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[bookmark: _Toc38298785]Introduction

 Nowadays 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, turns 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 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 customer 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 customer experiences are the key towards fulfilling the customer demand in the market as satisfying overall customers expectations will lead to positive customer experiences. Moreover, positive customer’s experiences are the key to achieving overall business objectives successfully and it is important for an organization to adopt suitable strategies in order to build 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 boost customer values and the process which supports quality processes of an organization in order to build positive customer experiences.
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Company Profile
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KFC Corporations also known as Kentucky Fried Chicken (KFC) is the second largest chain of fast-food restaurants in the world behind the (McDonalds). KFC was founded by Harland Sanders during 1930 in Kentucky as Sanders started an entrepreneurship business by selling fried chicken. KFC business expanded rapidly through Sanders restaurant franchising concept and the first KFC franchise restaurant opened in Utah during 1952. KFC operates its operations in numerous countries including the 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 a 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.
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Customer value Components 

Customers are the pillar of business success as customers have 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 are 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.

[bookmark: _Toc532746373]Customer Value Components
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Customer value framework in a firm is closely related to different dimensions that increases the overall value creation of the customers and increases the efficiency of the organization. Different aspects are related with this customer value framework and they are firm’s value offering and customer’s value proposition. These two further goes forward and ends with customer research. 





Dimensions of Customer value framework
(Source: Based on Pourabedin et al. 2016)



Firm’s value offering: 
1. Functional value: The products that are provided by the concerned organisation helps to create a better value, such as reliability, security, performance, cost, and many more. Identified in the findings of Ahn et al. (2019), it can be stated that functional value tries to focus particularly on the products that are offered by an organisation. This value does not focus on elements like the goals and objectives that are set by the management team of KFC. KFC tries to focus on the hierarchy of the customer value and tries to identify customer perceived value with the use of the quality products that are offered to them.  
2. Cost value: Cost value tries to identify the perception of customers that whether the created value is worth the paid cost.  However, this cost can be of different types for the particular case of KFC. It can be anything like, monetary terms, time, defining the requirements, efforts or any other kind of customer’s investment. In this particular value, ranking is used as it involves different elements and they are different from each other. It has been observed in KFC that the management team tends to rank the different elements that are used by the customers and make a proper list. For instance, if customers buy a product then it is given rank 1 and on the other hand if customers just analyze the products and do not buy it then it is given 2. 
3. Relationship value: This tries to focus on the overall experience of the customer during the entire process of interaction with the staff of KFC. As influenced by the ideas of Pourabedin et al. (2016), it can be stated that relationship values involve some dimensions and they are product quality, delivery performance, time-to-market, price and processing cost, service support, supplier know-how, and personal interaction with the sales person. It has been observed in KFC that personal interaction is of higher quality and this also helps to understand the different needs of the customers. In this particular value ranking is evident from the end of the customers, as customers tend to provide ranking or feedback from the different services that they obtained. KFC also organised different training sessions for its employees so that they get a better idea about how to deal with their target audience and also identify their needs and demands simultaneously. 
4. Co-creation value: This value is done by the concerned organisation by modifying the requirements and then making the products offered by them more customized. By making this more customized KFC will be able to understand the need and also meet the needs of its target customers. As inspired by the ideas of Merz et al. (2018), it can be noted that co-creation value also deals with the manufacturing process of the suppliers to a larger extent. Therefore it can be said that the KFC co-creation values take into consideration the needs of customers and then actively participate in the manufacturing unit so that it can have a better developing process of the products and also of the organisation. Here is this value too we can find out ranking process, as it gives ranks to the different needs of the customers in an orderly manner, for instance KFC tries to focus more on the most popular items that are ordered by its customers and keep it as their priority, and the other ranked products are kept in a proper line so that focus can be given on them too. 
5. Open source brand value: This value deals with the quality of the different products that are offered by KFC at a marginal cost. KFC for instance, tries to improve one of the products that are offered to its customers and it makes relevant changes, however, it does not invest a large amount of money on the product but try to make some innovation with the cost that is allocated for the particular process. It also provides customized products for its customers and also at a lower cost or marginal cost. 
Customer’s value proposition: A proper customer value proposition can be established with the different values that the organisation has created and the values they have developed for its customers. According to the ideas of Payne et al. (2017), it can be noted that in order to have an effective customer value proposition, it is required to be sustainable, measurable and distinctive. KFC tries to provide its customers relevant values and tries to figure out the different needs and demands of them with the help of different means. The distinctive value is kept at a higher position that the competitor’s offering, on the other hand, measurable value helps the customers to quantify values into monetary terms, and finally the sustainable value ensures that the customers will be provided the continuous process and provides them with effective relevant values. KFC tries to do the same thing with its customers, by providing them products at a lower rate than to that of its competitors, and with this they also provide high quality products so that the target customers can be attracted more. It is also created to identify the different barriers that customers face and some of the barriers are insufficient skill, time, access and wealth. 
Customer research: A proper customer research is done by the management team and also the Research and Development depart of KFC so that they get a better understanding of the demands and needs of the target customers at this present time. As per the ideas of Rosenbaum et al. (2017), it can be stated that customer research is an integral part of any organisation as it helps to make a proper understanding of the demands of customers and accordingly make some changes in their strategies. KFC tries to figure out different needs of customers and also simultaneously the needs of the firm too. It tries to collect feedback from social media where it can have the real time analysis of the demands of the customers. Through small surveys that are done online helps KFC to get an understanding of the needs and make some relevant decisions which are important for them. 
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Six Sigma 
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Six Sigma Process
Source-

