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[bookmark: _Toc88131300][bookmark: _Toc171207540]Introduction
 In the first section of this assignment, I will discuss and define Customer Values and what they are. I will then discuss the Customer Engagement Value, defining each section. I will then look at the factors of Customer Engagement and discuss the importance of each value. The second section of this assignment will look at the customer, defining what the customer is, then discuss methods used to find out what they require and how we as a business can extract that information. I will discuss the process used within business and how this process can help manage, retain, and promote businesses. 






















[bookmark: _Toc1466246480][bookmark: _Toc171207541]Critically analyse the factors that impact on your organisations ability to maximise customer value
[bookmark: _Int_ggE82U4J]There are different factor that can impact an orgaisations ability to maximise customer value, to define these factors we must understand what customer value is. Customer value (CV) = Benefits (B) - Cost (C). The benefits look at the brand, the experience, success of a product and long-term effect the product may have for the company, does the cost of the product and services allow profitability.
The most citied definition of customer value is by Woodruff, and he defines customer value as: “a customer perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations.”  (Aparna Shanker, 2012). Woodruff looked at the key features of a product, and the perceived preference from the customer, the benefits to the customers and the goal they were trying to achieve. The perceived customer value is influenced by individual preferences, expectations, and cost. Understanding and enhancing customer value is important to achieve customer satisfaction and loyalty, as you understand what the customer truly needs over what they want. 
This theme of thinking is visible in other cited documents, Sirdeshmukh et al. (2002) clearly stated: "Customer value as the consumer's perception of the cost gap between benefits gained and what he has to give in order to maintain relationships with service suppliers." (Suryadi et al., 2018) And Hallowell (1996) defined value as “equal to quality compared with the price.” (Suryadi et al., 2018). They all focus on the importance of knowing what your customers wants and being competitive in cost, but Woodruff focuses on building relationships that will last, being consistent in delivery and offering better value for money as these relationships and business transactions will increase customer spending over a lifetime all leading to greater customer value.
When measuring customer value, you need to look at historic spending, future spending, influences, frequency, and loyalty. Are they worth investing in, or will your outlay be far greater than the returns? There are 4 categories of Customer value, these include functional, this looks at the brand, product, and the service. Emotional, how the brand or product makes you feel. Life changing, what does it achieve and social impact, does it change something around you for the better. 

[image: ](Maya, 2022)
As you can see in the diagram below there are many aspects that contribute to each of the 4 categories, your customer may only relate to a few of these when using services or buying your products. The more elements provided will help improve and increase customer lifetime value, increase revenue, and company growth.
 [image: ](Parker, 2020)

When making a purchase of a product or service the customer will go through a buying decision. Customers look at how easy or complex the buying process is. An easy purchase is usually impulsive because the value is low enough to be a good deal. Whereas a complex purchase holds greater cost value and requires more consideration. A complex purchase may hold many expectations from the customer, so it is important you find out what they truly need as the biggest obstacle to over when providing a service is customer expectations. They have asked for or purchased a product, but this may have altered. The customer needs to be fully informed before receiving the goods. To ensure they still want the product/ service or if they would rather exchange/ cancel the product/service.
[bookmark: _Int_OzCKliIF]Perceived customer value was extensively researched by V. Kumar. Kumar emphasized the importance of understanding and managing Customer Lifetime Value (CLV). “Customer lifetime value (CLV) helps managers make informed business decisions” (Kumar, 2008) CLV represents the total value a customer brings to a business over their entire relationship with the company, this includes direct purchases and indirect benefits such as referrals and positive word of mouth. As you can see in the diagram below CLV makes a direct contribution to profit whereas Customer brand value (CBV), customer referral value (CRV) and customer feedback value (CFV) all make indirect contributions to profit.
[image: ](Maund, 2018, p. 207)

“Customer Lifetime Value (CLV) measures the total revenue a business can expect to earn from a single customer over the entire relationship duration” (Saha, 2024) There are different areas that are important to CLV (see appendix A) which will be discussed. Kumar researched and developed models for CLV, looking at how often they purchased items, average value of the order, if they held on to customer and then the cost of getting new customers. Kumar focused on customer retention and increasing their value instead of acquiring new customers. Segmenting them based on profit allows marketing to be tailer to higher value customer segments. As shown below in diagram.
[image: ](SlideTeam, 2021)

