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In today's highly competitive business environment, organisations are constantly striving to maximise their customer value to gain a competitive advantage. Customer value is defined as the perceived benefits that customers receive from a product or service in comparison to the cost they pay. Companies that provide more value to their customers than their competitors can attract and retain more loyal customers.
To maximise customer value, businesses must focus not only on acquiring new customers but also on retaining existing ones. The ability of a company to keep its customers for an extended period is referred to as customer retention. Because retaining a customer is generally less expensive than acquiring a new one, it can be more cost-effective than acquiring a new customer.
Customer loyalty indicates a customer's willingness to do business with a company in the future. Loyalty is frequently earned by forming strong emotional bonds between a customer and a brand. In contrast, customer satisfaction refers to a customer's overall level of satisfaction with a company's product or service. While satisfaction is essential, it does not guarantee loyalty.
It is critical to understand that customer loyalty is not solely based on customer satisfaction when doing business with a company. While providing high-quality goods and services is critical, establishing emotional connections with customers can lead to long-term loyalty. Personalised experiences, such as remembering a customer's name or preferences and showing genuine interest in their needs, can help achieve this. Furthermore, providing rewards programmes or exclusive perks can encourage customers to continue doing business with the company. It is important to note, however, that loyalty cannot be purchased; it must be earned through consistent and exceptional service. Finally, businesses should strive to create an environment in which customers feel valued and appreciated, resulting in a strong emotional bond and, ultimately, loyalty.
[bookmark: _Toc1623431123]Customer value 
This framework can be used to understand and analyse the perceived value of a product or service to a customer, as measured by Kumar's customer value model. V. Kumar, a marketing professor, and customer relationship management expert, created this model.
The following components make up the model: 
1. Customer Acquisition Value (CAV): A customer's CAV is the value they bring to a company when they make their first purchase. It represents the sum of the customer's initial purchase and any potential additional sales. CAV can be calculated using a customer's lifetime value (CLV), or the total amount they are likely to spend while doing business with a company.
2. Customer Retention Value (CRV): This is the value that a customer brings to a business throughout their relationship through repeat purchases. It is calculated by deducting the costs of customer retention (e.g., marketing, customer service) from the revenue generated by repeat purchases. CRV is a measure of a customer's long-term value to a company. 
3. Customer Referral Value (CRefV): The value that a customer brings to a business by referring new customers it is calculated by estimating the revenue generated by new customers referred by the original customer, minus any acquisition costs. The CRefV value of word-of-mouth marketing is measured.
Businesses can improve customer acquisition, retention, and referrals by understanding these three components of customer value. For example, a company may concentrate on improving the customer experience to increase customer retention value, or it may implement a referral programme to increase customer referral value.
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The value pyramid is a framework that helps businesses understand the different levels of value that they can provide to their customers. The bottom of the pyramid contains the fundamental elements that all customers expect, while the higher levels provide increasingly personalised and differentiated value.
The functional benefits, which are the basic requirements that customers expect from a product or service, are at the bottom of the pyramid. This includes things like quality, dependability, and affordability. Customers are unlikely to consider a product or service if it lacks these basic functional benefits. 
Above and beyond functional benefits, there are emotional benefits, which are factors that appeal to customers' emotions and desires. This includes things like convenience, usability, and appearance. Emotional benefits can help create a positive association with a product or service, which can improve the overall customer experience.
The social benefits, which are how a product or service can help customers connect with others, are further up the pyramid. This includes social status and identity, as well as the ability to participate in communities or social groups. Customers can feel a sense of belonging and community when they receive social benefits. 
At the top of the pyramid are transformational benefits, which are the most personalised and differentiated value that a business can provide. Transformational benefits are designed to help customers achieve their goals and aspirations and may include personalised coaching or tailored solutions. Transformational benefits help customers form strong bonds, which can lead to long-term loyalty.
Understanding the value pyramid and the various levels of value that businesses can provide can help businesses better understand their customers' needs and desires. This can help with product development and marketing strategies, resulting in happier and more loyal customers.
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Building strong customer relationships is essential to any business's success. Typically, these relationships progress through five stages, each with varying levels of customer engagement and satisfaction. The following are the five stages of customer relationships: 
1. Awareness: This is the stage at which your brand and its products or services are introduced to customers for the first time. At this point, customers are simply learning about your company and may not be actively considering purchasing from you. The key to this stage is to raise brand awareness and attract the attention of potential customers via advertising, social media, or other marketing channels.
1. Awareness: This is the stage at which your brand and its products or services are introduced to customers for the first time. At this point, customers are simply learning about your company and may not be actively considering purchasing from you. The key to this stage is to raise brand awareness and attract the attention of potential customers via advertising, social media, or other marketing channels.
