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Introduction

Every organisation deals with and encounters a form of customer daily. Customers can be those who purchase products from a supplier or those that use a service, in this instance the customers are our patients. We, the occupational therapy service are also a customer to the external agencies we use when providing our service. The aim of this report is to look closely at the understanding and engagement of customer experience within the NHS, particularly the department I work under which is the occupational therapy service within the Community Learning Disabilities team. The report will cover in order customer value, customer centrality, managing customer expectations, customer relationship management and kano models and lastly quality processes, all of which will be applied to the occupational therapy service within the learning disability team. The report will look at how the service put the patients (the customer) at the centre of what they do and provide an individual and tailored person-centred experience. The report will mainly focus on the patient’s being the customer, but will include some detail of when us, the organisation is the customer. 

2. Customer Value
What is customer value? Customer value is how much worth a product or service has to the consumer. A product or a service that they, the consumer feel they have had value for their money or time, something they may feel inclined to buy, or a service that they may use again. Good customer value is integral in all organisations for organisational growth, increased profits, good reputation and publicity, increased revenue, returning customers and to build solid customer relationships. Customer Values are taken very seriously within the occupational therapy service within the community learning disabilities team. Working in such a specialist field and organisation with individuals with many different needs, no two patients (customers) are the same. We as a team must adapt and personalise our service to each individual patient that comes through to our team, to ensure that they, the patient feel that they have had the best customer value from us and that their needs have been addressed correctly and appropriately, to ensure that if they ever need to use the service again that they feel comfortable and happy in doing so. There are 4 main components when it comes to customer value, included are reasonings as to how these are met and each component has been applied to the learning disabilities occupational therapy service, these include-
· Functional Value- The functional value the service provides to our patients reduces risks in their daily lives and simplifies daily tasks that they may be currently having issues with.
· Emotional Value- After working with our customers (patients) and resolving their presenting or helping our patient achieve their goal can leave them feeling a host of positive emotions such as joy, reassurance, confidence and empowerment. The emotional value our service provides improves patients who use our services wellbeing physically and mentally.    
· Life Changing- Providing patients a service tailored to meet their needs and improve their quality of life, no matter how big or small.
· Social Value- Enables patients who require the use of the occupational therapy services to gain more confidence and reach their goals which in return can have an impact on their social wellbeing. 
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Our organisation meets all four of these key components when providing a service to our patients we know this by the positive feedback we receive from our patients and their families. We also see that we are meeting all four of these components through physical evidence, seeing positive results and how much of a difference we have made to a patient’s day to day life by providing them with a high-quality person-centred service and the skills and tools they require to live as independently and as comfortably as possible.

2.1 Customer Engagement Value

Customer Engagement involves a service or brand building and maintaining relationships with their customers from the start of the initial interaction right the way throughout the duration of their involvement. Customer engagement value can promote business and custom, build stronger relationships with their customers and even bring in new custom. Customer engagement value is used to measure the value the customer has on a business.

There are 4 main types of customer engagement values of which are- 

Customer Lifetime Value- This is how much worth and value a customer has generated the business or service over the period of them using the service or buying the product.

Customer Referral Value- This is when a customer recommends a service or brand that they like to their friends and families. These individuals could also include paid brand ambassadors- paid to advertiser a brand they recommend on social media platforms. 

Customer Knowledge Value- Customer knowledge value has a positive impact on businesses. This is when a business acts upon and utilizes the information they have received from their feedback and surveys, to take on board their customers thoughts and opinions. When a customer feels heard and listened too and changes are made, they feel a sense of worth and value from the product or service they use. 

Customer influence Value- Very similar to customer referral value, its people who may have a high social media presence and recommend a product or service to others via their social media platforms, which can influence other to buy into the brand. 