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, increases customer’s satisfaction; fosters 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 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 influence variables whether the current process is efficient or help to accomplish an organization's desired goals. KFC must find out  the key problems which affect 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 are 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 .
[bookmark: _Toc38298790]Application of the theory
Six sigma will be applied to KFC by using some of the information that is collected by the higher authority of the organisation. This will help to specify all the goals and objectives that are set by the organisation to increase its profitability, productivity and efficiency. For the application of Six Sigma, the higher authorities are required to have a proper involvement in the organisation and bring out different strategies that will help in solving the problems faced by KFC. All the stages that are present inside the model will be required to be analysed properly, collect the information, and relate them with the business process. Some of the benefits of this model is that it helps to gain experience in quality management, improve the business process, and also improve the sustainability quality. It also helps in increasing the leadership ability of the organisation. As per the ideas of Laureani and Antony (2017), it can be noted that effective control by the higher authority of the organisation is required so that all the stages of six sigmas can be used in a proper manner. A proper detail of all the steps is required to be provided by the higher authority to the management and leaders of KFC so that they get to know about the steps that are involved in it. 
[bookmark: _Toc38298791]Kaizen Approach
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 increasing job satisfaction, creating a team atmosphere, improving daily business activities, quality-control; elimination of waste or optimum utilization of organizational resources. The Kaizen approach can help an organization to enhance the performance of an organization such as improving efficiency, minimizing costs; boost productivity; and improve 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.    