“Customer segmentation plays a crucial role in modern business strategies, enabling organizations to effectively target and personalize their marketing efforts and enhance customer relationships.” (Abednego et al., 2023) Identifying high-value and low-value customers, businesses can allocate marketing and resources effectively. This will lead to increased profitability for the company.
Kumar highlights the importance of using data analytics to understand customer behavior and preferences. The “business will have to come up with mechanisms of integrating the channels to collect feedback data” (Maund, 2018, p.244). This allows companies to gain a greater insight into customer “needs, wants and issues” (Maund, 2018, p.244) this information can be used to personalise marketing. It also allows companies to get direct feedback, which will help promote customer service to ensure any issues are resolved, to ensure it does not affect future sales. A company should have Customer relationship management (CRM) this “is a system for managing all your company’s interactions with current and potential customers. The goal is simple: improve relationships to grow your business.” (Salesforce, 2019) CRM systems use “software that helps track each interaction you have with a prospect or customer. That can include sales calls, customer service interactions, marketing emails, and more.” (Salesforce,2019) Companies will use loyalty schemes to retain existing customers, offering them perks or bonuses for continuing to use their business. Companies need to be aware that customers may be loyal, but they are not necessarily satisfied with the service or product they are receiving. 
Hesket et al (1994) published a table highlighting this. Customer loyalty and Customer satisfaction, if both high they are happy to stay, if Customer loyalty is low but satisfaction is high, they are happy but are happy to look elsewhere to find a better deal. Customer loyalty low and satisfaction low they will shop around and get a better deal elsewhere. If a customer's loyalty is high but satisfaction low, they may be stuck due to being in a contract, unable to move data or are staying because of convenience. Loyalty and satisfaction are not the same and businesses need to be aware of this to ensure they keep customers happy and therefore, retain them. 
Customer referral value (CRV) CRV is the total value derived from new customers acquired through the referrals of existing customers. This includes direct purchases by customers who have been referred also any future referrals.
[bookmark: _Int_88GSvAv6]“CRV comes from customers who promote products and may be financially rewarded for doing so” (Bowers, 2018) Increasing CRV, businesses can significantly grow and increase profits for a company, looking at CRV a business can see the potential CLV of their customers, allowing the business to engage and allocate resources effectively. Businesses need to look at how referrals are completed, and if there are any incentives for doing a referral. They need to ensure that it is easy to complete for maximum output. The company also needs to ensure that it treats all new referrals with the same great quality of product or service to ensure more future referrals.
Customer influence value (CIV) quantifies the extent to which a customer can influence the purchasing behavior of others, generating additional value for the business without their own direct purchases. CIV and CRV are similar but the is no monetary incentive with CIV. “Though there may be some overlap in technique, the main difference between CRV and CIV is that influencers have no direct monetary incentive to call attention to the brands they do. They have big social networks, talk about their experiences in a positive way and write reviews online.” (Bowers, 2018) 
Customer Influence Value (CIV) is critical for understanding the indirect value that customers bring through their influence on others. Identifying high-influence customers, businesses can focus their marketing efforts, drive new customer acquisition, and enhance overall profitability. Incorporating CIV with other customer value segments, such as CLV and CRV, can provide a comprehensive approach to managing and increasing customer relationships. Kumar looked at engaging customers through various methods such as social media. This method is important for building strong relationships and enhancing perceived values. Engagement strategies should focus on creating positive experiences and creating an emotional connection with the brand.
[bookmark: _Int_IKlWOlg8]Customer Feedback Value (CFV) measures the value gained from customer feedback. This can be done in various ways from questionnaires to surveys. (see appendix 2) This includes feedback for product improvement and improving services. It highlights how customer feedback can improve innovation and customer satisfaction. “It is a crucial part of customer relationship management and business improvement strategies” (Alam, 2023)
[bookmark: _Int_AGgGxaLM]Kumar shows the importance of understanding and managing customer value to have a successful business. The importance of CLV and how other factors such as customer segmentation, customer engagement, good value for money and a strong customer brand can impact and improve the perceived customer value. Implementing these can build a stronger customer relationship, improve satisfaction, and gain a competitive edge in the market. Throughout, all if you ensure you follow the Customer engagement value cycle you are building a rapport with your customers, building loyalty. They provide you with valuable feedback that can help improve your services/ product. You increase the CLV, and they are more likely to refer you to others. 
[image: ](Thrive, 2013)

When customers are making a purchase there are four types of customer engagements these are Cognitive, Emotional, Behavioral and Transactional. Cognitive Engagement is “Engaging customers through content and information.” (Aktas, 2023) Emotional Engagement is “Creating emotional connections through personalized experiences.” (Aktas, 2023) Behavioral Engagement is “Encouraging specific actions or behaviors.” (Aktas, 2023) Transactional Engagement is “Engaging customers through transactions, such as purchases or bookings.” (Aktas, 2023)
Customer value is defined very similarly amongst scholars, Kumar has a much greater in-depth framework model in Customer value. Therefore, this model is best suited to our company. We look at our customers and ensure the best quality of service to ensure that they will use our business for any future issue. Our brand is important because it is the first thing people see on our social media and therefore, they are expecting an excellent quality service. Customers naturally referral us to future customers because they are happy with the service they received, we have no loyalty schemes, but we insure we say thank you to those who have referred us. Due to our work ethic and desire to keep costs down and quality high, we have kept our customer base for a long time. 
