2.2 Customer Values within the Community Learning Disabilities Team Occupational Therapy Service

The customer (patient) is as the heart of what we do in the Learning disabilities occupational therapy service. Our approach as a service is very personal centred and we take into consideration and implement all the values from the values pyramid into our work. Firstly, we ensure our service is easily accessible and well publicised locally within the learning disability community, this is done via branding at local health board events, health professionals, word of mouth and intranet etc- this directs those who require occupational therapy input to us. We as a service ensure that the quality of the service we provide is of a high standard, we provide a bespoke person-centred treatment plan to each of our patients ensuring that their goal and needs are met, we maintain regular contact with our patient and put them on a annual review list after completion of treatment plan, again this is to monitor our patients progress and to see if there are any further areas of concern. The service’s patient, families and wider MDT have our contact numbers and email addresses, so that if they needed to feedback or had any queries, they could this way. The service aims to ensure that our patients need have been met and any issues they had prior are resolved and that they are able to live a comfortable, safe and independently as possible life. We ensure that good relationships are formed and maintained throughout, so that if they needed intervention from our team again that they would feel comfortable doing so after having a positive experience. The service issues annual feedback forms to those patients who have had recent involvement, in the aim to better the service where needed. 

3. Maximising Customer Value

3.1 Factors that Impact maximising customer value 

There are many factors within the learning disabilities occupational therapy service that have an impact in maximising customer value. It’s important to the team and the organisation to develop strong patient relationships with the patient and the wider multidisciplinary team. A positive customer relationship can instil better outcomes and results, increases trust, increases reliability and performance and reassures the customer if they were in need to return to use the service in the future. 

Customer Lifetime Value- Unlike a customer that is purchasing an item in a shop once or twice or becoming a regular loyal customer, our customers, the patient, use our service whenever they have a problem or an issue that requires occupational therapy input or intervention. Customer Lifetime Value, customer life span within the organization differentiates from each person depending on how much input they need and how long the intervention will take. Often with the patient group we work with, the organisation has its regular customers (patients), that need regular input for a variety of different issues and needs. As an organisation who works as part of a wider multidisciplinary team, i.e. families, carers, equipment sales reps and other health professionals we ensure that we build a good rapport with those that we work with so trust and confident is built, so that if they require the use of our services again in the future, they feel reassured and confident in doing so. Having regular customers (patients) keeps us as a service with frequent work, the more we work with an individual the more we get to know them and their needs and what they need from our service. Being a regular patient or a non-regular patient doesn’t really have a financial impact or profit on our organization as it’s a free NHS service. 

Customer Knowledge Value- Each customer that enters or is referred into the learning disability occupational therapy service all share one common thing is that they all have a learning disability, but each of them are individuals with different needs and often present to the service requiring assistance with varying different issues and concerns. To provide an efficient service we are required to understand and get to know our customers individually to treat and build trust with our patients appropriately. Many of the service’s patients are repeat patients, meaning they’ve used the service more than once. Our organisations patients are referred to the team when intervention is required, on a detailed paper referral form that gives in-depth background on the individual, the presenting problem and what intervention is required. Having the resources that we do enables us to have base knowledge on our patients before meeting them before we get a better understanding of them and what they require from the service.

Customer Brand Value- The Learning Disabilities Occupational therapy service is a valuable service to those that require the use of it. It is important in the successful running of the organisation that our customers (patient) know what services we provide, our branding needs to be clear and direct to ensure that individuals are referred and signposted to the right department. As an organisation we brand our service in a few different ways we produce leaflets stating all the services we provide, we also attend roadshows at learning disability schools ready for their transition into adult services to give information to families and carers if they ever need to refer into the service. All our branding comes in an easy read format for those who require it. 

Customer Influence Value- As a small service with not much awareness from the public compared to more of the generic NHS service, our customers (patients) have a great influence on our services, they may even direct those unknown in our direction. Our patients influence is vital in the running of the service, it helps us form a better understanding and more knowledge from their experiences, interactions and feedback.

Customer Referred Value- Learning disabilities services don’t have much awareness compared to the more generic services available in the NHS, but care providers, day centres, other NHS departments, patients who have used the service previously etc are aware our service exists, if they need it. All those listed have recommended and directed other individuals with learning disabilities to our service if they have required the assistance of an occupational therapist. 

4. Customer Centrality

Customer Centrality is the view that customers needs; wants and predispositions must be the starting point for all decision making within the organisation. (Blythe, 2009). 

