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Introduction
A customer gets involved with a company from the time when s/he is collecting information regarding the products and services of the company (Machado, 2016). The journey doesn’t end even after purchasing or using the product as the customers are expected to purchase again from the company. This whole experience of the customers can be made better through different initiatives by the company. In this report, Nestle has been chosen as the selected company whose customer service will be discussed thoroughly. Firstly, the factors that cab affect Nestle’s ability to maximise customer value have been identified. Secondly, the opportunities that will help Nestle to create customer value have also been identified. Then the four clusters of emotion developed by Colin Shaw has been shown in the light of Nestle. These issues along with the other ones will be very much helpful for the relevant parties.


[bookmark: _Toc15660166]Company Background:
Nestle is one of the most famous food products manufacturers of the world which is considered to be the largest in terms of revenue (Humphrey, 2011). The founding history of Nestle is a very interesting one. Henri Nestle wanted to save the life of a friend’s child who wasn’t able to take the breastfeed. Then he invented the first baby product and later founded Nestle which is named after his own name. Now the company operates as a public limited company having branches in 189 countries. Nestle is regarded as the safest food and drinks manufacturer of the world has more than 600 scientists working for the continuous development of the food products. 
Nestles’ international expansion period ranged from 1990 to 2011 and the 1990s is considered to be the most significant period for the company. In that period, the international market became easier to enter with the introduction of some free trade policies. Now the company is trying to add more value to the products by making them healthier and safer. The vision of the company is providing the customers with the best possible quality food products and drinks.
[bookmark: _Toc15660167]Explaining the value and importance of understanding the needs, wants and preferences of the customers:
Each and every company irrespective of its type and the industry to which it belongs has to target a particular market (Grewal and Levy, 2015). In other words, all the companies have their own target customers. But only identifying the target customers isn’t sufficient enough as the company has to do a lot to meet the demands of the customers. The needs and preferences of the customers should also be identified very carefully. The extent to which the company will be successful in the market is largely dependent on the company’s ability to identify the needs and preferences of the target customers. In the following points, discussions have been made on the importance of knowing customers’ expectations in light Nestle, the selected company.
1. Consumer confidence: There is no such company which doesn’t want to make loyal customers. But consumer confidence is not auto-generated and the company has to give a huge effort to get such confidence. Consumers will rely on the products and services of a company only when they are able to meet their needs. Nestle continuously try to develop its products and services through research in order to make sure that the customers are getting what they need. The researchers of the company are continuously trying to find out the best solutions for the customers. Most of the medical food products in the world are supplied by Nestle and its associates.
2. Building own brand: Nestle is involved in manufacturing a huge number of food products and drinks. So, there is no alternative to create a brand of each of the product to ensure its success (Garber, 2015). But creating a brand is not that easy task as the company has to give a lot of effort into it. A brand is created only when the customer perceives the products very positively. For this reason, the company has to analyse the market thoroughly for determining the needs and preferences of the customers. Nestle conducts a survey on the target customers before manufacturing a new product and that’s it has been able to create so many brands in the market.
3. Meeting expectations: Customers buy different products and services because these products and services are expected to meet their requirements. For example, customers buy medical foods of Nestle because these foods are able to meet their nutrition demands. But if the case is such that a customer cannot meet their requirements after purchasing a product or service, they will be surely dissatisfied with the product. For this reason, Nestle analyses the market and the requirements of the customers in the first place and then develop a new product or service. 
4. Repeat purchase: Nestle can consider itself to be successful when it is able to make the customer buy repeatedly from the company either the same or different products or services (Fuchs, 2016). But the customers will make repeat purchase only when they are satisfied with their current purchase. In other words, the customers will make repeat purchase only when they have got what they want from their previous or current purchase. In this case, if the company doesn’t know what the customer demands are, it will fil to serve them with the right kind of products or services. For this reason, Nestle makes sure that it is continuously monitoring the demands of the customers.



