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[bookmark: _1ci93xb][bookmark: _Toc134358862]Introduction

In this assignment I will be looking at what customer value is and how an organisation can measure customer value by gathering information and data from customers to enable them to offer the best products or services.  I will be looking at the four categories of value, functional, emotional, life changing, and social.   I will look at Customer Engagement Value (CEV), Customer Brand Value (CBV), Customer Lifetime Value (CLV), Customer Referral Value (CRV), Customer Influence Value (CIV), Customer Knowledge Value (CKV), and Business Reference Value (BRV) to explain how they can impact an organisation.  I will discuss Customer Relationship Management (CRM) and Customer Centrality and how this can help an organisation improve their product or service.  I will also discuss Quality Processes and Process Management and how using tools such as the Juran Model can help an organisation to manage and improve the quality of their products and services. I will also be explaining the quality processes my organisation has in place and how this impacts the service we provide to our customers.


[bookmark: _Toc134358863]Customer Value  

Customer value is how much a product or service is worth to a customer. Four categories of customer value

There are four categories of customer value, they are:
[bookmark: _Toc134358864]Functional value:
 Functional Value is when a customer looks at aspects such as the quality of the product, are they getting value for money on the product and is the product going to meet expectations of what they think they are purchasing. 
[bookmark: _Toc134358865]Emotional value:
Emotional Value is measured on how the product or service makes a customer feel.  Does the product make the customer feel happy, is there a nostalgic reason the customer is looking at purchasing a product or service.  Is the customer buying the product or using the service for the experience as a whole.
[bookmark: _Toc134358866]Life changing value:
Life Changing Value is how the product or service will impact the customers life.  Will the product enhance the life of the customer.  Will the product or service make the customer feel good about themselves and will the product or service give the customer a sense of belonging or make the feel they have reached self-actualisation. 
[bookmark: _Toc134358867]Social impact:
Social Impact is when a customer can promote the product and influence others to buy the product or service.


 Woodfuff stated “A customer perceived preference for and evaluation of those products attributes, attributed performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations”  (woodruff, 1997)
Understanding customer value is very important to an organisation as it will help the organisation to obtain new customers, retain existing customers and help maintain long term relationships with customers, which will enhance the profitability and reputation of the organisation. 
Customer Value is not just measured on the monetary gain of the organisation, it is also measured on the worth the customer has with engaging in referrals and influence for potential new customers. 
[bookmark: _Hlk134266330]Customer Engagement Value (CEV) is determined by the customer’s purchases, referrals to other customers, positive influence on other customers regarding the service or product and the knowledge of the service or product and provided honest feedback to the organisation.

[bookmark: _3whwml4][bookmark: _Toc132737507][bookmark: _Toc134358868]Creating customer value
Customer Value = Benefits – Cost (CV=B-C)
Customer value depends on individual customers.  All customers will have their own values when making a purchase.  Some of those values may be, The Brand, the experience of having the product or service, the quality of the service or product, long term effects of using the service or product.
When creating customer value an organisation should take into account, not just the monetary gain of the customer but also the future impact the customer can have on the organisation.  An organisation should look at what drives their customers along with looking at their own products or services to ensure they are offering the best value and quality to the customer.  To enable the organisation to create customer value the organisation must establish how valuable the customer is to the organisation and take into account the long term benefits the customer can offer to the organisation.

[bookmark: _Toc134358869]Customer Engagement Value:
[bookmark: _2bn6wsx]Customer Engagement Value (CEV) is determined by the customer’s purchases, referrals to other customers, positive influence on other customers regarding the service or product and the knowledge of the service or product and provided honest feedback to the organisation. The CEV Framework is split into two categories, Business to Customer (B2C) and Business to Business (B2B).  Business to consumer categories are CBV, CLV, CRV, CIV and CKV.  Business to Business categories are CBV, CLV, BRV, CIV, CKV.

[bookmark: _qsh70q][bookmark: _Toc134358870]Customer Brand Value:
Building strong brand value helps an organisation to develop loyalty from customers.  An organisation should work towards building brand value alongside customer value, Kumar called it “Customer-based brand equity”.  (Kumar, Luo, Rao, Connecting brands with customers: An integrated Framework.


[bookmark: _Toc134358871]Customer Lifetime Value:
CLV Contributes to the profit of the organisation.  It can be used to Look at past purchase behaviour of customer.  Value of long- term relationships with customers.
CLV can help an organisation to determine how much the customer relationship is worth over a period of time.  
CLV enables organisations to treat customers individually and exclusively from each other based on their contribution to the organisation.  
Being able to quantify this value, an organisation is able to discern how much they can and should invest in the customer to achieve a positive return on its investment.  
Organisations can expand what they are selling to the customer which produces direct income.

[bookmark: _Toc134358872]Customer referral value:
Customer Value is not just about the financial gain for the organisation.  Customer Value is also measured on indirect actions of the customer such as referrals and influence on other customers.  Word of Mouth can help generate future customers.  Existing customers can influence future customers by giving positive feedback which can generate new sales and optimize the customer base of the organisation.  This is known as an indirect income.

