, some of the factors are discussed as below:

[bookmark: _Toc532746373]Customer Value Components
Understanding Customers Needs: To increase the customer’s value, it is really vital for KFC to understand the customers, needs, expectations or buying behaviour as identifying these factors will assist an institution to give quality products or services which will ultimately will maximize customers value, increases  revenue of sales , profitability; create a competitive advantage or build customer loyalty.
Marketing Action Optimization: Marketing is the backbone of any business as it assist the management of an organization  to deliver the quality products and services by identifying customers’ needs. An institution  must improve marketing efforts, to increase the customer's value as such efforts, will support an organization to find out the unmet needs of customers and then an organization can offer such products which will ultimately increase customers value.
Customers Segment: So many things influence customers buying habit age of the customers, income, gender or region etc. Therefore, KFC must create a customer’s segment based on the Demographic, Psychographic, Behavioral or Geography as such approach will help an organization to develop an effective marketing strategy which ultimately will satisfy the needs of customers and maximizes customer values.​
Investments on Customers: To maximize customer value, KFC have to invest in customers through different strategies such as R&D investment, customer’s retentions strategies, understand  customer experiences or make a good relationship strategies with customers as these approaches will enhance the organization's abilities to increase the customer's value in the long-run.
Developing Employees Customers Service Skills: It is necessary for the management  organization to develop the staff members skills or knowledge’s to provide excellences customer’s services. Thus, KFC must identify the skills or knowledge’s that an employee’s lacks and then must provide training in order to develop an employee’s skills or knowledge. Employees can utilize these skills at the workplace to give excellences customer’s services which will increase customer’s value.
Improving Customers Experiences: Organization must improve customer’s experiences through different customers experience strategies in order to maximize customer’s value such as developing customer-centric company culture, customer experience management program or building customer’s relationship as these approaches will enable organization abilities to maximize customer’s value. (Jobber, 2004)
Value Proposition: In order to engage or improves customers understanding, KFC must develop a strong value proposition which will assist the customers to understand the products value, benefits or features that customers will obtain by consuming a particular product. Value proposition increase effectiveness of marketing which assist an institution to satisfy the needs of customers and maximize customer value.  
In order to sustain, survive or to achieve the business objectives, customer value plays an important role, thus, an institution must implement suitable strategies to increase customer value. However, an organization must improve the different business process to maximize customer value which will help an organization to minimize costs, improves the process, improves customer experiences, as a result, an organization can give quality products and services to its existing and new customers in a market. Six Sigma is one of the useful tools to improve the business abilities to maximize customer’s values. KFC can use Six Sigma which to increase the organizational effectiveness which ultimately will maximizes the customer's value.
[bookmark: _Toc28248680]Six Sigma
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Six Sigma Process

Six Sigma is one of the well-known tools used by an organization to improve the business process by developing business capabilities at the workplace as this tool eliminates defects or errors within the process which assist an organization to provide good products or services by minimizing costs. Six Sigma can maximize the customer’s value by reducing operational costs; improves process efficiency, increase customer’s satisfaction; foster innovation or reduces cycle times; as a result, it improves organization abilities to maximize customer’s values. The organization used this data-driven method to increase the business existing and new process in the following ways:       
· Define: In the first phase of Six Sigma, KFC must identify the key problems from the customer’s perspectives and then it is important to set a specific goal or objectives that organizations want to achieve. Moreover, KFC must consider the resources which are essential in order to achieve these objectives.

· Measure: In the second phase of Six Sigma, it is important to measure the obstacles or problems with supporting data. KFC must collect relevant information’s or data on the existing or new processes which will help to determine the baseline of the process or current performances. (Kotler & Armstrong, 2013)

· Analyze: In the third phase of Six Sigma, KFC must identify the influences variables whether the current process is efficient or help to accomplish an organization desires goals. KFC muse find out  the key problems which affecting the business process. KFC can implement suitable strategies by identifying the problems which will help to improve the business process.
· Improve: In the fourth phase of Six Sigma, KFC must discover potential solutions to the problems through brainstorming, testing the potential solutions and assessing the results. These approaches will help an organization to implement the best solutions which will maximize customer’s values.