[bookmark: _Toc15660168]Critically analysing the factors that impact on Nestle’s ability to maximise customer value:
[bookmark: _Toc15660169]Analysing the factors that affect Nestle’s ability to maximise customer value:
A company always wants to maximise customer value in any ways possible. The customer generally pays a price for each of the product or service taken. Their value is maximised when they are satisfied with the purchase of a good or service relative to prices they have to pay for that. The following diagram shows how customer value is determined.
[image: Image result for customer value definition]
Figure 1: Factors related to customer value (Davis and Stenner, 2011)
From the diagram, it can be inferred that customer value is mainly dependent on two factors namely benefits and sacrifices. Here the benefits are the facilities or usefulness of the products or services and sacrifices are the prices they pay for achieving that particular product or service. If the benefits are greater than the sacrifices, then the customers will be more satisfied and if the benefits of the customers are lower compared to the sacrifices they have made, the customers will be less satisfied (Christopher, 2013). Customer value is maximised when the benefits are maximum and the sacrifices are minimum. To ensure maximum customer value, a company always takes different initiatives. But there are some factors on which the company’s ability to maximise customer value. In the following, a list of factors that impact upon Nestle’s ability to maximise customer value has been described.
1. Conformance to requirements: First of all, the company should determine all the requirements from the customers. The top management of Nestle believes that the products and services should be developed considering the requirements of the customers not what the company thinks to be best. A company might produce superior quality of products and services but will still fail if the customers’ requirements are not fulfilled. For this reason, Nestle conducts surveys on the customers as what their requirements are before developing a new product. Even after developing the product, the company continues its survey to check whether the products are actually able to meet customer requirements. If the results are negative, the company directs its scientists to modify the products further. Thus the company ensures maximum value for the customers.
2. Product selection: Selecting the right product or service is at the very core of a company’s success. A company cannot produce all types of products or services with the same level of efficiency (Cateora et al., 2014). Again, the company will have limited resources that must be used prudently. Nestle has been successful in identifying the products that it can manufacture most efficiently with the available resources. This is another reason the company has been able to create the value of the customers. If the company produces products or services that it cannot produce efficiently, it would not have been able to create maximum value for the customers.
3. Pricing strategies: The customers have to sacrifice to get some benefits or in other words, they have to pay certain prices for getting certain benefits (Carvin, 2014). Generally, they expect that the sacrifices they have made or the prices they have paid would be lower than the benefits they will get from the product. In such a case, the customer value is maximised. And if the customers get lower benefits compared to the sacrifices they have made, their value is not maximised at all. So, the companies should be more cautious about their pricing strategies. The top management of Nestle thinks that their pricing strategies are well defined and makes sure that the prices are affordable by the target customers. From the beginning of its operations, Nestle has changed its pricing strategies several times based on the requirements from the customers.
4. Value-added services: Value-added services are those services that the company provides to the customers after selling them a particular product. All types of companies are involved in providing the customers with some value-added services considering the fact that these services increase customer value. The customers can rely more on a company that provides such value-added services. Though value-added services are not that much essential for a company which is involved in electric products or machinery, Nestle still tries to provide the customers with some value-added services. For example, Nestle has provided the customer of Pure Water, a partner of the company, with free beverage machine services and the customers, have to pay only the charges for ingredients. 
5. Relationships and experiences: According to Berguson (2013), a company always tries to keep a good relationship with the customers for different reasons. First of all, when the company tries to keep good relations with the customers, the customers feel more satisfied even if they are not satisfied with products or services of the company (Brennan, 2011). Nestle gets an advantage in both the measures because it provides the customers with good quality products and services and at the same time keeps a good relationship with the customers. It helps the company to retain old customers and attract new ones.

