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[bookmark: _Toc60527773]Executive  Summary

Euro Car Parts is a private limited company incorporated in January 1992 in England with headquarters in Tamworth. It is a supplier of vehicle parts and accessories in the United Kingdom and Europe.

Competitive organisations are always concerned regarding the growth of management skills to allow them accomplish competitive advantage in the recommendation market. Marketing experts understand trouble of product advancement and execution of techniques focused on customer needs fulfilment. In this regard, competition is always solid; for that reason, there is need to take applicable strategies for advertising and marketing that will certainly bring about accomplishing the set objectives. Developing customer relationship  marketing is considered an extremely crucial objective that can develop into an authentic organisational competence.
Marketing is a process of delivering goods and services to marketplace, It encompasses; wide marketing research; market targeting and market division; establishing prices, circulation and promotional tactics, creating an interaction technique; financial planning; and also forecasting lasting market growth objectives.

The record concludes that, customers are more than just serious as well as choosy people patronising your business. Organisations need to pertain to understand that customers are their most valuable long-term critical companions. Organisations should recognize that customer value is not just a tactic or short-term oriented endeavour, it is a means of doing business, and comprehending the dynamics of organisational value drivers and how they engage to produce productivity and success overtime is vital. Value Over Time (VOT) is what builds long lasting and solid businesses, as well as what develops market drivers and leaders.

Highly satisfied customers remain loyal much longer, talk positively regarding the organisation, pay much less interest to competition, are less price sensitive, offer suggestions to the organisation, and also cost less to serve than new clients (Weinstein, 2012). This ought to additionally remind organisations of the 80-20 rule, basically that 80% of sales comes from 20% of clients. This 20% represents repeat clients who are faithful due to the phenomenal client value they perceive in your organisation. Companies have to appraise themselves by their capacity to please clients, fulfil their expectations, and maintain them.

[bookmark: _Toc60527774]Introduction

Euro Car Parts is a private limited company incorporated in January 1992 in England with head office in Tamworth. It is a supplier of vehicle parts and accessories in the UK and Europe. The business was established in 1978 starting as a car parts shop in Willesden, London. In October 2011, it was acquired by LKQ Company of Chicago, United States  of America. I chose this company because, I previously worked with it for three years.

Opportunity to improve or worsen the relationship with customers is presented when customers go to any organisation. Hopefully each and every organisation intends to boost their partnership whenever these opportunities come.  Administrators of good businesses frequently think about issues pertaining to the demand for implementation  and advancement of particular techniques and instruments for establishing lasting relationships with clients. Creating connections with clients symbolize a real obstacle which demands cognition and apprehension of marketing principles  and its  effective application.

Competitive organisations are constantly concerned with the advancement of management abilities to make it possible to attain a competitive advantage in the referenced market. Marketing professionals recognize the challenge of product development and application of techniques concentrated on customer complete satisfaction. In this respect, competition is really solid, for that reason, there is  need to appropriate  tactics and advertising methods which will certainly bring about attaining set goals. Developing an effective client relationship marketing is considered a very vital objective of Euro car Parts that can develop into a the organisation’s competence that creates a competitive edge.

Marketing is a collection of tasks connected to producing, connecting, presenting, and trading offerings that have worth for others. In an organisation, the function of marketing is to bring value to customers, whom the company is  looking for to recognize, please, and keep. 

This report will analyse  the duty of marketing in business, as well as other tasks aimed at influencing perceptions and practices particularly in Euro Car Parts. 