Customer centricity is vital in all organisations and is a massive    contributor to an its success. A study conducted in 2022 by quantrics found that 63% of customers found that brands could do a better by listening and acting upon customer feedback regarding customer experience. A further review study was conducted again in 2023 and found that 36% of customers still aren’t happy with the level of empathy provided when dealing with brands. 
· What is customer centricity and why is it important? (n.d.). Qualtrics. https://www.qualtrics.com/en-gb/experience-management/customer/customer-centric/ Accessed 26/06/2024
Customers who feel that they are seen and heard when using a brand or a service are more likely to return and feel happy and confident with what they are being provided.
Customer centrality or as its commonly known in health care terms- person centred. Each patient is an individual, with different medical conditions, from a different background and have different problems, which require an individually tailored assessment and treatment plan to best assist them and meet their needs. It’s about taking into consideration the patient and their experience with us a whole. As an organisation we put each patient at the centre of what we do. Customer centrality within the learning disability occupational therapy service aims to focus on-
Patient Current needs- What are the patients current needs? Why have they been referred into the service? What can we do as a service to meet the patients needs and enable them to achieve their goal?
Patient Future needs- When delivering our service take into consideration the patients potential future needs. Developing a future proof plan that can be adapted to meet their changing needs. Be accessible so if the patient needs to access our service again for any future needs. 
Desired needs- What the patient would like to achieve after working with and being involved with our service. What is their end goal after working with the service?
Information needs- Have we given the patient enough information on what we can do and provide as a service, so if they need to come back and use the service again, they will without any hesitation? Does the patient feels satisfied with the service and the advice and treatment given?
Product needs- As a service we must deliver a person centric experience to our patients as they all have varying needs and issues that need addressing or to be aided with. The service likes to build a good relationship and rapport with our patient and families as they will be likely needing to use the service, we provide in the future due to their lifelong complex health conditions. Our patients feedback is valuable to our organisation as we need to know if we and where we need to better as mistakes being made can be detrimental to the patients’ condition and then, the reputation of the service. 

5. Managing Expectations

As our service is part of the NHS and isn’t an emergency service, it entails a 14-week waiting list from the date of the referral being accepted. It is important that we state this to the referrer and the patient after the referral has been accepted as this supports in managing the customers expectations, as in many cases they are expected to be seen straight away. We aim to complete the initial assessment much before the 14-week period but due to low staffing resources and an ongoing caseload, this can on occasions breach the 14-week timeframe. The service keeps regular contact with those who are on our waiting list and those patients who currently on our open caseload. Patients, families and the wider MDT are encouraged to contact our team if there are any changes in conditions or if they have any queries or increasing concerns, by adopting this approach we can manage our patients’ expectations. 
5.1 Customer Satisfaction vs Customer Loyalty 

Customer satisfaction is how happy the customer or in this circumstance the patient is with the product or the service they have been provided, whereas customer loyalty is when a customer chooses to use your product repeatedly despite there being similar products or services on the market. This may because they’ve built a good relationship and have had good experiences with the brand over time. Customer loyalty doesn’t necessarily mean the customer won’t be swayed or have their heads turned by another product or service elsewhere, it means that they choose to come back to you. Customer satisfaction and loyalty can be measured by completing surveys and feedback forms. This is something we as a service have done in the past to gather information to see if there are areas in which we need to improve. 

“If you make customers unhappy in the physical world, they might each tell six friends. If you make customers unhappy on the Internet, they can each tell 6,000.”- Jeff Bezos

What are the links between customer satisfaction and customer loyalty? Customer satisfaction has a large influence on customer loyalty, if a customer is happy with the product or service they have been provided with, they are likely to use that service again. And if then that customer was to use the product or service in question again and were satisfied another time, they are likely to repeat their custom. This is where a good relationship is formed between the brand or the service and in return you gain customer loyalty. Other factors influence customer satisfaction and loyalty such as costs, brand/ company values, convenience and familiarity. 

In the learning disability occupational therapy although all aspects are important to ensure that the organisation provides a high-quality service, customer satisfaction is more important to our patients than patients loyalty. As being a health care service, we don’t wish for our patients to be in any ill health that they require our service, but if they do it is important that they are satisfied with what we provide to them in aiding them in the right direction for the road to recovery. Also, in terms of loyalty there are minimal competitors for our clients to utilise if they were to require occupational therapy input, unless they accessed private healthcare, which can be costly. Our patients are technically hostages to our service, because if they need it there aren’t other options. 

