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This essay will look at how the customer experience has profoundly influenced the success and sustainability of organisations. As consumer expectations grow, so must the understanding and engaging of the customer experience become strategic for businesses to strive in a competitive environment.

I will delve into concepts of customer experience and explore impact of customer-centric approaches and the models that guide my own workplace in optimizing the customer experience, looking at customer experience, loyalty, and satisfaction and how there are different model frameworks to understand the customer and how they will navigate and recognise the first steps of the customer journey, loyalty and in a generation were customers have unprecedented influence, to have the ability to be a resilient organisation. 

[bookmark: _Toc155483755]Customer Value 

[bookmark: _Toc132541075][bookmark: _Toc132737986][bookmark: _Toc155483756]Definition of Customer Value

Customer value is best defined as how much a product or service is worth to a customer. It’s a measure of all the costs and benefits associated with a product or service. 
Examples of this include price, quality, and what the product or service can do for that person. There are also monetary, time, energy, and emotional costs that consumers consider when evaluating the value of a purchase. 
[bookmark: _Toc132541077][bookmark: _Toc132737988]Woodruff thoughts on customer value were “A customer perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations.” (Woodruff, 1997)
[bookmark: _Toc155483757]Customer Engagement Value.

To most organisations there is customer value which is the long-term impact and contributions that they make to the business.  Delivering customer value is the key to maintain long-term relationships with existing customers and earning repeat business.  

It is important to know how to meet the customers’ needs and expectation and learn how they can change depending on need. If an organisation can understand how a customer feels about the product and service, you offer then it's likely that you can build customer loyalty and increase customer lifetime value.
You can measure customer value in a variety of ways, for example by asking customers a set of questions, where you can ask how your organisation is providing value and how it can continue to do so as well as how the product or service has helped them achieve their goals or improve service and we can also determine how the customer benefits and what are the costs to them, by asking qualitive questions to evaluate the value of the products or services and by getting the customer to rate how satisfied they  are on a scale of 1 to 10,  could give you your perceived value to determine If your company is delivering value. According to the Forbes Website “Customer retention is critical at a time when many customers are using their mobile devices to check prices and other information when deciding whether to make a purchase in stores”. (Burnett, 201)
Once this has been done, we can see the benefits like convenience, quality and brand reputation outweigh the costs – such as price, time, and emotional stress.  
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Customer influence value could potentially encompass several aspects, that could be considered to having a positive influence on customer such as word of mouth and referrals, brand advocacy where customers actively promote and advocate for a brand or product on social media or other flatforms.
Feedback and reviews from customers who provide constructive feedback and or positive reviews can influence the perception of potential customers an example of this is I have seen is a customer giving a bad review of a service they have received in a local takeaway, once the facts had been ascertained – their previous order was a collection and a different style burger then the establishment made comments in a polite and friendly way that this was the reason for the different pricing as this order had a delivery charge- they tried to please the customer by sending out some free items but customer continued to voice their displease which resulted in dozens of compliments of this particular take a way and a number of people saying that they were going to order from them in future which flipped the negative feedback into a positive. 
Customers who are loyal and make repeat purchases contribute to the long-term success and stability of a business.

[bookmark: _Toc155483759]Customer Relationship Marketing 

Customer Relationship Marketing (CRM) is a business strategy that focuses on building and maintaining long-term relationships with customers. CRM goal is to create customer loyalty and enhance the overall customer experience. It involves understanding the needs and preferences of individual customers and tailoring marketing efforts and communication to meet those specific needs. Many CRM strategies incorporate loyalty programs to reward and incentivize repeat business. These programs often include discounts, exclusive offers, or loyalty points that customers can redeem for future purchases. “To make building relationships easier, communicating with customers should be effortless. And this means you need to meet customers wherever they are online, on multiple channels”. (Asrani)

Effective implementation of CRM requires the use of technology, such as Customer Relationship Management software, to manage and analyse customer data. This technology helps businesses automate processes, track customer interactions, and gain insights that support informed decision-making.