[bookmark: _Toc134358873]Customer Influence value:
Customers that have a good social media presence can massively promote a brand to a larger audience, which would enhance sales of products or services and open doors for new customers, who in turn could promote and influence others to the product or service.
[bookmark: _Toc134358874]Customer Knowledge Value:
Customer Knowledge value can help an organisation to maximize the opportunity to make changes to the organisation. Gaining customer feedback, an organisation can utilize their customers knowledge to implement changes to enhance the customers’ experience.  Providing a quick and easy to use method of customer feedback is essential to obtain the customers knowledge.  Social media is a quick and easy form of feedback and can provide the organisation with quick and honest opinions of customers that the organisation can then take forward to enhance the product or service they provide. 

[bookmark: _Toc134358875]Business Reference Value:

Business to Business Reference Value helps organisations to evaluate suppliers and other companies to establish which businesses they would be happy working with.  Examining their company feedback from existing customers allows an organisation to determine which companies would be a good fit for them.


[bookmark: _Toc132737512][bookmark: _Toc134358876]Customer Relationship Management (CRM)

CRM is a process an organisation can use to help them understand their customer base and be able to respond to desires of their customers.   
 Kulpa 2017, states CRM “encompasses all activities, strategies and technologies which companies use to manage interactions with current and potential customers” (Kulpa 2017)
Within an organisation, having a good CRM system in place will enable the organisation to engage with customers needs and learn the habits of customers which will in turn enable the organisation to produce products and services that the customer requires at a level the customer expects.  Having a good CRM system in place can help the organisation to build strong customer relationships and encourage customer loyalty and lifetime customer relationships. 
Establishing a good CRM system an organisation will be able to track spending habits of current customers and enable them to offer more products based on the purchase history of the customer.  This can be obtained by introducing loyalty cards, feedback questionnaires and surveys.  The information gained can help the organisation to monitor the customer individually and offer products or services specifically aimed at a particular customer to maximise the customers engagement with the company and increase purchases from the customer.  If the customer is happy and satisfied with the services or products provided by the organisation, they will be more likely to come back, they will also be more likely to refer the organisation to other potential customers. 
[bookmark: _3as4poj]An organisation may wish to adopt an IT CRM system which will help to manage all customer related information the organisation holds on customers.  By using an IT CRM, organisations will be able to store customer information centrally and share information within the organisation.  Through an IT CRM an organisation is able to manage customer interaction, record calls and emails to ensure opportunities are not missed. By understanding the customer and the customer needs, an organisation will be able to maximise the level of customer service they provide and be able to enhance customer retention withing the organisation. 


[bookmark: _2p2csry][bookmark: _Toc134358877]Customer Centrality

Blythe, 2009 states “Customer Centrality is the view that the customer’s needs; wants and predispositions must be the starting point for all decision making within the organisation. (Blythe, 2009).
Customer Centrality means that the organisation must make the customer the centre focus when thinking about marketing and targeting the right audience for their products or services.  Customer Centrality should enable the organisation to find and fill the needs and wants of their customers and not just make a product and sell it.
In order for an organisation to build their business around customer centrality the organisation must put customers at the core of their business and put the customer experience first.  When an organisation combines customer centrality and Customer Relationship Management they will be able to collect a wealth of information which will give the organisation data that can be useful to enhance the customers experience. 
Organisations need to understand the importance of the customer experience because the customers perception of their experience will greatly influence if they buy the product or use the service again.  The goal of any organisation should be to maximize customer retention and attract new customers who could become lifetime customers.  A part of understanding the customer experience is knowing the difference between customer loyalty and customer satisfaction. 

Within my own organisation, we try to build good working relationships with our customers by having processes in place to help our customers to communicate effectively with us directly and with my area manager and regional manager alike.  We are a property management company and therefore work very closely with our customers (Residents).  When a new resident moves in, they fill out our resident record forms which we keep locked in a cupboard but can access it if there is an emergency.   Having that information helps us to manage the customer as we have knowledge of their background, family, and circumstances.  We also have an open door policy to allow Residents to come to the office at any time to discuss any problems or issues that may arise this also gives the us an opportunity to have a conversation and find out more about the resident and what their likes and dislikes are.  We also hold monthly coffee mornings to inform our residents of any changes or repairs that are needed or if there are any upcoming events they need to be aware of.   We communicate with residents on a daily basis therefore we get to know them very well therefore we are able to offer any help or advise on the spot.  Being on site everyday enables the residents to report any concerns to us immediately and therefore we can respond and resolve any issues as quickly as possible. We have got online resources for our residents to access but the majority of them are not online and do not know how to use computers simply down to the age of the residents so we cannot use online systems alone we still have to use our process of newsletters, coffee mornings and face to face meetings to help us deliver the service required by our residents. 
                                      

[bookmark: _Toc134358878]Quality Processes

Quality Control is the process that organisations need to have in place to inspect and check how well the organisation is running or how efficiently the product is being produced and delivered to customers. 
Garvin 1987 sets out eight dimensions of quality; 
Performance:  this refers to a product or services basic function.
 Features: these are additional functions or extra services.
 Reliability: This is how long the product or service lasts, the reliability is a fundamental necessity that customers expect from a product or service. 
Conformance: This refers to the standards set for the product or service.
Durability: This is the length of time the product or service lasts.
 Serviceability: This refers to the ease and time scale of obtaining repairs.
 Aesthetics: This is how the product looks, feels, sounds, tastes or smells.
 Perceived quality: This is what the customer expects the product or service to be.