Customer value is used to define a client's solid preference for particular subjectively examined product or service characteristic (Sánchez, 2009). These values include performance, excellence, status, esteem, play, aesthetic appeals, ethics and spirituality (Thompson and Maura, 2002). Client worth gauges a service or product's worth and contrasts it to its feasible options. This determines whether the customer feels like they received sufficient value for the cost they paid for the service or product. Understanding customer worth as well as how to compute it can help a business price items fairly and minimize friction within the consumer experience. 
According to the American Marketing Association, marketing refers to the procedures for developing, interacting, providing, and trading offerings that have worth’s for clients, collaborators, and the community at large (Subin, 2004). The term originates  from the preliminary definition  which referred essentially to visiting a marketplace with items to sale. From a sales procedural design viewpoint, marketing  is a collection of procedures which  are adjoined and synergistic with other features of a service targeted at attaining client passion and fulfilment ( Selden, 1997).
The Chartered Institute of Marketing explains marketing as, the management procedure in charge of recognizing, expecting and  fulfilling client demands productively. A comparable idea is the value-based merchandising  which specifies that, the duty of marketing is to enhance investor worth (Paliwoda, 2008). In this context, marketing can be explained   as the managerial procedure that seek to increase profits for investors by creating collaborations with valued consumers as well as creating an competitive advantage (Paliwoda, 2008). The procedure of marketing is that of bringing a product to market, which consists of these actions: wide marketing research; market targeting as well as market segmentation, determining circulation, rates and also advertising techniques, developing an interactions strategy, budgeting, and also visioning long-term market development objectives (Paliwoda, 2008).
Marketing involves marketing methods which refers to long-lasting, positive strategy and a total tactical plan of any kind of organisation with the essential objective of achieving a lasting competitive advantage by understanding the requirements and wants of customers (Derozier, 2004).  Every organisation's achievement relies on the value of the clients. Anytime a business established, clients occur "first" then earnings follow (Gupta, 2004). Businesses which are able to fulfil their client needs successfully will top the table of a given market. Modern  organisations have established that client worth is a vital element for business success and also that it performs  an important duty to broaden the market worth(Gupta, 2004). Generally, clients are those persons who purchase a company’s products or services that fulfil their wants and needs. clients shop products to fulfil their assumptions in regards to money. Consequently, firms should establish their pricing basing on the quality of the products that draws in the client and sustains the long-term loyalty .  Euro Car Parts does this by supplying comparable items from three or four different manufacturers.
The organisation ought to ensure that they render comprehensive services or products  comparable to their financial worth. This will certainly enhance the variety of clients as well as maintain long-lasting connection between the organisation and the client (Godson, 2009). The existing clients will assist to draw in new clients by disseminating information concerning the products or services of the firm. Contentment indicates satisfaction attained following the fulfilment of an individual’s preferred desire. It is challenging to recognize if the client is pleased with the available product and services. Providing value to the clients challenging due these different variables that needs be considered (Godson, 2009). Presently, competition is noticeable between businesses and also markets all around. It appears to be hard in the expanding market where rivals are establishing their marketing networks properly. Euro Car Parts has effectively deployed this method by offering a "click and collect" service, Free delivery service for a defined market sector along with a delivery time slots for these customers to pick. It also gives a special delivery for another market section.

[bookmark: _Toc60527775]Customer Value.
Customer worth is fundamental in every organisation in drawing and maintaining the most worthy clients. One of the most vital assets of a company are loyal clients. Organisations ought to understand the long term worth of  individual clients (Peppers and Rogers, 2011). The life time worth of a client need to be determined to assist the organisation to understand the value of maintaining existing clients. Understanding a client’s worth require  broad thinking about the ways in which a customer add value to Euro Car Parts. Recognising client worth enhances decisions on how to extend the company’s activities (Peppers and Rogers, 2011).  Businesses comprehend the cost of getting a new client as well as losing a customer. There are numerous factors why a client stops associating with a company, examples are; uncertainties of  relocating, not recognizing client worth and so on. Poor services, as well as poor-quality products that fails  meet  customer demands are usually the outcomes client worth(Lehmann and Stuart, 2004). According Lehmann and Stuart (2004), companies should produce the vital values. Contextually,  value does not describe price here but the regarded gains bound to be acquired in the semblance of price, based upon the proper comprehension of the client’s circumstances and demands. 
Customer value refers to what the consumer attains from a product  or service. Whereas the value of a customer in a company is the stand which keeps Euro Car Parts in business, the main goal of the organisation is to make a clear attempt in creating client value in order to attract and keep consumers, to provide top quality and exceptional organisational worth to the clients. Executing a reliable marketing element by offering certified products and services of the business will certainly meet and exceed the aspirations of clients more effectively than a number of competitors (Jobber and Chadwick, 2012). To achieve this effectively, Euro Car Parts classifies its services into two types, specifically; Business-to-Customer (B2C) and Business-to-Business( B2B) services. Each of this classification gets distinctive services customized to satisfy their needs and expectations. For the lasting survival of a firm and productivity, client value should  be treated as a crucial requirement. In this competitive market of vehicle components and accessories, recognizing the means a client judges the value a product or service has actually been vital. Whereas research study on consumer worth in several industries remains constant, it has already created a great deal of worthwhile perceptions  in the value development processes from consumer and business viewpoints (Rosenberg and Czepiel, 2017).
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Figure: Consumer Value Tree (Adapted from Beaumont and Leland 1996).