Having a customer understanding involves gathering and analysing data about the customers to understand their preferences, behaviours, and needs, this can be collected through loyalty and rewards programmes, transactions, surveys, and social media. With the information gained from the data, business then can personalise their interactions with existing and new customers, by personalising marketing, product recommendations and special offers, Pollock, 2014 CRM looked at marketing, management, relationships, quality, support, sale, customer, and service.
By segmenting customers based on common behaviours or characteristics it allows business to target specific groups. Communication through various channels like email and social media is key maintaining regular and meaningful communication strengthening relationships.
Another crucial element of CRM is providing excellent customer service, responding promptly to customer enquiries, and addressing concerns and seeking feedback to identify areas for improvement to address any issues and enhance the customer experience. 
CRM focus is building long term lasting relationships with the goal of turning one-time buyers into repeat customers and advocates of the brand, Wailgum and Fruhlinger, 2018, knew that “revenue gains don’t happen by simply buying software and installing it, for CRM to be truly effective, an organisation must first understand who their customers are, their value, their need, and how best to meet those needs”.
The CRM in DWP is the UC system, the claimant makes their claim via the gov.uk website and this pulls through onto our system.
It will show the customer’s name, date of birth, national insurance number, address and some other personal that they may disclose to us, and we use this system to communicate with them and send and receive messages, and letters therefore becoming a paperless department. 
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Total Customer Benefits – Total Customer Costs =Customer value 
Customer benefit could be the social, personal, and psychological values as well as saving time, product quality, image and brand and the long-term effects of Knowledge Information Management. 
Kulpa, 2017 identified that market where loyalty is created helps brand loyalty, customer retention and can increase profits. In other businesses such as Tesco for example the customer could through their purchases contribute to the revenue generated and other associated businesses by upselling or additional branded products such as pet insurance or car insurance and is open to cross-selling opportunities. 
Customers could increase profitability through their purchases. The lifetime value (LVT) is a measure of the total revenue that the customer could generate and calculating the LVT, can help the business in the long term with acquisitions, and having them as long-term clients can help reduce costs associated with advertising for new clientele. 
Another value could be that satisfied customers can become ambassadors of the brand, referring new customers which positively contribute to the growth of the company, and as the brand grows this can reduce marketing cost and increase brand loyalty.  
Clubcard’s and other such loyalty cards can provide valuable data that allows organisations to understand customer behaviours and target their marketing towards a specific person with a specific product. “Tesco has digitally transformed their customer experience, business model and operating model through investments in a state-of-the-art website with click-and-collect functionality, a digitalized in-store experience and a data-driven customer loyalty platform”. (Alumni, 2016)