3. Conversion: Once a customer has made their first purchase, the focus shifts to converting them into loyal customers. This entails providing excellent customer service and ensuring that they are completely satisfied with their purchase. It also entails gaining the trust of customers and encouraging them to leave positive reviews or refer their friends and family.
4. Retention: The retention stage is concerned with keeping customers interested and returning for more. This includes giving customers a one-of-a-kind experience and offering loyalty programmes or rewards. At this stage, the key to success is to cultivate strong customer relationships while continuously improving the customer experience.
5. Advocacy: The final stage of customer relationships is advocacy, in which customers become brand ambassadors and promote your business to others. This is the most valuable stage because your customers not only continue to buy from you but also actively recommend your business to others. At this stage, the key to success is to continue providing excellent customer service and creating a positive customer experience.
Building strong customer relationships necessitates a multi-stage strategy that includes increasing brand awareness, acquiring customers, converting them into loyal customers, retaining them, and eventually converting them into advocates for your company. Businesses can build long-term customer relationships that lead to long-term growth and success by focusing on each stage while constantly improving the customer experience.
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The perceived benefits that a customer receives from purchasing and using a product or service are referred to as customer value. These advantages can be divided into four categories: 
1. Functional value: The primary benefits that a customer anticipates from a product or service, when a customer purchases a phone, he or she expects it to make calls, send messages, and connect to the internet. Functional value can be defined as dependability, durability, and ease of use.
2. Emotional value: A customer's feelings and emotions when using a product or service. A customer who buys a car, for example, may feel pride or accomplishment, whereas a customer who buys a product that supports a social cause may feel fulfilment from doing so.
3. Social value: the advantages gained by a customer from using a product or service to connect with others or to signal their status or identity. Customers who use social media platforms, for example, may derive social value from connecting with friends and family, whereas customers who wear designer labels may derive social value from displaying their social standing or taste.
4. Life-changing value: This is the knowledge or information that a customer obtains as a result of using a product or service. A customer who purchases a book on a topic of interest, for example, gains new knowledge and insights. Life-changing values include creativity, learning, and discovery.
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Continuous Improvement: Continuous improvement refers to an ongoing effort to improve products, services, and processes based on customer feedback and data analysis. It entails identifying areas for improvement, developing solutions, and implementing changes. Companies that focus on continuous improvement can improve customer satisfaction, reduce waste, and increase efficiency. This process works well because it establishes a framework for ongoing product and service evaluation and improvement.
Total Quality Management (TQM) is a management approach that prioritises customer satisfaction by involving all employees in a continuous improvement process. The process includes setting quality objectives, collecting data, analysing the data, and taking corrective action. TQM is effective because it provides a framework for quality improvement in which all employees participate. 
Six Sigma is a data-driven approach to quality management that focuses on reducing defects and errors. It necessitates a systematic approach to problem-solving and statistical analysis. Six Sigma can help businesses improve quality, reduce costs, and increase customer satisfaction. This process works well because it takes a data-driven, systematic approach to quality improvement. 
Lean manufacturing is a process improvement technique that focuses on reducing waste while increasing efficiency. It entails identifying and eliminating non-value-added manufacturing processes. Lean manufacturing allows businesses to improve quality, reduce lead times, and increase customer value. This method is efficient because it eliminates waste while emphasising customer value.
An organisation can improve its efficiency and thus increase the value of its customers by eliminating unnecessary steps from its processes.  
Muda is a Japanese term that refers to waste, inefficiency, or any activity that does not add value to a process or product. There are seven types of waste in manufacturing, also known as the seven wastes or "muda." They were identified by Taiichi Ohno, the father of the Toyota Production System and a Japanese engineer. The following are the seven wastes:
 Overproduction is defined as producing more than is necessary or producing too quickly. As a result, excess inventory accumulates, wasting space, time, and resources. 
Waiting: Any time spent in the process waiting for materials, instructions, or equipment. Delays and longer lead times may result in lowering customer satisfaction.
Transportation: Any unnecessary movement of materials or products is referred to as "transportation." This wastes time, energy, and money, and it may also damage or cause defects in the product.
Processing: Any unnecessary processing or manufacturing processes that add no value to the product are considered processing. This can include overprocessing or completing unnecessary tasks. 
Motion: Any unnecessary movement of people or equipment during the manufacturing process is referred to as "motion." This can lead to lost time and energy, as well as safety concerns.
Inventory: Any extra inventory that isn't immediately needed This consumes money and space, and it may result in waste due to ageing or damage.
