[image: Description: :::::::Desktop:In progress desktop:TRINITY SAINT DAVID:logo:TSD_logo2010.jpg]
Skills for the Workplace
Module Assignment Submission 

	Student Name:
	Tracey Howells

	Student Number:
	2115849

	Module No:
	BMSK5012

	Module Title:
	Understanding & Engaging in the Customer Experience



Statement of Confirmation of Authenticity
By the act of making this submission, the student declares that this is the work of the student named above. The work has not, in whole or in part, been knowingly presented elsewhere for assessment, or where assessment has been built on a previous assessment, this has been identified. Where materials have been used from other sources it has been properly acknowledged. If this statement is untrue, the student acknowledges that an assessment offence has been committed.
Attention is drawn to the plagiarism and unfair practice policies of UWTSD.













Table of Contents
Introduction
Critically analyse the factors that impact on your organisations ability to maximise customer value …..1
What is criticality? ….. 1.1
What factors? …..1.2
Customer value …..1.3
How we maximise customer value ….. 1.4
Where does my organisation fit in …..1.5
Critical understanding of your organisation’s quality processes and its effectiveness in meeting customer requirements.2
Critical understanding …..2.1
What quality processes do we have in place …..2.2
How do these quality systems work? …..2.3
What do our customers want? …..2.4
Who are your customers? …..2.5
References



Introduction
I work for the NHS. As we know, we do not charge for our services. Despite this, it is still extremely important to deliver good standards of care to our patients. Some subjects in this assignment have been irrelevant to the NHS as a business so I have tried to draw on the retail experience I have gained from previous work. To be able to critically understand a customer experience we need to be able to take the customer journey. Breaking it down as we go. Through the assignment I will discuss how we as the NHS deliver our customer/patient experience and why it is important.

1 Critically analyse the factors that impact on your organisations ability to maximise customer value.

1.1 What is criticality?
Criticality is to be critical. To think. To evaluate. To not accept what we hear or read at face value and to question it. We must use critical thinking when we make our own judgements regarding the actual source of information and if said information is factual, if not, we argue it.  Cottrell (2005 : 2) defines critical thinking as ‘a complex process of deliberation which involves a wide range of skills and attitudes’ for deciding what to believe or do. To critically think is to be able to analyse a something and then form a judgment. To be able to critically think will allow us to consider an alternative view. When we come across information, we need to ask ourselves several questions. Who wrote it? What did they say?  When was it said, is it current and relevant. How did they conclude and is it evidence based. We can use these simple questions when making our own statements also. A way in which to remember this is by using the CRAAP test, this makes us ask is the information current, relevant, accurate, and authoritative and what the purpose of the information is. 
Organizations rely on their leaders to continually analyse, identify and optimize areas of opportunity in the business. 
1.2 What factors?
There are many factors that may impact your organisation’s ability to maximise customer value. One could be the cost. If it is priced too high this will make a customer look elsewhere. Customers look for value for their money, when this is not received it will affect where a customer shops. Cost has a huge impact on if a customer buys your product.
The quality of the product also impacts whether a customer purchases an item. The extent or degree to which your product or service meets the expectations and needs of your customers. If your offering exceeds customer expectations, you are selling a high-quality product or service. (Ranjhaa & Ranjhaa, 2021). 
The function of the product could also be a factor. A customer buys an offering as a solution to a particular problem. Therefore, a product’s functional features are an essential driver for a customer. If your offering is giving more features than a customer’s expectation, your product will have more perceived value. (Ranjhaa & Ranjhaa, 2021b)
 Poor customer experience, for example if you were to hire a member of staff with a bad attitude, that is rude to the customer, this may result in the customer choosing to take their custom elsewhere, affecting your customer retention.
Customer relationships are also important. This falls just below the customer experience I have just mentioned. It is important to maintain a good customer relationship to be able deliver good standards of care to your customer. 
Availability. Is your service or product available to the customer? Is there more of a demand on a certain product, therefore we need to adjust stock levels. 
One factor that impacts our ability as NHS workers is accessibility. It is important to be readily available to our patients. After being given a cancer diagnosis many of our patients have multiple questions, this is the point we need to be accessible to them. When we are not available, whether this be if we are in clinic or on wards with other patients we have a messaging service available. I believe this is important as the longer a patient dwells on questions or problems, the more heightened they get. Our response time to these messages should also be fast. 
We must have empathy. As the old saying goes….the customer is always right, however this is not always the case but we must try our best to make the customer happy and give them what they need, within reason. 
Another factor I can demonstrate is language. Within the NHS we have lots of abbreviations and lingo we use for medical terminology. This can be quite distressing to the patient. They have the right to know what is happening with their bodies and the plan in place. It is therefore our job to ensure we are clear and concise in delivering that information. 