[bookmark: _Toc15660170]Factors that drive customer value and opportunities for creating customer value:
Customer value is not a self-generated thing and for this reason, the company has to give much effort for creating customer value (Machado, 2016). First of all, it has to determine the opportunities available to the company for creating customer value and then make the best use of it to ensure that the customer value is maximised. In the following, a list of such factors has been provided along with discussion.
1. Product function and quality: Product or service itself is the most important thing for the customers. And the customer will not be satisfied with all the good pricing strategies, marketing and other value-added services if the product itself is not good enough to meet the customer requirements. Nestle perceives a good product from two perspectives namely product quality and product function. A product should be able to serve the purposes for which the customers have bought them and this ability of a product is known as product function. And all the nestle Products and services are able to serve the purposes of the customers and are of good quality.
2. Points of differentiation: Differentiation is the process through which a company makes its products or services stand out from all the other products and services of the competitors (Humphrey, 2011). Differentiation can add more value to the customers as they will not get such products and services from other companies. Nestle gives high emphasis on the differentiation of the products and services. The main point of differentiation for the company is to make the products as healthy as possible. The customers feel safer using the food products of Nestle. And that’s why the company has been able to create more value for the customers. 
3. Compelling offers: The customers generally have a lot of options available to them especially for the food products and drinks. So, they will always look for the best available option. So, a company can maximise value only by creating more compelling offers than the competitors. For capturing a larger market share and adding more value to the customers, Nestle always tries to create compelling offers for the customer to stay ahead of the competitors. For example, Nestle regularly offers the customers with discounts and other value-added services which most of the competitors of the company are not able to provide.
4. Competitive prices: Prices are important things to be considered because the customers are well aware of it. According to Gummesson (2014), a company can maximise its customer value even only by changing its pricing strategies. Many of the companies are offering the same types of foods and drinks as Nestle. So, the customers may shift their purchases to the competitors from Nestle if the company is not aware of the fact. As Nestle is regarded to be the most qualified and safest food products in the world, it can charge higher prices than the competitors and the customers will still buy its products (www.nestle.co.uk, 2019). However, the company should always seek feedback from the customers so that it can be able to price the products competitively.
5. Accessibility: Accessibility is a broad concept here and it doesn’t refer to only the accessibility to products and services. The customers must have access to all the information they have the legal rights to. For example, all the customers of Nestle are able to derive the information regarding the products and services from the websites created and run by Nestle. According to a Nestle top manager, the company has been able to create more reliability among the customers because it has made all the necessary information available to them. 
6. Marketing: Marketing is the process through which a company reaches the customers with the final products and it is not only restricted to advertisements. So, all of these activities related to marketing is also responsible for creating customer value. First of all, Nestle makes sure that the customers are well aware of the features and importance of the products and services by reaching them through advertisements (Grewal and Levy, 2015). Then it gives the best effort to make sure that the customers are getting its products and services in the most convenient way. Thus the company adds value to the customers through all the marketing activities.

[bookmark: _Toc15660171]The four clusters of emotion that drive customer value:
Customers’ emotion is a crucial factor when considering customer value. Colin Shaw has developed a model for describing customer value and divided customers’ emotion in four clusters which are able to describe a company’s emotional engagement with the customers. In the following diagram, the clusters have been shown.
[image: Emotional hierarchy]
Figure 2: Four clusters of customer value (Garber, 2015)
1. Advocacy cluster: Advocacy cluster can described by two factors namely happy and pleased. According to Collin Shaw (2013), a person or a customer always tries to be happier than s/he is at the present. A company should focus more on this issue and the customer should be happier than the present after using the products and services of the company. Nestle tries its level best to make the customer satisfied by continuously improving the products and services of the company.
2. Recommendation cluster: Below the advocacy cluster lies the recommendation cluster which paves the way to the highest cluster of the pyramid (Fuchs, 2016). This cluster is focused on customer loyalty and it is thought that the customer will remain loyal to the company if they are properly cared for. Nestle gives the highest level of effort for servicing customers with good quality products in a convenient way. It means that the customers are being properly cared for.
3. Attention cluster: Attention cluster is related to five emotions that can only generate short term values both for the customers and the company. It means that the company should be more careful about the factors that are related to attention cluster. Nestle regularly tries to stimulatecustomers and affect their emotions through ethical advertising and promotional activities. 
4. Destroying cluster: Though related to the negative factors, destroying cluster is much important in terms of affecting customer emotion (Davis and Stenner, 2011). Irritated, neglected, unhappy, etc. are related to this cluster. If the company doesn’t give effort on making the customer stay away from these factors, it will surely fail to add customer value even if all the products and services are of good quality.