[bookmark: _Toc2002418248][bookmark: _Toc171207542]Demonstrate a critical understanding of your organisations quality processes and its effectiveness in meeting customer requirements.
A customer “is anyone, individual or business, who purchases a product or service.” (Needle, 2022) A customer can have a direct link to a business (B2C), or a business can have another business as a customer (B2B). They are both important and valuable customers. Therefore, as a business you must ensure all services and products exchanged are of a high quality. “Quality refers to a set of characteristics expected from products or services” (Needle, 2022) to a customer. 
When managing a business, it is important that you understand and evaluate the organisation's quality processes. It is crucial to ensure the customers' requirements are being met effectively. A business needs to ensure they are fulling their customers' needs, that they are finding out what is required from them and ensuring they fulfil it. Blythe (2008) stated “Customer centrality is the view that the customer’s needs, wants, and predispositions should be the starting point for all decision-making within an organisation” (Blythe, 2008) As a business finding your customers' needs is a priority, but it may not always be easy to implement. Therefore, as a company you must ensure that you are clear about what you can and cannot do, ensuring the customer is at the forefront of your decisions and they are fully aware, and updated of any changes to your products or services.
There are 8 principles of total quality management (TQM) these are Customer focus, always ensure your customers are your focus and that they you are focusing on want they require from your business in terms of services and products. Employee involvement, this allows everyone within the company to feel part of the decision making which will then “increases their satisfaction level with their work, reflecting the organisation’s overall productivity” (Kajal, 2021) Systems approach, this is where the company is using an integrated system where all information and communication is stored and is easily accessible to all staff. Process approach, communication, fact-based decision making, continuous improvement and leadership. These principles allow your company to focus on customer, allow free flowing communication that can be accessed by staff, that staff have a clear understanding of what is happening in the decision-making process as well as being involved with any ideas or decisions. 