Defects: Any flaws in the product that needs to be corrected, repaired, or scrapped. This wastes time and resources while decreasing customer satisfaction.
Identifying and eliminating these seven wastes can help businesses improve their processes, reduce costs, and improve quality. This method is an important part of the Toyota Production System and has been adopted by many other manufacturing companies around the world. 
An example of an unnecessary procedure in a day nursery would be having to do a health and safety check every time the children are taken outside, even if the staff had already done a check before the new group of children went outside. This procedure wasted time and also meant that the children had less time to play. 
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Organisations use a variety of methods to determine a customer's worth and whether or not they should be retained. Some of the ways an organisation determines whether to keep a customer are: 
Customer Lifetime Value (CLV): The total amount of money that a customer is expected to spend with the company over their lifetime. Businesses use this measurement technique to identify their most valuable customers and spend resources to retain them. 
Repeat Purchases: A company takes into account how frequently a customer makes purchases and how much money they spend each time. Customers who buy frequently and have a high average purchase value are regarded as valuable and worthy of retention.
Customer Feedback: To better understand customer satisfaction levels, an organisation can use surveys or customer service interactions to solicit feedback from customers. Customers who are loyal to the company and provide positive feedback are valuable assets. 
Referral Potential: A satisfied customer is more likely to recommend the company to others. Companies consider their customers' referral potential when deciding which ones to keep.
Acquisition costs money and resources. A company may decide to keep a customer who is less profitable but has a lower acquisition cost than a new customer.
Strategic Importance: Some customers, particularly influential ones, may be strategically important to a company. These customers may be worth keeping, even if they are not the most profitable. 
Customer Demographics: A company may examine customer demographics to determine which customer segments are more valuable and deserving of retention. Customers with higher income levels, for example, may be more valuable to the company.
A company can use these techniques to identify its most valuable customers and prioritise efforts to keep them. By retaining valuable customers, businesses can increase customer loyalty, improve profitability, and grow over time.
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Customer value is an important factor in retaining customers. Customers are more likely to continue doing business with a company when they believe they are receiving value. Customers who believe they are not receiving value, on the other hand, are more likely to take their business elsewhere. Customer value is fundamentally about meeting the needs and expectations of customers. Customers are more likely to be satisfied and loyal when they believe a company is meeting their needs and providing them with something of value. This can lead to repeat business and positive word-of-mouth recommendations, which can help the company attract new customers. 
Offering high-quality products or services is one way to add value to your customers. Customers who believe they are getting a good product or service are more likely to believe they are getting something worthwhile. This can result in increased customer satisfaction and loyalty, which can lead to increased customer retention.  
Another way to add value to your customers is to provide excellent customer service. Customers are more likely to be satisfied and loyal when they believe they are being treated well and that their needs are being met. Customers are more likely to continue doing business with a company that they believe values them as customers, which leads to increased customer retention.
Offering promotions or discounts is another effective way to provide value to your customers. Customers are more likely to believe they are receiving something of value when they believe they are getting a good deal or saving money. This can result in increased customer satisfaction and loyalty, which can lead to increased customer retention. 
Customer value is an important factor in retaining customers. Customers are more likely to continue doing business with a company when they believe they are receiving value. Customers who believe they are not receiving value, on the other hand, are more likely to take their business elsewhere. Companies can create customer value and increase customer retention by providing high-quality products or services, excellent customer service, and promotions or discounts.  
The perceived quality of a product 
A customer's internal evaluation of a product based on their beliefs, expectations, and experiences is referred to as its perceived quality. Actual product quality, on the other hand, refers to an objective assessment of the product based on fundamental features such as functionality, reliability, durability, and safety. 
In some cases, the perceived quality of a product may be higher than its actual quality. This can occur when a company invests heavily in branding, marketing, and packaging to make the product look good. For example, a luxury brand may charge a premium for its products based on the perception that they are of high quality, even if the actual quality is comparable to a less expensive alternative.
Similarly, a product with visually appealing packaging may be perceived as being of higher quality than a comparable product with plain packaging. In this case, perceived quality is determined more by the customer's perception of the product than its actual quality. On the other hand, a product's actual quality may be higher than its perceived quality. Customers may perceive a budget brand product as lower quality due to its lower price point and lack of brand recognition.
While the perceived quality of a product can influence customer behaviour and purchase decisions, businesses must prioritise actual product quality to maintain customer satisfaction and loyalty. Building a strong brand and investing in marketing and packaging can improve a product's perceived quality, but the actual quality of the product will ultimately determine its market success. 