· Control: This is the last phase of Six Sigma; KFC must monitor the plans or strategies which implemented in order to solve identified problems. An organization must improve the process continuously by using lean principles; as a result, customer value has maximized .
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Kotler, (2006) stated that organization must improve the business operational efficiency to maximize the customer’s value and Kaizen is a potential approach  to improve the operations of the business. The concept of Kaizen improves business operations through different ideas such as increase jobs satisfaction, creating a team atmosphere, improving daily business activities, quality-control; elimination of waste or optimum utilization of organizational resources. Kaizen approach can help an organization to enhance the performance  of an organization such as improves efficiency, minimize costs; boost productivity; improves employee’s satisfaction or safety at the workplace. Moreover, Kaizen philosophy fosters innovation which helps an organization to deliver a quality product; as a result, it creates a competitive advantage for an organization and also maximizes customer’s value in a particular market.
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The key purpose of the Kaizen view is to develop  the business operational efficiency which helps an organization to provide quality products and services.  Kaizen approach creates a culture of continues improvement by identifying the fundamental cause of the problems that affect the business and every employee work together in order to elevate the manufacturing process at the workplace. In Kaizen approach, seven elements has described .
Involve: In order to improve the decision-making process; fosters creativity or to break down any complex problems, an organization must involve its employees in the decision-making process. Moreover, an organization must encourage its employees to bring new approach or provides feedback for process improvement or to identify the key issues.
Identify Problems: Organization must identify the key problems which affective the business or manufacturing process at the workplace as an organization may fail to deal or mark such problems without identifying. Moreover,identifying   the key problems as different managers or employees will have different views.
Brainstorming: In this stage, an organization must find a different solution to a problem through brainstorming and the organization must determine the strengths and weaknesses of each solution. Moreover, it is important to select the best solutions and then must test the effectiveness of the selected the possible way.
Implement: In this stage, an organization can implement the best solutions in order to solve identified problems; however, an organization must adopt relevant plan to assist the selected solutions. In addition, every stuffs or manager must encourage its employee to provide opinions for further improvement. (Keegan, 2002)
Analysis: In this stage, KFC must analyze the implemented solution outcomes which will help to determent the effectiveness of the solutions; as a result, it will help to determine whether implemented solutions are fit to solve the identified problems or requires any further improvement to solve identified problems.
Standardize: If the identified problems are solved which means that implemented solutions are effective as it solves the problems successfully. However, if the implemented solution fails to solve the problems which means that organization have to implement another alternative solution to solve such problems.
Repeat: Organization must make small changes in order to solve a complex problem as it will help  an institution  to improve the business operational ability  or manufacturing process at the workplace, as a result, an organization must repeat the cycle of Kaizen continuously to progress the process which will maximize customer value.
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Integrated Value-Added Supply Chain Systems
KFC recognizes that positive customer’s experiences are the main part of the business accomplishment  and it is vital to self-reinforcing process in organizations which enable KFC to minimize costs, increase operational efficiency and also helps an institution to distribute quality products and services by adding more value. Thus, the self-reinforcing process in organizations improve the organization's abilities to maximize customer values which ultimately satisfy the customers, as a result, it creates positive customers experience for an organization. KFC implemented various strategies in order to improve its entire supply chain from the raw materials to end customers which ultimately improves the process efficiency. Furthermore KFC Value-Added Supply Chain helps to provide quality products and services to its customers; as a result, KFC differentiates its brand from others in a market and creates a competitive advantage.
Quality Management Systems
In order to create a positive customer experience, quality of the products and services play an important part as which helps an organization maximizes the customer’s values. Therefore, KFC implemented different policies, process and principles in order to improve the quality of the products and services. “Quality Management Systems” brings numerous benefits for KFC such as less waste, minimize costs, improves the process, greater efficiency, increases customers satisfaction and creates a culture of continual improvement as these benefits maximizes overall customers value for an organization. “Quality Management Systems” helps KFC to deliver the excellence products and services which build customers loyalty and also attract new customers and retain its existing customers by building a strong relationship; as a result, these approaches help KFC to achieve its overall objectives successfully in the fast-food industry.
Establish a Customer & Quality-Focused Culture 
Employees are the backbone for every organization as employees play a vital part in order to achieve the overall business objectives successfully. In order to maximize customer’s value or to improve the quality process, KFC motivates its employees through different motivational techniques such as monetary and non-monetary rewards which leads to jobs satisfaction, thus, these employees contribute more which increase employee efficiency.  These employees also deliver quality services to customers and bring innovative ideas for process improvement; as a result, it creates a positive customers experience and builds customer loyalty for an organization. Moreover, KFC provides various training and a short course in order to develop employee’s skills and knowledge and employees utilize acquired skills at the workplaces which ultimately maximizes the customer’s value for an organization. (Lancaster & Reynolds, 2011)

Engage Employees
To improve the process quality, maximizes customer’s value or creates positive customer’s experiences for an organization, KFC appoint  its employees in the decision-making process and also inspire  its employee to deliver creative concept for products or process improvement at the workplaces; as a result, these approaches improve decision-making. Moreover, this approach helps an institution  to identify the problems affecting the manufacturing process; as a result, an organization can implement suitable strategies in order to address such problem which ultimately helps an organization to deliver quality products and services and creates a positive customers experience or maximize customer’s value for an organization. Moreover, engaging employees helps an organization to retain its customers as when employees are engaged in the decision-making process it boosts employees morale, hence, employee deliver quality services to its customers.