[bookmark: _Toc15660172]Understanding the customer behaviours and attitudes of different market segments to maximize customer value:
A company cannot generally serve all the market segments if it is not as big as Nestle. Nestle is an old-age company and has a huge capability of serving all the market segments. The company generally segment the market through geographic and demographic segmentation. According to Goodman (2011), a company must be able to segment the market properly considering its capability and resources. Otherwise, it will miserably fail to serve the market properly. All the products of Nestle are not applicable to all the locations of the world and that’s why the company modify its food products for ensuring that they are able to meet the demands of the customers of a particular market. The demographic segmentation is much more comprehensive and complex (Christopher, 2013). It is generally hard to identify the requirements of the demographically segmented markets. For this reason, Nestle collects information regarding the customers in different ways in order to make sure that the company is well aware of their requirements. Thus the company maximises its customer value. 

[bookmark: _Toc15660173]Definition of customer journey experience map and creating a detailed customer map:
Just as a company has some goals regarding its customers, the customers also have some goals regarding the company in the form of benefits they get from using the products and services of a company. According to Bishop (2012), the customer journey experience map helps to understand the process a customer goes through for achieving those goals through a visual representation. It helps the managers of Nestle understand the processes the customers go through for using the products and services of the company. The following diagram shows the customer journey map.
[image: Image result for customer journey experience map]
Figure 4: The customer journey experience map (Cateora et al., 2014)
It may apparently look like that a company manufactures different types of products and services and the customers simply buy them. But the situation is not that much simple when thinking from the perspective of the company. The awareness phase begins with the promotional activities by Nestle through which the customers get to know about a particular product. This stage is the most crucial stage as it paves the way for the next stages (Carvin, 2014). Again, if the promotional activities are no efficient enough, then the customers will not be interested in the product. When a customer finds that the product may be useful, he or she collects further information about the product and the consideration stage begins. In this stage, the customer compares the product with other similar types of products to check whether it is actually useful. 
If the results are positive in this stage, the customer finally buys the product. In this stage, the customer has to make sacrifices in the form of price for getting the product (Brennan, 2011). The retention stage is dependent both on the customer and the company. If the company takes proper steps for making the customer satisfied and the customers get the expected benefits from the product, they will make a repeat purchase. And thus the customers are retained. The final stage is the advocacy stage in which the customers are considered to be happy and satisfied. These happy customers promote the product through the words of mouth which are known as buzz marketing. This way a product of Nestle gets branding and establishment in the market.
Three touch points are focused and prioritised by the managers of Nestle in the customer journey map. The first touch point is before the customer purchase a product or when the company has just initiated the product in the market. At this touchpoint, the company can maximise the customer value by letting them know about all the pros and cons of the product (Machado, 2016). The second touch point is when the customer buys the product. The company can maximise customer value by serving them in the most convenient way such as through convenient sales point or friendly salesperson. The third touch point is when the customers have already bought or used a product. At this touchpoint, the company can maximise customer value by providing the customers with different after sales services.

[bookmark: _Toc15660174]Critical understanding of Nestle’s quality systems and its effectiveness in meeting customer requirements:
[bookmark: _Toc15660175]Illustrating customer service strategies of Nestle: 
Each and every company of the world has its own customer service strategies and Nestle is no exception (Humphrey, 2011). First of all, it segments the market using demographic, Geographic and in some cases behavioural segmentation. As it is very much unrealistic to try to serve all types of customers in the same way, the company makes different segmentation of the market. Then it creates a position in the market for the product. For all types of customers, Nestle has particular strategies that best suit the customers in that particular market.
Apart from that Nestle has some particular strategies for serving its customers through ways that stand out among the competitors. The company ensures that all the employees of the company are well aware of all the features of a particular product. It helps the company add more value to the customers (www.nestle.co.uk, 2019). It then provides extensive training to the employees to make them more empathetic for the customers which means that the customers properly care. The top management of the company believes that the infrastructures of the company have to do a lot about customer value. For this reason, the company has established sophisticated infrastructures for the company which adds more value to the customers.



[bookmark: _Toc15660176]Demonstrating the creation and development of a customer service strategy of Nestle:
A company must have a well defined customer service strategy in order to ensure success. Nestle develops its customer service strategy through different stages which will be discussed here. First of all, the company develops a customer service vision which must be communicated with all the employees and other relevant parties (Grewal and Levy, 2015). This vision helps the company identify the activities they will get involved in the next steps. Secondly, the company tries to collect information, especially regarding their needs. It helps the company to determine which strategies will be best suitable for serving the customers. Thirdly, the company tries to make the current employees more efficient through training and then hires some new employees who are specialised in customer service. 
Then the top management of the company set customer service goals and communicate the goals with the employees (Garber, 2015). Then each of the employees is assigned with particular tasks to make the customer service strategy to be successful. The employees who become able to meet the goals are rewarded by the company so that they feel motivated.