An example of when we the service are the customer- working in occupational therapy and especially in a complex field, we work with a lot of external companies when it comes to providing and issuing our patients specialist equipment. We as a service complete regular seating assessment on our patient who have a variety of postural needs which require specialist seating. As a service we Regularly use the seating company CareFlex. Why? As a service we find this company have many desirable qualities such as knowledgeable sales reps who assist in completing joint assessments, very responsive with queries, all models of seating are very adaptable and can be adapted regularly with our patients’ changing needs, long warranty after purchase and meets our patient’s needs. We have regularly been satisfied customer when using CareFlex, which has led us to be loyal customers. There are many competitors on the market when it comes to specialist seating and we have tried them, but we always seem to go back to using CareFlex. 


5.2 Customer Relationship Management

Customer Relationship management is the practices and guidelines a company has adopted when interacting with their customers. Many businesses use CRM to increase sales and revenue and to improve customer retention.
The service interacts with patients, families and the wider MDT on many different platforms, whichever one is the preferred choice of the individual we interact with. We interact with our patients via phone call, emails, easy read leaflets, letters and Microsoft teams. Everyone we encounter have a different preference, so we adapt to their needs to ensure that we maintain a clear understanding and a good patient relationship and experience. 
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The table above isn’t from the Learning disability occupational therapy service, but it is a very similar way in which the service works. This is typically what our customer (patient) lifetime circle would look like from the moment we receive a new patient referral. After discharging a patient once it is safe to do so and intervention has been successful, the patient may need to access the service again in the future with a new issue or concern. 



“The more you engage with customers, the clearer things become and the easier it is to determine what you should be doing.” – John Russell



5.3 KANO Models
 
The kano model enables us to understand our customers (patient) more on an emotional level. What aspects of the service we provide they feel they need, what satisfies them, what parts of the service they couldn’t care about and aspects of the service they take for granted.

The kano models applied to the learning disability occupational therapy service, firstly what satisfaction does the patient have from our service and what must the service provide to them? Their presenting problems being address, help in getting back to good health/ baseline. What is attractive about the service that we offer? Free specialised service, very responsive in responding to referrals and queries compared to other NHS services, smaller more personal team. The one-dimensional aspect applied to the service is that we are a specialist learning disability service with greater knowledge than for example a generic occupational therapy service, which helps us stand out. The service regularly complete reviews some either love this aspect and other may not be bothered by it as much, they wouldn’t miss it if it wasn’t there. 
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6. Quality Process
6.1 Quality Process Models

Below is Juran’s Trilogy model of Quality Process. This has been chosen as it’s best applied to the Learning disabilities Occupational therapy service. We will take a deeper look at each part of the process and explain the link between each process and our service.

Quality Planning- The referral of the patient comes into our service listing the patient current presenting concerns and issues that need intervention. This is the step where we look at the bigger picture, the patients as a whole. What can we do for this patient? What plan and intervention do we need to put into place to meet the patients needs? Is the plan were implementing the best plan for our patient? This step is crucial in ensuring that everything is done correctly to ensure the patient receives the best treatment and quality care.
Quality Control- This is the part where we have a tailored treatment plan in for our patients. Is the plan working? Could it better? If so, what do we need to change to make it better? This process can be trial and error in our industry and it is about identifying the best plan and product to fit our patients needs. Once the best treatment plan is in place we review our patients regularly to monitor the results.
Quality Management- Quality management is vital in all lines of work, specifically healthcare as you have someone’s life in your control. After implementing a treatment plan that has been deemed to be the most suitable, we regularly review to see how everything is going. Is the plan still working well? Have the patients needs changed? Is the equipment we have issued still fit for purpose?