[bookmark: _Toc155483761]Value Pyramid 

Eric Almquist, John Senior, and Nicolas Bloch (all from Bain and Co) conducted research and came up with a model known as the consumer value pyramid. They identified 30 elements of value, which are the basic, discrete attributes that define value in its most essential form.
For any product to be successful in the market, it must satisfy one or more of these elements of value and the 30 elements of value are grouped into four categories: functional, emotional, life changing, and social impact.
These four categories are arranged into a four-level hierarchical model – with functional needs at the bottom and social impact at the top – to form the consumer value pyramid.
A functional value would be the qualities of the brand, product, or service, varying from saving time, making money, reducing risk, and reducing cost and quality.
Emotional Values are how the customer feels and could include ways of reducing anxiety, wellness, design, therapeutic value, and fun/entertainment.
Life-altering values could provide hope, self-actualisation, motivation and belonging. 
Social impacts of the way the brand product or services alters the life of others through self-transcendence through the expansion of personal boundaries including experiencing spiritual ideas. Almquist, Senior & Bloch 2016.
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The customer value pyramid can be compared to Maslow’s hierarchy of needs and while there are differences in terminology, Maslow's hierarchy of needs and the customer value pyramid, both highlight the progression from basic, fundamental needs to higher-level, more aspirational needs.
Understanding this can aid in designing products and services that resonate with customers on various levels. Maslow proposed a theory of human motivation and indicated that human needs are hierarchical with basic needs requiring satisfaction before higher-level needs will appear. Similarly, customers have basic (explicit), expected, and implicit needs for product quality. Needs for must-be qualities are basic needs, needs for one-dimensional qualities are expected needs, and needs for attractive qualities are implicit needs.
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In my organisation there is no transactional value from the customer, the civil service is there to provide the customer with a service, to understand and maximize the value as in the service we provide and offer satisfaction and prioritise the application of welfare benefits to those in need.
The emphasis is on delivering public services that meet the broader societal needs rather than generating profit. The values within DWP are closely aligned with public service principles, emphasizing fairness, social responsibility, and the well-being of individuals and communities. 
DWP Customer charter states that they will give customers the right treatment by” doing what they say they will do” they will also “be helpful, polite, and treat you fairly and with respect”, try to understand your circumstances” and get it right by “providing you with the correct decision, information or payment, explain things clearly if the outcome is not what you’d hoped for, say sorry and put it right if we make a mistake, and use your feedback to improve how we do things”.
They also promise to keep you informed by “dealing with requests the first time you contact us, or as soon as we can, tell you what will happen next and by when, and keep you updated of progress”.
And lastly the charter states that they will give easy access and will “make more of our services available online, to use at a time that suits you, publish information about benefits and services online at GOV.UK, explain clearly how to contact us in other ways”.
They also have an ask of the customer to “give us the correct information, tell us when something changes, be on time and treat staff with respect” (Guidance
our customer charter. 2014)

[bookmark: _Toc155483763]Factors 

Understanding and engaging in the customer experience is crucial for businesses looking to build strong relationships, loyalty, and satisfaction. By focusing on these factors, businesses can create a positive and engaging customer experience that not only meets but exceeds customer expectations, leading to increased satisfaction, loyalty, and positive word-of-mouth.

Some key factors are customer- centric culture,  ensuring that all employees understand the importance or delivering exceptional experiences,  customer empathy particularly in places like NHS and DWP where understanding the customer needs, preferences and pain points to empathise with customers to better understand their needs and address any concerns that they may have, and by having clear communication organisations and businesses  can create a positive and engaging experience to meet and exceed customer expectations, leading to increased satisfaction and loyalty. Some of the key points of the NHS customer charter states they will “make contact between us as easy as we can, and minimise the effort needed, to satisfy your desired service outcome, deal with enquiries at the first point of contact wherever possible whilst involving and updating you on progress of any enquiry you have raised ensure sensitivity and security to protect your personal information, review your feedback to improve our service” (NHS digital customer service function charter. 2019)

Personalised experiences demonstrate that the business values and understands each customer. By making products and services accessible and convenient can streamline processes and enhance the overall experience

Engaging and train employees to understand the importance of customer experience. Frontline staff play a critical role in shaping customer perceptions and having brand consistency across all customer interactions helps build a recognisable and trustworthy image of an organisation DWP for example have their logo, Jobcentres are decorated very similarly with paint colours and furniture style and information posters displayed in the same format.
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Customer point of view or customer perspective is the view of the business, brand product or service and key elements of the POV are the customers’ expectations and whether these expectations are being met, exceed or they fall short, managing customer expectations can be essential for positive feedback and this aligns with the user experience and how the product value is in relation to the cost. Customer ratings and feedback can provide further insight and by monitoring and responding to feedback can help with the continuous improvement of the brand. And if a brand communicated well with its customers with clarity and transparency can build trust.

The user experience and how the customer can interact with the service or product as well as factors such as accessibility a lot of organisations have signed up to promote the sunflower lanyard to help individuals with hidden disabilities and therefore improve equality and diversity for their users this could then improve their overall satisfaction of the product/service, can tie in with their expectations of the product or service and if these are being met, the can increase the value of the brand and its values, and if the values align can increase the emotional connection and the feelings and emotions sparked by the brand.