Solicit Customer Feedback
In order to increase the customer’s value, to create a positive customer experience, an organization must encourage its existing customers to provide feedback as it will help to identify the strengths and the weakness of the products and process, hence, an organization can implement suitable strategies in order to turn a weakness into strengths. Moreover, customer’s feedbacks not only helps an organization to improve the quality process but also improves the customer’s satisfaction, build customer loyalty, increase sale revenue; profitability; creates a competitive advantage or improves the decision-making process. Customer’s feedback can help an organization to deliver the quality products and services which ultimately meet the customer’s expectation in the market; as a result, it creates a positive customers experience and maximizes customer’s values for an organization. (Dibb & Simkin, 2008)
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The Importance of Customer Relationships
Customers are the money generator for every business; hence, it is important for an organization to build a strong relationship with the customers. However, KFC must create positive customers experience by satisfying customer’s needs as customers which is the key to build a strong relationship with customers. In order to build a healthy relationship with customers, an organization must implement relevant strategies and also it needs times and dedications, as a result, it will bring numerous tangible and intangible benefits for an organization, The importance of customers relationship are discussed as below:

Word-of-Mouth Marketing: A strong relationship with the customers will boost individual confidence and trust about the products or organizations, as a result, customers will recommend their families, friends or colleague. Majority of the potential customers purchase particular brands through recommendations which ultimately reduces the marketing costs for an organization. (Kotler & Armstrong, 2013)
Customer Loyalty: One of the key benefits of customer relationship is that it helps an organization to build customer loyalty which leads to repeat business, thus, it increases sales revenue and profitability for an organization. However, KFC must adopt suitable strategies in order to build a healthy relationship with the customers such as exceeding customer’s expectations, loyalty programs or connecting with customers via social media etc.
Positive Customer Experience: Organization can create a positive customer experience by building a healthy relationship with the customers as the customer provide valuable feedback for business products or services improvements when there is a strong bond between customers and an organization, hence, an organization can meet the customer's expectation by improving the products and services which ultimately creates a positive customer experiences.
Build Company Reputation: Organization can improve the company reputation or brand image by building a strong relationship with the customers which enables an organization to gain a competitive advantage and also creates a positive customers experience. Moreover, a strong company reputations help to attract more customers from its competitors, as a result, it increases sales revenue and profitability.
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There are various challenges that an organization face in order to develop and maintain a relationship with the customers and an organization must implement suitable strategies to deal with or address these challenges which will help an organization to build a strong relationship with the customers. The key challenges that business face to develop a customer’s relationship are discussed as below:


[bookmark: _Toc330572382]Lack of Understanding: This is one of the key challenges in order to build or maintain a healthy relationship with the new or existing customers as an organization fail to understand the customer’s needs; behaviour or expectations. Moreover, an organization spend less time to understand the customers, as a result, customers expectation remain unmet which leads to poor relations.
Low Employee Morale: This is another key challenge to build a healthy relationship with the customers as an organization fail to motivate its employees which leads to low employee morale at the workplace, as a result, employee provides poor customer services which significantly affect organization performances and also fail to build or maintain a relationship with the customers. (Keegan, 2002)
Poor Communication: Communication is the pillar of business success, thus, Business-to-Customers (B2C) effective communication is vital in order to build a strong relationship with the customers. However, poor communication between customers and an organization creates a misunderstanding or conflicts which lead to a poor relationship between customers and an organization.
Fear of Technology Adoption: In this era of the information age, technology is an important tool to build and maintains a healthy relationship with the customers. However, many organizations fear the adoption of new technology at the workplace which affects the customer relationship. Technology such as customer relationship software (CRM) can build a strong relationship with the customers.
Poor Leadership: This is another key challenge of developing customer relationship as poor leadership fails to provide direction or guidelines to its employees at the workplaces, as a result, employees fail to provide excellences customer’s services to the customers. Thus, it leads to poor customers services which ultimately creates a poor customer experience and affect the relationship with the customers.
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From this report, it can be concluded that an organization must understand the potential and existing customers in a market to build a positive customer experience as identifying customers need help an organization to develop an effective corporate, marketing or strategic planning which will lead to positive customer’s experiences for an organization. Poor customers experiences create a negative impact on the business such as low market share, damage business reputation, increase employees turnover, drops customers lifetime value, reduce sales revenue; profitability or loss of potential customers etc. Thus, positive customers experiences are the key in order to fulfil the customer’s needs in the market as satisfying overall customers expectation will lead to positive customers experiences. Moreover, it is important for an organization to identify the factors that drive customer’s value as products alone unable to fulfil the needs of customers which will enable an organization to differentiate its business from others in a market offering similar products or services. In this competitive business environment, customers always compare the perceived value of similar goods or services while making a purchase decision, hence, an organization must deliver the values by uncovering customer’s needs in a market which will help an organization to boost sales revenue for the longer-term. 
Maximizing customer’s value can bring numerous benefits for an organization such as repeat business, reduce marketing costs, increase customer loyalty; create a competitive advantage; build brand image; increase sales revenue or profitability for an organization. It is also important for an organization to build positive customer’s experiences in order to improve customer satisfaction as positive customer experiences increases customer advocacy, turn potential customers into loyal customers, creates a competitive advantage, more customer acquisition or improves crisis management etc. In order to sustain, survive or to achieve the business objectives, customer value plays an important role, thus, an organization must implement suitable strategies to increase customer value. However, an organization must improve the different business process to maximize customer value which will help an organization to minimize costs, improves the process, improves customer experiences, as a result, an organization can deliver quality products and services to its existing and new customers in a market. (Kotler & Armstrong, 2013)
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