An organisation must take into account all aspect of quality when producing a product or delivering a service to customers.  Part of producing a quality product or service is quality control.
A tool that can be used to measure quality within an organisation is the Deming Cycle.  The aim of the Deming Cycle is to help an organisation improve the quality of it’s products or services and to help reduce the cost of providing the service or producing the product.
The Deming Cycle is a four part cycle which is Plan, Do, Check, Act.
This Photo by Unknown Author is licensed under CC BY

Using this tool will help an organisation to continuously improve the product or service by moving through the cycle repeatedly to test ideas and implement them.  The first stage of the cycle is plan, at this stage an organisation should look at and identify what the problem is.  You should question why the product or service isn’t reaching the desired outcomes or goals, then you can assess the situation and find the cause of the problem.  This will help you to set goals and potentially help to solve the issues.
Step two in the cycle is to do, this enables you to put your plans into action to see if the measures you have put in place have improved the product or service.
Step three in the cycle is to check the results and analyse if they have helped to resolve the issues.  St this stage you are able to analyse the outcome and measure it against the desired outcome.  If the outcome isn’t what you had hoped then you can go back to the first stage of the cycle.  If the solution has worked and resolved the issue you can move on to stage four of the cycle.
Stage four of the cycle is implementing the changes within the organisation.
[bookmark: _Toc134358879]Process Management
Process is a system put in place to help the organisation get things done and also helps the organisation to turn input into output.
Management is a process that brings people and resources together to obtain the desired goal of the organisation.  There are stages of process management that help to ensure the smooth running of a project or task they are Planning, Organising, staffing, Directing, Co-ordinating and Controlling.
Planning is looking at aims and goals of the organisation and deciding which steps to take to enable the goals to be achieved.  In order to be able to plan effectively the manager should look at the long-term goal by collecting information then develop the procedure to follow.
Organising is utilising resources effectively and bringing together staff, materials, equipment, and cost to achieve the goal of the organisation.  The purpose of organising is to effectively direct and co-ordinate the steps needed to reach the end goal.  In order to effectively organize a project, the manager should assign the right individual or group of people to each task by identifying the work that needs to be carried out.
Staffing is an essential part of ensuring the end goal of the organisation is reached.  Assigning the tight person or group of people to a task ensures that the knowledge, experience, and skills they have will be fully utilized.  Recruiting the correct people for the job and continued development and training will ensure tasks are carried out effectively and efficiently.
Directing a team effectively, a manager will need to guide, instruct, and oversee the team.  Providing guidance to the team will help the team perform to the best of their ability.  In order to guide a team well the manager will need to be a strong leader, communicate well, be able to motivate and supervise the team.
Co-ordinating a task or project a manager should be able to ensure all departments and individuals are working together to achieve the organisations’ long-term goal.
Controlling is the final stage of the management process.  The manager should monitor the activities and tasks undertaken by the team to ensure the effective implementation of the organisational goal.
The Juran Model is another tool that can also help an organisation to effectively plan, control, and improve quality of products or services. 
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[bookmark: _Toc134358880]Conclusion

Within my own organisation we use quality processes to carry out tasks on a daily basis.  Part of my job is to hire contractors to carry out works on the development.  In order for me to ensure I am getting the best service at a competitive price from the contractors the works all go out to tender so I obtain quotes from at least three separate companies.  I then compare quotes and check references and previous work carried out by the contractors to determine which contractor to use.  My organisation has now made this process much easier for us as development managers by implementing a safe contractors list on a central portal within the organisation so all contractors on the list are accredited and approved therefore we know they will reliable and take safety on site seriously.  
This has cut down on the time it takes to source contractors to quote for works and it has also cut down on the time it takes us to check each contractor as this process has already been completed.  This impacts positively on our residents as works can be completed quicker and therefore gives peace of mind to the resident which in turn leads to customer satisfaction.

When an organisation recognises and understands what customer value is and how they can create customer value within the organisation, they will be able to deliver a better all-round experience for the customer.  Combining customer value, customer centrality and developing a good customer relationships management process will help an organisation to attract new customers, retain new customers, and build lifelong customer relationships.
When an organisation uses quality processes along with implementing process management, they will be able to improve the quality of its products and services offered to the customer, cut down on waste and costs.  By implementing all processes and taking into account customer value an organisation will enhance the overall experience for the customer which in turn will build the brand name and reputation which will attract new customers and therefore maximize the profit for the organisation.
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