From the customer POV they could also be looking at how the service is personalised for them, can they select delivery to store or on a certain day, is the service tailored to the needs, and according to the hidden disability’s website globally 1 in 6 of us live with a disability. That is approximately 1.3 billion people. But while some of us experience a disability that is visible, many have a non-visible condition or experience a combination of both visible and non-visible conditions (Hidden disabilities)
Therefor for convenience the brand the customer chooses, and factors such as the ordering process, delivery and after-sales could be crucial in their decision making. 
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Customer centrality emphasising, understanding, valuing, and prioritizing customers in all aspects of business operations. It's ensuring an organisational mindset that permeates through various departments and functions. Companies that adopt a customer-centric approach tend to build stronger customer loyalty, improve customer retention, and achieve sustained business growth, where the customer is placed at the core of business operations and decision-making processes, understanding, meeting, and exceeding customer expectations to achieve long-term success. 

To achieve customer centrality, we must focus on the customer and prioritising their needs and preferences and actively seeking feedback to understand customer behaviours and adapt products or services to meet customer expectations. By providing a positive and seamless customer experience (CX) involving all touchpoints that a customer has with a company, including pre-purchase, purchase, and post-purchase interactions, “In a digital world, where customers review and share their experiences with a company in public forums, it has become vital for companies to connect with customers across their journeys at an emotional level”. (What is CX? 2022)
Use a data-driven approach helps in making informed decisions to enhance products, services, and overall customer experience. Recognise that customers have unique needs and preferences, and can involve personalising products, services, and communication to cater to individual customer segments.
Continuous Improvement is essential and by not only refining existing products and services but also innovating to stay ahead of changing customer needs and market trends. Employees play a crucial role in delivering a positive customer experience, so by prioritizing employee investing in training, empowerment, and engagement to ensure that employees understand and embody the customer-centric values. And lastly using appropriate Feedback Mechanisms, such as customer surveys, reviews, and customer service channels, helps organisations stay informed about customer satisfaction levels and areas for improvement.

[bookmark: _Toc155483766]Managing Expectations

[bookmark: _Toc155483767]Customer Satisfaction v’s Loyalty
Customer satisfaction reflects customers' immediate feelings about a specific interaction, product, or service, while customer loyalty is a more enduring commitment to a brand over time, whilst high customer satisfaction is important for customer retention, businesses often strive to go beyond satisfaction to enable them to cultivate loyal customers who choose the brand repeatedly and promote it to others. 

Both elements are crucial for long-term business success, and companies often employ strategies to enhance both customer satisfaction and loyalty, and reward programs and incentives that reward customers for repeat business and offer exclusive discounts, early access to new products, or other incentives for loyal customers, one such company is Next, “VIP Sale invites are sent out to a selection of our customers:(VIP sale).
Top of Form
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Customer Relationship Management (CRM) models refer to frameworks and approaches that organisations use to manage and optimize their interactions with customers. These are designed to enhance customer satisfaction, improve customer retention, and drive overall business success. Organisations often customize CRM models based on their specific needs, industry, and customer demographics. The integration of technology, data analytics, is essential for the successful implementation of CRM models.
To understand the customer experience we must also look at the brand promises for example apple’s brand promise is to  guarantee to create products based on seeing the world a little differently and to promise to inspire their customers to do the same Their tag line is to “think different” A customer experience is a customer’s perception of their rational, physical, emotional, subconscious, and psychological interaction with any part of an organisation. (Shaw, C. & Hamilton R) and sometimes we must look at “Aims at fulfilling the needs of the buyers more than that of the competitors, that is, providing them with the maximum value (Bowersox, Closs, and Stank 2000).
Wailgum and Fruhlinger, 2018 said “revenues gains don’t happen by simply buying software and installing it. For CRM to be truly effective, an organisation must first understand who the customers are.”