[image: ](Kobiruzzaman, 2020)
Deming created a list of 14 principles that could help with management “All the principles are transformative, emphasizing leadership and prioritizing quality over cost reduction” (Indeed, 2023) Demings 14 principles are interconnected and work better when used together. Demings 14 principles (see appendix B) are like the 8 Principles of TQM, although Deming looked at breaking down barriers amongst departments, urged everyone to be involved in changes that were happening to ensure everyone was going in the same direction. Both sets of principles highlight the importance of leadership, continuous improvement, customer focus, employee involvement leading to better products, higher customer satisfaction and an increase in the company's performance. 
Deming created a cycle for change known as the Deming Cycle or PDCA Cycle. This cycle is used when a company is looking for change. They PLAN what they want to do and what their main aim is, they then DO, implementing all the changes, they then CHECK, monitor and see if there are any changes against previous sales/information. Then ACT assess the situation, is everything working or are changes required? This is a simple cycle that allows company the act but also monitor and change things quickly to ensure a good quality product or service. 
[image: ]
(ResearchGate, 2024)
Companies also use six sigma, a step-by-step process known as DMAIC, Define, Measure, Analyse, Improve and Control. Six sigma looks at “focusing on meeting customer requirements, improving customer retention, and improving and sustaining business products and services” (Hayes, 2024) Both cycles work for problem solving in a business, PDCA cycle is more straightforward and direct, a simpler cycle to use for non-complex problem. The DMAIC cycle is more in depth allowing you to analyse and measure your problems it is “a thorough and rigorous way to solve complex and serious problems” (Kukhnavets, 2020)
Companies want to ensure products and service have no issues to ensure customer satisfaction and to build trust and loyalty with their customers to help build CLV. Companies want to ensure the services are of a high quality and standard and Garvin looked at various aspects of this. As you can see from the diagram below the customer looks at all these different areas before making purchases. They are used to highlight what the customer really wants. 
[image: ](Malik, 2023)
The Alquist Model and The Kano Model (see appendix D) are both frameworks used to show customer satisfaction and product development. They help identify features that will enhance customer satisfaction and provide information for product improvement. The Kano model looks at individual product features and the impact it had on customer satisfaction, did they get the WOW factor, or were their details missing or changed. This model helps the company focus on what needs to be improved to get higher customer satisfaction. 
Once we know who our customer is and what they require we then focus on the customer process. This refers to knowing what they require, then processing the sale. Customer process refers to the entire process of interactions that a customer experiences with a company from first contact through post-purchase support. Understanding the customer process is important for a company, so that it increases customer satisfaction, loyalty, and overall business success. Once a customer has purchased a product or service you then process the order. This involves confirmation of the order to the customer, along with clear instructions of what will happen next. The order then gets sent to the supplier, containing all the important and necessary information needed to complete the order. This includes delivery address, delivery time and contact information. Your order is then processed, parts are collected and prepared for delivery. Items are packed in undamaged and sealed boxes/envelopes. They are. packed using the necessary packaging to keep it safe E.g.: bubble wrap. Documents/ receipts are then printed and placed inside the packaging. Labels are then printed with the delivery address and name of purchaser. The item is then posted ready for delivery. Provide tracking for the product to ensure the customer can track their purchase, equally it allows your company to know when and who it was delivered to. Inform the customer that the package has been dispatched and the company needs to also monitor transportation to ensure the smooth delivery of the package. Once the product has been delivered, send a follow up email to ensure the customer is happy with the product/ service. Ensure there is an easy-to-follow process if the customer needs to return any parts or products and have this included with their delivery. As a company ensure any returns are refunded effectively and promptly. To ensure this process is effective, ensure good open communication between the company and the customer. When you are ready to deliver the product/service ensure that it is of a high quality and that there are no faults or damage present. “The quality assurance process helps a business ensure its products meet the quality standards set by the company or its industry.” (ProductPlan, 2024). Companies use ISO 9001 as it “is defined as the international standard that specifies requirements for a quality management system (QMS).” (ASQ, 2015) This system helps organise processes, improve the efficiency of the processes and continually improves. Once quality assurance has been addressed, Quality control is done “checking the product for mistakes or components not built to specification.” (ProductPlan, 2024). This is to ensure the customer receives a product that is fully functional and working. Below is a table comparing QA and QC, “QC seeks to catch quality errors, while QA seeks to uncover and fix the issues that lead to quality errors.”  (ProductPlan, 2024) Quality control takes place when development has finished, and Quality assurance is ongoing, and changes can be made before development finishes. 
[image: ](ProductPlan, 2024)

Once quality control is done it is packaged well and sent off. Including a document showing how to contact customer support if needed, it must be an easy and effective service. 
When following through with this process you must ensure that you have all the necessary information, this is broken down into Strategic this includes your marketing sales and orders, Tactical, this includes your sales order processes and sales created and then Operational, this includes creating a customer account. This process can be seen clearly in Appendix C diagram. 
When a sale has been completed, dispatched, and delivered, it is important to get customer feedback. This is to ensure they are happy with their purchase or any issues they may have. These issues may help improve the quality of your product and services and allow for further improvements.  Kaizen and Lean both have cycles (see appendix D) which allow you to follow a certain criterion to have continuous improvement. Kaizen is like the PDCA cycle whereas Lean is more like DMAIC model. Kaizen is more comprehensive and grassroots, with “small and frequent changes” (LinkedIn, 2024) that happen over time.  Kaizen loops circle like the PDCA cycle. Whereas, Lean is more “focused and strategic” (LinkedIn, 2024) with radical changes, that involves more planning, and follow a fix process. These two models both aim to improve the processes and increase efficiency within the business. Businesses use these methods to allow continuous improvement and improve the quality of their products whilst increasing customer satisfaction.
[bookmark: _Toc171207543] Conclusion
In conclusion, an organisation’s commitment to fully maximise customer value and maintaining effective quality processes is beneficial but also important for sustaining a successful business. These practices and processes ensure that customer requirements are met with their needs at the forefront of the decision-making process, it increases customer loyalty and allows growth for your business, because you put the customer first. Continuing to improve your company and make the necessary changes in order to grow and provide the best possible products and services, you’re increasing the long-term growth and profitability for your company. 
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Features are a secondary aspect of
performance.

7. Aesthetics

Aesthetics refers to the appearance of a
product or service.

3. Reliability

Reliability is the ability of a product or
service to perform as expected over
time.

4. Conformance 8. Perceived Quality
Conformance is the degree to which a Perceived quality is the overall opinion
product conforms to its specification. QJ I QUALITYGURUS of the customers towards the product.





image10.png
Quality Assurance (QA)
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THE KANO MODEL
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‘The Elements of Value

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.
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