As a healthcare service the team aim to ensure that the patients are happy with the treatment they receive and that they can live a comfortable and healthy life as possible. 
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7. Quality Process within the Learning Disability Occupational Therapy Service

“Quality means doing it right when no one is looking.” ~Henry Ford
Source: www.forbes.com/erikkaandersen

There are many quality management strategies that are implemented throughout the service, which are used to gather data, to make relevant positive changes to the service if needed. Firstly, as a service we regularly conducted patient, Family, carer feedback surveys, by doing this we can monitor the quality of our service and our patient satisfaction and make relevant changes where needed. The service also conducted annual patient review on patients that have been open to the service within the last couple of years, this way we can review how the patient is getting on with their prescribed treatment plan and if they require further intervention- this also gives the patient the opportunity to discuss and address any issues they may have. It is also a mandatory requirement to complete training on being newly appointed to the team and Annual refresher training thereafter, this way staff’s knowledge is up to date and contributes to the quality of the service being delivered, Two of the mandatory training sessions being improving quality together and quality assurance. There are also complaints procedures in place within the larger organisation for if a patients/ family weren’t happy with the service they have been given.

8. Conclusion

The purpose of this report was to gain a better understanding of customer experience management and how each factor is applied to the learning disability occupational therapy service. It has been identified through knowledge and experience of working as part of the service, that generally as a small service under a large organisation (NHS) we are typically meeting most of these requirements in a positive way such as having good customer relationship management and good customer experience with our patients and the wider Multidisciplinary Team. The service has good processes in place to keep things running efficiently. But like many other organisations there are flaws that need to be improved upon and addressed, as its stated above in the managing expectations section of the report, although we try and aim to make initial contact within 14 weeks from the referral coming in, this isn’t always possible due to staffing issues and an ongoing open patient caseload, which in return understandably can cause frustration from the patient and the referrer. These things could be changed to improve the service, but it is the larger organisational issue that requires more funding and resources to address the issue. 
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The Elements of Value Pyramid

Products and services deliver fundamental elements of value that address four kinds of needs:
functional, emotional, life changing, and social impact. In general, the more elements provided,
the greater customers’ loyalty and the higher the company’s sustained revenue growth.

SOCIAL IMPACT NV
A~
Se
Traniseerderoe
LIFE CHANGING X E
oo Self
hope zeluelzalon

> 00 {i

Motivation Heirloom Affiliation/

belonging
EMOTIONAL
ﬁ AV
N, '
Tetloes Tewsrds  MNostogle Tegafa Tadgs
anxiety me aesthetics value
I e RS -
Wellness Therapeutic Fun/ Attractiveness  Provides
value entertamment access
FUNCTIONAL
00
0 ER Mdh & o
¢er®@ [ad
Saves Simplifies Makes Teduess Oreanires  Dfegrafes  ConvecTs
time money risk
Reduces Hyaids Reduces Cualing Warialy Sensory Infarms
e [razzles o8t appeal

SOURCE © 2015 BAIN & COMPANY INC.
FROM “THE ELEMENTS OF VALUE,” SEPTEMBER 2016 © HBR.ORG




image3.jpeg
Reflection on Plan and
New Learning

Consider the Patient’s
Current Health Situation

Collect Information

Evaluate Outcomes About tho Palisnt

Process the

Take Suitable Action Information

Set Goals/Objectives Identify the Issues

wwwauglobalassignmenthelp.com.au Pt




image4.png
=
s

Positive Customer Satisfaction Coefficient

0.00

The KANO Model in Action

« Features the user perceives as « Satisfaction and
unusually high value dissatisfaction in line with

« Can achieve disproportionally availabilty / performance

the more satisfied the user.

high satisfaction. « The better the performance, @

Delighter Satisfier
O HIGH positive O HIGH positive
CS coefficient CS coefficient

O LOW negative O HIGH negative
Cs coefficient s coefficient

Indifferent Basic

O LOW positive O LOW positive
CS coefficient CS coefficient

O LOW negative O HIGH negative
s coefficient

Negative Customer Satisfaction Coefficient -1.00
« Elements which the service « Service features taken
user does not consider for granted as essential
important « Huge dissatisfaction if

« Little value placed on missing or poor performance

these service features. « Only limited satisfaction if
available or performed well.




image5.png
Satisfaction

Attractive

One-dimensional

Indifferent

Fully
fulfilled

Not
fulfilled

Reverse

Dissatisfaction




image6.jpeg
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An approach to cross-functional management composed of three managerial processes: Planning, Control, and Improvement.
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