1.3 Customer value 
Customer value is how much a service, or a product is of worth to that customer. Value to us may be totally different to value of the customer. Many theorists have different views on customer value and what it means.  Zhou, Kautonen, & Wei (2015) regarded customer value as a customer’s cognition of the reward acquired from the purchase being proper. Barrett et al. (2015) indicated that customer value was the evaluation of the purchase process of a customer considering the quality and profit as well as the cost and effort paid. Kunttu & Torkkeli (2015) regarded customer value as the emotional reaction to an object. Ebrahimi et al. (2016) pointed out customer value as the total attitudes of a customer after purchasing a product or using a service. Lusch & Nambisan (2015) regarded customer value as the result of purchasing and using a product generated by the comparison between expected reward and invested costs. Desai¸ Potia & Salsberg (2015) said of customer value that a customer, after using a product, would evaluate the consistency between produce performance and the belief before the purchase; when there was certain consistency, the customer would be satisfied. 
Customers may assess the value of your product before and after sale. Before, to identify if the product is of good price for the product, are they getting their value for money? Is the product working, is it structurally sound. And then after, has that product lasted, has it given them their value for money to what they have spent. 
There are five classifications of customer value. Functional, Social, Emotional, Epistemic and conditional. (Study Notes Expert, 2022)
The functional value is a physical performance utility received from the product’s attributes. It is associated with economic utility theory, popularly expressed in terms of rational economic reason. Many times functional value is overlooked. Businesses sway more towards a wow moment to engage with their customer and draw them in to purchase. If we look at buying a car, a lot of us, myself included, look at colour, how the car looks before we take it for a test drive to ensure its functional value. Scottish Water’s vision is to be: “Scotland’s most valued and trusted business”. As a monopoly, their key measures are not market share, profits or customer retention. To achieve their vision, they focus on triggering functional values.  “To deliver our promise, we need to reduce service disruption. We also need to make sure that recovery is quick and effective if things do go wrong.” Key measures, then, relate to operating the business in the most efficient way possible, while delivering exceptional service to their customers and making Scottish Water a great place to work. (Making It Easy – Functional Values – Simply Customer, n.d.)
The social value is acquired because of the associations between one or lots of social groups and the consumer choice. The Social Value Act 2012 states that all public bodies must consider how what they are proposing to buy might improve economic, social and environmental wellbeing. The legal requirements of the act are quite limited, and many public organisations choose to go further than just ‘considering’ social value, and actively apply the principles across their procurement activities.  (Social Value in Procurement – Procurement Essentials, n.d.) 