[bookmark: _heading=h.3dy6vkm]Kaizen Cycle




The key purpose of the Kaizen view is to develop the business operational efficiency which helps an organization to provide quality products and services.  The Kaizen approach creates a culture of continuous improvement by identifying the fundamental cause of the problems that affect the business and every employee works together in order to elevate the manufacturing process at the workplace. In the Kaizen approach, seven elements have been 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 approaches or provide feedback for process improvement or to identify the key issues.
Identify Problems: Organization must identify the key problems which affect 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 possible way.
Implement: In this stage, an organization can implement the best solutions in order to solve identified problems; however, an organization must adopt a relevant plan to assist the selected solutions. In addition, every staff 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 determine 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 has 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. 
[bookmark: _Toc38298792]Application of the theory
This theory will deal with the culture of the organisation and also improve the overall efficiency of the workforce to a larger extent. Various stages are present within this particular model and through these stages a proper change in the culture can be possible without any difficulty. Identifying the problem by the management team will help in the proper application of the problem. This theory is related to the continuous improvement of the quality of products therefore the management team can work on the core level of the organisation that is the production and packaging department of the organisation. According to the ideas of Simmons (2018), it can be stated that a proper monitoring process done by the managers and leaders of an organisation helps in the proper application of Kaizen approach. Some of the benefits of applying this approach is that reduction of waste, effective leadership skills, an improvement of efficiency, and it also improves the standard of work and employee satisfaction. 
[bookmark: _Toc38298793]The systems that supports KFC quality processes 
[bookmark: _Toc38298794]Service quality systems 
Service quality systems are an essential element that is used by KFC and because of this it has gained a better reputation among its target customers. As inspired by the ideas of Meesala and Paul (2018), it can be noted that service quality is required to be maintained in a proper manner so that customers get attracted by the products as well as the services that are different from the others. KFC tries to find out different ways of providing better services to its target customers, by recruiting efficient individuals. There are some ways through which it can be done and one of them is creating and measuring the definition of customers and also employees satisfaction, and also enabling customer evaluation so that it can record the factors that are important to be noticed. The second thing that is required to be done is implementation of some measurement systems that will help the management team of KFC to capture the exact information or data that is required. This will help in saving the time of the management team and in addition to it, cutting the cost of different sections that are used to collect and gather data and information related to services provided by the concerned company. Another step that can be followed is receiving customer’s performance reports, for instance, satisfaction rankings, NPSs, different other benchmarks to estimate business performance from a different perspective. A continuous monitoring process is an essential component and also has a better result. 
[bookmark: _heading=h.szyzj23qeeju][bookmark: _Toc38298795]Framework of service quality system 
1. Customer value:  Customer value is providing customers products with the best cost that are affordable by the customers and also helps in the profitability of the organisation. KFC tries to provide higher quality products to its customers at an affordable rate, however, in some cases it has been observed that the prices are higher than the competitors that are present in the market. The customers often tend to choose from the different products that are available and then accordingly show a movie to buy the product. 
2. Customer satisfaction:  It is one of the essential aspects that is considered by all of the organisation. A proper analysis of the demands and needs of the customers helps the management team to design better products and services to the customers. Identified in the findings of Zablah et al. (2016), it can be stated that effective customer satisfaction can be obtained by understanding and analyzing the feedback and real time review that the custo9mer provides through different mediums. It can also be obtained from th4e better services that are provided to the customers, and properly monitoring all the aspects that are involved with the customers and also the employees who are directly handling the target audience. 
[bookmark: _heading=h.kizjfvh24dih][bookmark: _Toc38298796]Service gap 
It can be observed when there is a gap between the expectation of the customers and the services that are provided by the concerned organisation. As influenced by the ideas of Franceschini and Mastrogiacomo (2018), it can be noted that expectation can arise from different aspects, such as lifestyle, demographics, background, personality and the advertising technique. KFc tries to focus on the lifestyle of the customers and also the background of the customers, as some of the products and services that they offer are costlier. However, this entire thing totally depends on the mentality of the customers and the expectation that they have while purchasing an order. However, KFC can omit this section by introducing bonus -malus systems that are based on the service performance and also motivate the team to cater a higher service to its customers. 
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, processes 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, minimizes 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 job 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 customer 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)
[bookmark: _heading=h.2mu06hsdi3cg][bookmark: _Toc38298797]
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 a positive customer experience by satisfying customer’s needs as customers, which is the key to building 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 colleagues. 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 relationships 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 customer experience. Moreover, a strong company reputation helps to attract more customers from its competitors, as a result, it increases sales revenue and profitability.
[bookmark: _Toc38298798]The Key Challenges of Developing Customer Relationship
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: _heading=h.17dp8vu]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 fails to understand the customer’s needs; behaviour or expectations. Moreover, an organization spends less time understanding the customers, as a result, customers expectations 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 maintain 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 relationships as poor leadership fails to provide direction or guidelines to its employees at the workplaces, as a result, employees fail to provide excellent customer’s services to the customers. Thus, it leads to poor customer service which ultimately creates a poor customer experience and affects the relationship with the customers.
[bookmark: _Toc38298799]
Conclusion
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 customer 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 customer experiences are the key in order to fulfil the customer’s needs in the market as satisfying overall customers expectations will lead to positive customer experiences. Moreover, it is important for an organization to identify the factors that drive customer’s value as products alone are 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, turns 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 processes to maximize customer value which will help an organization to minimize costs, improve the process, and improve 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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