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Customer service is critical to increasing customer retention. Customers who receive excellent customer service are more likely to return to the company. In today's highly competitive market, good customer service has become a key differentiator for businesses. It has the potential to make a favourable impression on the customer and foster long-term loyalty.
Here are some ways that customer service can increase customer retention: 
Positive Customer Experience: A positive customer experience is one of the most important factors in customer retention. Customers are more likely to return to a company that provides prompt, courteous, and helpful service. Companies that go above and beyond to please their customers, such as offering discounts or free products, are more likely to retain them.
Customer Engagement: Customers who feel valued are more likely to stay with a company. One of the most effective ways to show customers that they are valued is through engagement. Reaching out to customers regularly, whether through personalised emails, phone calls, or surveys, shows that the company values their feedback and is committed to improving their experience.
In any business, problems, and issues are unavoidable, but how they are handled can make or break customer retention. Companies that respond quickly to issues and provide solutions that meet their customers' needs are more likely to retain them. Offering refunds or replacements can also show customers that the company cares about their happiness.
Building trust is essential for customer retention. Customers are more likely to stick with businesses that are transparent, honest, and ethical in their operations. Building customer trust takes time, but it is well worth the effort.
Personalization: Customers appreciate a tailored experience. Companies that take the time to understand their customers' preferences and needs before providing tailored solutions are more likely to retain them. Personalization can be as simple as calling customers by their first names or recommending products based on previous purchases. 
Customer retention requires excellent customer service. Companies can build long-term customer loyalty by providing a positive customer experience, engaging customers, quickly resolving issues, establishing trust, and providing personalised solutions. In today's market, companies that prioritise customer service will have a distinct competitive advantage. 
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While it may appear that a satisfied customer is a loyal customer, this is not always the case. A customer's satisfaction with a product or service does not ensure that they will return or recommend the company to others.
Customers who remain loyal to a company over time are referred to as loyal customers. They have a connection and trust with the brand that extends beyond their satisfaction with the product or service. Customers who are loyal to a company are more likely to actively seek out its offerings and refer others to it. 
A satisfied customer, on the other hand, may have had a positive experience with the company, but they may not feel any particular attachment or loyalty to the brand. Although they may be willing to try similar products or services from other companies, they are unlikely to actively seek out the company's offerings.
Businesses must differentiate between satisfied and loyal customers. While customer satisfaction is essential in any business, loyal customers provide long-term value and can help a company grow through positive word-of-mouth recommendations. 
To attract and retain loyal customers, businesses must focus on developing relationships with their customers in addition to providing a satisfactory product or service. Offering excellent customer service, providing personalised experiences, and maintaining ongoing communication and engagement with customers are all examples of this. Businesses can create a sense of loyalty and attachment with their customers that goes beyond simply meeting their current needs.
Building a successful business begins with providing a satisfactory product or service. To truly stand out in today's competitive market, excellent customer service is essential. This entails going above and beyond to ensure that every customer interaction is positive and memorable. One way to accomplish this is to provide personalised experiences that are tailored to each customer's specific needs and preferences. Another important aspect of providing excellent customer service is continuing to communicate and engage with customers, whether through social media, email newsletters, or other channels. Businesses can create a sense of loyalty and attachment with their customers that extend beyond simply meeting their current needs by doing so. Finally, investing in exceptional customer service can result in increased sales, positive word-of-mouth recommendations, and long-term success.
Parents who leave their children in the nursery, for example, may be satisfied with the level of care provided to their children as well as with the overall experience of using the service. This does not imply that they are devoted to the nursery. A devoted parent has an emotional attachment to the nursery, values their relationship with the staff, and enthusiastically recommends the nursery to other parents.
In the day nursery business, having a loyal customer base is especially important. Parents entrust the nursery with the most important thing they own: their child. As a result, establishing a strong emotional connection with parents may help instill trust and confidence in the service, resulting in repeat business and positive word-of-mouth referrals.
 
 
 
 
 
[bookmark: _Toc1370746109]References 
Bernal, G. (2015). Why and how TQM leads to performance improvements. ASQ. Kano model. What is the Kano Model? | Definition and Overview of Kano. (2021, September 2).  
Landau, P. (2023, January 31). What is lean manufacturing? ProjectManager. 
Panel®, E. (2022, November 9). Council post: 15 unique ways to effectively boost customer retention. Forbes. 
Sme, S. (2017, September 19). Six Sigma: Where is it now?: SCM: Supply Chain Resource Cooperative (SCRC): North Carolina State University. Supply Chain Resource Cooperative.  
V, R. (2023, March 2). Customer satisfaction vs customer loyalty: What is the difference. SmartKarrot l Comprehensive Customer Success. 


	
	
	