Emotional value of a product is not of monetary value. We form emotional connections with products and services we use every day. These connections drive our behaviour and have a direct impact on the decisions we make. In order to create products and experiences that create emotional value, the product community needs to focus on designing products that create positive emotional connections with customers. In particular the way our customers think, learn, solve problems, make decisions, and simply consume information needs to be embedded into our product design. (Corriero, 2021) A way to continually ensure customers feel emotionally valued is to instil positive behaviours. An example of this I have learned is from a hospital based in Sweden. Following each blood donation they receive they text/message a simple thank you to the donor. On top of this they then message the donor when their donation is used and benefitted by a patient. I would say this makes the donor feel very satisfied and rewarded by what they have done that this should encourage them to continue to donate. 
The fourth classification is epistemic value. This is where the advantage earned from a product’s ability to satisfy curiosity and meet the demand for knowledge is an epistemic benefit. Epistemic benefits are product benefits that satisfy an itch. Epistemic value includes exploration, curiosity, and variety-seeking consumption behaviours. A consumer’s willingness to try new products is often consistent with the epistemic benefit, like early adopters. (Chute, 2022) 
The fifth and final classification of customer value is conditional value. Conditional value was defined as "the perceived utility acquired by an alternative as the result of a specific set of circumstances facing the choice maker" (Sheth, Newman, & Gross, 1991a p. 162). A Christmas card is an example of a product with conditional value, since it is only of value in the Christmas season. Conditional value is derived from temporary functional or social value. (Sweeney, 1996)
1.4 How we maximise customer value
To maximise customer value, we must communicate with the customer. Ask our customers how they believe they are valued, does our product meet their expectations, how can we do better. 
Each year we (the nursing team) send out a patient satisfaction questionnaire. We change the questions each year to be more relevant to whatever we need to ask. For example, this year our specialist dietitian took a year out, we had a community team supporting our patients in her absence. So, when sending out this year’s questionnaire we asked how well their nutrition needs were met. This gives us the answers we need to know how well the patients were supported nutritionally, and also what, if anything we can do better. 
To be able to maximise our customer value it is also important we keep our focus on costs. Every market is so competitive and prices are vital to compete. 
Not all ways to maximise are down to cost. We must be loyal to our customers. Even more so, loyal to our loyal customers. It is great that we can work up a loyal clientele but it is just as important to keep them. There are many businesses on the market that deliver ‘new customer’ offers, this is a great way of introducing new customers to your product but you do not want this offer to shadow the fact you may have some very loyal customers who have been using your service or buying your product for many years, keeping your business afloat. 
 Customers are the lifeblood of your business and if you can't keep them happy and loyal, it won't matter how good your marketing is, how many leads you receive, or how well your salespeople convert new customers. (Green, 2021)
Perceived Value = Perceived Benefits / Expense or Cost Incurred
Loyalty programmes are a way to maximise customer value. Introducing schemes that excite a customer to return, whether that be a discount on their third visit or a free coffee when buying so many. 
There are also monetary, time, energy, and emotional costs that consumers consider when evaluating the value of a purchase. (Maza, 2023)