[bookmark: _Toc155483769]Kando Model

Kano Model is a theory developed by Professor Noriaki Kano in the 1980s to prioritize and analyse customer preferences in product or service features and its purpose is to understand and communicate 5 universal categories of customer requirements.  Product and service developers need to be aware of these to remain competitive, and to show how these can influence satisfaction and dissatisfaction.
The Kanon Model shows how 2 of the categories add value and 2 of the categories detract from value, and 1 of the categories creates New Value, and can help organisations understand the needs of their customers better than their customers understand their own needs. Kando’s survey or Kando Analysis prioritise development efforts on the things that most influence satisfaction and loyalty. 
The Kano Model is a visual model that can show the customer provided characteristics versus the level of satisfaction each characteristic deliver. It is a product development and customer satisfaction tool that categorizes customer preferences.
It’s main objective is to gather the customer "voice" to deliver the most satisfying product, process, or service. It helps define where the product, process, or service is relative to the customer and the competition and will look at what is Dissatisfying to the customer such as - annoying features - avoided characteristics, the Mandatory expectations basics must have characteristics what the Customer needs - reasonable expectations - performing features and lastly delighters - surprise - innovators - unexpected features The Kano Model is a graphical display showing the relationship between each characteristic to the level of customer satisfaction. It's used to organize and prioritize activities to design and/or improve.
The Kano model is very good at prioritizing features. A theory that underlies the Kano model is “the natural decay of delight.” Innovative ideas and products move from being exciting and new, at the top of the Kano chart (Attractive) to expected features, at the bottom (Must-haves at best, detractors, at worst), Olsen-Landis, 2020
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There are several different quality processes that organisations can use from lean to agile and some industries or specific organizations may develop their own customized quality process models based on their unique requirements and circumstances.
The choice of a quality process model depends on factors such as the nature of the project, organizational culture, industry standards, and the specific goals of the organization.
[bookmark: _Toc155483771]Quality Process Model

The waterfall model is a linear and sequential approach to software development. It consists of distinct phases such as requirements, design, implementation, testing, deployment, and maintenance. Each phase must be completed before moving on to the next were as Agile has incremental approach to software development. It emphasizes flexibility and collaboration among cross-functional teams, prioritising customer feedback, adaptability to changes, and continuous delivery.
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The DWP, have several quality management processes in place to ensure effective service delivery and adherence to policies and regulations. 
They range from service quality	- Ensuring that services provided to citizens are of high quality and meet established standards and Monitoring and improving the customer experience in interactions with the department.
Like any organisation policy compliance is essential, ensuring that there is compliance with relevant laws, regulations, and policies governing welfare and pension programs.
Performance measurement is taken seriously, and key performance indicators (KPIs) are used to measure the effectiveness and efficiency of programs and services, and regular performance assessments and evaluations are completed by line managers which identifies any continuous improvement opportunities that can enhance efficiency and effectiveness.

Identifying risk related to service delivery and policy implementation and quality assurance regarding implementing new practices to prevent errors and ensure that processes are carried out according to established standards, conducted via quality checks. 

The DWP provide ongoing training and development for staff to ensure they have the necessary skills and knowledge to carry out their roles effectively, and with the amount of information they hold have measures to ensure the security and confidentiality of sensitive information, particularly when dealing with personal and financial data.


The lean model has similar processes that the DWP use, they must Identify what customers value in a product or service, mapping out the entire value stream for a product or service, which includes all the steps and processes from the initial concept to delivery to the customer, Highlight the concept of continuous improvement through small, incremental changes. Encourage employees at all levels to contribute ideas for improvement and recognise and respect the skills, expertise, and insights of individuals within the organization. Foster a culture of collaboration and empowerment. And as a government department deliver services just in time to meet customer demand, minimizing the need for inventory and reducing costs associated with excess storage. 


[bookmark: _Toc155483773]Conclusion 

On conclusion we must understand that there are 5 steps to the buyer process and that must be taken into consideration -Problem/Need Recognition, Information Search, Alternative Evaluation, Decision to Purchase and Post Purchase Behaviour, (Lamb, Hair and McDaniel, 2009 once we have established, we can look at understanding the customer experience and ways we can improve this.

The Kano model can help us identifying prioritizing features and we should look at our own and other organisations quality models to help us gain insight into what our customers’ requirements are.
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