[bookmark: _Toc15660177]Definition and application of customer experience management at Nestle: 
A customer doesn’t just buy a product or service from a company, s/he is involved in an experience with the company when doing so. It can create both a positive and a negative impact on his or her mind depending on the action by the company. So, Nestle should make sure that it is able to create a great experience for the customers (Fuchs, 2016). For doing so, the company involves in different activities. Firstly, it creates a distinct offering for the customers which the competitors are not able to offer for the customers. All of the products and service offerings of Nestle are highly customer friendly. The touch points have been identified in the previous section. Nestle makes sure that all the touch points are highly emphasised so that the customers get a great level of experience with the company. It undertakes different customer friendly activities before, during after the product and service purchase. 
The company put emphasis on the outcomes that the customers expect from dealing with the company. If the customers are not satisfied with the outcome, then the company will not be able to maximise customer value. The company also put emphasis on the time of the customers as the customers may get dissatisfied with the company if they have to exploit a lot of time and effort for purchasing the products and services of the company (Davis and Stenner, 2011). The company has installed automatic procuring machines in all of its outlets to make sure that the customer both the retailers and the wholesalers are getting their required products with minimum time requirements. Again, the company has provided all the information regarding its products on its websites so that the customers can easily collect information from it. Thus the company has been able to maintain a great level of customer experience throughout the years.

[bookmark: _Toc15660178]Customer relationship management systems at Nestle: 
Customer relationship management is the process through which a company maintains and retains the old customer through different activities such as collecting their information, providing them with special offers and facilities, etc. without maintaining a good relationship with the customers, a company cannot think of growing in the market (Christopher, 2013). The top management of Nestle believes that the old customer doesn’t just help the company by purchasing form it and increasing the overall revenue but also by helping the company in attracting new customers. Nestle has introduced CRM software in all of its own stores which helps the company to retain important customer information. This information is retained in the company in an ethical way as prior permission from the customers are taken. This information is then used to make the products and services of the company more favourable for the customers. This is how customer relationship is managed at Nestle.

[bookmark: _Toc15660179]Use of different social media platform to raise social awareness of products and services:
The use of social media has been raising to a large extent since the beginning of this decade. And all the companies around the world are somewhat involved in promotion through these social media platforms (Cateora et al., 2014). Nestle uses almost all of the mainstream social media platforms to maintaining public relationships or to focus on the relationship with the customers. For helping the customer in getting information regarding the products and services of the company through the Facebook page. Nestle provides all the information regarding old and new products and other special offerings. The customers can easily get up-to-date information regarding all the products and services of the company through its Facebook page (Carvin, 2014). The company uses LinkedIn as the platform for recruiting potential employees who have a good match with the company. Apart from that the company also uses twitter for some of its promotional purposes.
[bookmark: _Toc15660180]Recommendations:
In this part of the report, some recommendations regarding the customer service management of Nestle should be made as to the followings.
· The company should reduce the prices of its medical food products so that they are affordable by the customers in the lower income group. For that purpose, the company should undertake most of its promotional activities through Facebook or other social media rather than going for other paid forms of promotion. It will help the company to reduce promotional costs and thus reducing the prices of the products.
· The company should provide more extensive training to the employees specially the overseas employees. The employees may find it harder to cope with the dynamism of the market without regular training. 
· The company must improve its supply chain management in order to ensure the timely production of the products for increasing customer value.


[bookmark: _Toc15660181]Conclusion
Nestle has been so successful in the market solely because it is very much customer-focused. The first product of the company was even manufactured for saving the life of a child which is evidence that the company really cares for its customers (Brennan, 2011). It has developed a distinct customer service strategy which stands out in the market. Customer can easily access all the products and service of the company as the company has made them convenient enough. Apart from that the company hires very much effective employees and gives them proper training so that they are able to serve the customers in the best ways possible. All of these have made the company the largest food manufacturer in the world in terms of revenue.
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