1.5 Where does my organisation fit in
As I work for the NHS customer value is not the cost of the product, we sell but how we deliver the care and needs of the patient. We need members of the public to continue to use the NHS service to ensure it is sustained. In my case the customer is the patient. I believe it is crucial to take the ‘customers’ journey and map it the best that I can to improve their experience. I work with cancer patients and their families. We deliver the worst news possible to our patients so the way in which we deliver this has to be as smooth as possible as this is what will always stick in patients’ minds. By making this journey as easy as we can for both the patients and their families makes the whole pathway easier to process. One of the most commonly used definitions of value in health care is achieving the best outcomes at the lowest cost (Porter 2010). Although there are many different articulations of value in health care, the same underlying concept of a balance between health outcomes and the cost of services often lies at the heart of these different definitions.
We strive to deliver excellent care and support to our patients but this can be exceptionally hard to do. We have many obstacles such as cost of treatments, drugs and providers. 



2. Critical understanding of your organisation’s quality processes and its effectiveness in meeting customer requirements.
2.1 Critical understanding.
Critical understanding is a step on from critical thinking. It is to understand what you are being critical of. A mode of thinking we use to analyse and evaluate different ideas. To be able to critically understand you must be able to critically think. To be able to digest the information you are given, break that information down, assess the information and then understand it. 
2.2 Quality systems we have in place. 
The NHS has a number of quality processes. NICE, developed quality standards which help us to improve our quality of care to our patients. These standards are separated into priority areas for each area. Each quality standard includes statements to help us improve the quality in which we deliver and also information how NICE measure our progress. Quality standards are imperative to providing top quality care for our patients. They set us standards of practice that should always be followed. They can also identify any changes we may need to improve our service. Lord Darzi’s report ‘high quality care for all’ (2008) highlighted the importance of the entire patient experience within the NHS, ensuring people are treated with compassion, dignity, and respect within a clean, safe, and well-managed environment. This is something I believe we strive to attain within the NHS. 
2.3 How do these quality systems work?
By having these standards in place, we as employees all have the same expected standards of us. This way each member of staff is treated fairly and with dignity and respect. They are easily accessible on the internet and our home intranet for each of us to read if we feel we need to be updated. Not everyone will adhere to these standards. We have strict disciplinary procedures for those that do not obey the standards of care the NHS expect.
The first part of the NHS disciplinary policy states we put patients and users of our services first: We work with the public and patients/service users through co-production, doing only what is needed, no more, no less and trying to avoid harm. We are honest, open, empathetic, and compassionate. We ensure quality and safety above all else by providing the best care at all times. Fund (2013) this is a bold statement and one that I disagree with. We, as an NHS is severely understaffed. The acuity of the patients, especially in high dependency units is extremely high and we are not staffed in accordance with this. 
2.4 What do our customers want? 
I have learned that people will forget what you said. People will forget what you did. But people will never forget how you made them feel. This quote, often attributed to author and poet Maya Angelou, is a good reminder for those of us in health care. (Schrager, 2022). As I stated earlier in the assignment, our customers are our patients. The way in which we deliver our service impacts their whole journey. We want our patients to feel that they matter and that they are valued.
           There are many practical steps we can implement when trying to improve our    
           services, as you can see in the diagram below. The first step you see is be informed. It is important when delivering the highest standards of care or even making a change in practice that we are informed of what is available to us, whether this be services we provide to the drugs that are available.
The next in the diagram is take a lead. To take action, to be able to show others that change is possible. Use our initiative and change our way of working for the better and share with others. Before making and taking changes we need to understand how your service works. Have a baseline picture in which to work from. You can do this using many different platforms. Discussions with staff, looking at policies and procedures also. We can then make a plan. Gather what we have learned and what we know. Small changes often make a difference more quickly. But perhaps bigger changes are needed and a long-term plan that can be broken down into a series of steps and delivered over a longer period is best. Coordinate actions across services or communities to reduce duplication and improve how services link together. (Practical Steps to Improving Services Using NICE Guidance, n.d.) It will then be time to carry out your improvements to your service. We must measure the impact of any changes we make. Ask the question if our changes have improved our service to customer value. Critically assess the changes and improvements. After all of that work it is more important than ever to keep going. To reflect.
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2.5 Who are your customers?
Our customers are our patients. Some staff may regard their patients as their customers and this may feel wrong, but I do believe this could be a way of ensuring high standards of care the NHS expect of its staff. If we worked in retail we would be trying to ensure the customer returns, or the customer increases their basket size. We would want the shopper to have the best shopping experience. So why would that be any different to an NHS patient. Customers have choice, so should our patients. 
We as NHS staff have six values that we deliver to our patients. We work together for our patients, making them come first in all that we do. We deliver respect and dignity to our patients, their families and staff. We commit to their quality of care. Earning their trust by giving them the highest possible quality of care that we can. Ensuring a great patient experience each time. We have compassion. Ensuring our compassion is at the centre of the care we provide. We strive to improve patient’s health and their NHS experience. We also ensure everyone counts. Everyone matters. We try to maximise our resources to benefit our community, to ensure no one is discriminated against. 
Hopefully instilling these values in our staff, our patients have the best healthcare journey possible to them. 
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