The client value tree above, explains the essential elements in maintaining customer worth since it is assessed on the advantage of the services and  products as clients perceives. The  service or product should be authentic, lasting and a featured one. Besides that, product  price defines client worth. Clients seek the service or  product before payment  the offered price. Where the item cost satisfies the assumptions of the clients, the value will certainly will go up otherwise, it might decrease. It is also vital to keep the relationship with the clients side by side with price and product. Regularly keeping in touch through calls, messages etcetera, will certainly draw the attention of clients and assist to produce the finest reputation of the organisation. Thus  revealing that the organisation cares about their consumers' desires and needs. Clients also perceive that the organisation is endeavouring to achieve clients’ satisfaction thereby creating the chances of becoming a long-term client of the organisation. Euro Car Parts does this by making after sales follow up call and short survey to find out customer’s judgement on the product performance as well customer care when placing the order. This is mostly done with the business-to-business(B2B) or trade clients.  Client  value additionally refers to the capacity of company to create as well as add value to the services and goods, particularly to the services it supplies to clients, or the service elements of their organisation (Johnson and Weinstein, 2004). Essentially, client worth involves remarkable achievements on these four value-points;
a) Service: the abstract worth supplied to clients.
b) Quality: clients' perception of exactly excellently a business's product or services satisfy assumptions.
c) Image: clients’ assumption of the organisation with which  they relate.
d) Price: the price you can command for your services and goods which your clients agree to pay.

[bookmark: _Toc60527776]Marketing  Theories.

There are various marketing theories that have been identified and relevant to this report. Products and services are created to address clients' troubles or fulfil their demands. Due to the fact that not all clients share similar needs, not all will certainly shop the very same product or service. Market division is the skill of exhibiting a firm's product to sectors that need it, can afford it, and know precisely  how to access it. Company  owners and marketeers who determine these sectors based upon behaviours, demographics and demand, can concentrate their marketing initiatives on clients that are prospective buyers. The  marketing mix approach can then be designed to bring in these clients, appeal to their requirements, and expand the product's productivity. The idea of a marketing mix is to arrange all elements of the marketing strategy around the behaviours, wishes and psychology of the target audience. This alignment thinks about marketing as it applies to the concept of the "4 Ps"  which are;
a) Product:  considers its layout, competitors and features. 
b) Price: an aspect that can be gotten used to handle demand, to identify revenue margin, and to drive market share. 
c) Promotion: It looks for to find which media to engage in order to make the best individuals familiar with the product's advantages, and which mottos, tag lines as well as logos will reverberate with the target market. 
d) Placement: figures out where and how possible consumers can access the item. Youths might intend to search, purchase as well as pay on-line things. Others may favour the personal services of a qualified sales representative.

[bookmark: _Toc60527777]Maslow's Hierarchy of Needs

Theorised by Abraham Maslow in 1943, this five-stage model can be divided into our most important needs including: physiological, safety, love, self-actualisation and esteem. Maslow thought that we must initially fulfil reduced level "standard" demands before proceeding on to satisfy greater degree "growth" requirements. Once our requirements have been reasonably pleased, we might after that be capable of attaining greatest degree of self-actualisation. This is applicable to both marketing as well as writing, due to the fact that it is our task to initiate a demand for our clients and supply satisfaction of that need, the more convincingly this is achieved, the most likely clients are to act on this demand. Euro Car Parts purposefully deploys this theory by offering relatively excellent top quality less expensive versions of a product to new clients then slowly presents them to the a lot more costly premium variations in the process. The simplicity  and straightforward nature of this concept in evaluating human inspiration as well as needs has considerably aided Euro Car Parts to utilize management and marketing approaches which have seen the firm become one of the market leaders in automobile components and accessories distribution in the United Kingdom and Europe. The firm acknowledges that, a satisfied requirement does not inspire because when a requirement is pleased, an additional need develops. To fulfil this incessant human practices, its supplies varied items from different manufacturers ranging from standard to latest high-end components and luxury accessories such as alloy wheel, sports rims, in-car audio visual gadgets and many others. Euro Cars Parts additionally identifies that meeting these demands cannot occur instantly but instead calls for effort and initiative from individual employees. It therefore uses Staff Recognition and Reward (SRR) strategy such as Employee of the month award to keep the staffs motivated.

[bookmark: _Toc60527778]Consistency Theory

This concept specifies that when our internal systems composed of beliefs, values and attitudes, all support each other, we locate convenience and satisfaction. The resultant effect is the unease of intellectual dissonance and our need to regain balance if things were to fall out of alignment. The most valuable part of this theory for marketing department of Euro Car Parts emanates from the fact  that we also have a very strong desire to perceive that  we are consistent with social norms. When our inner systems (Euro Car Parts culture and values) conflict with social norms of the external systems(society), we are more probable to pick the social norm and risk the internal dissonance for fear of social exemption. Comprehending this principle offers Euro Car Parts with the power to convince clients by appealing to their wish to “fit in”. For example, its trendy for younger people  to have cars fitted with powerful music Equipments such as sub-woofers and loud exhaust systems. So stocking  these products and producing customized marketing messages targeting this market segment creates a competitive edge.

[bookmark: _Toc60527779]The Extended Self theory

This theory specifies that properties mirror the identity of the holder. Ultimately, our possession contribute to our identification. To successfully market a product or belonging, we must seek to acknowledge just how these models the identity of the client. We can then interest the needs outlined in Maslow's pecking order or to the need  to "suit" as clarified in the Consistency concept. By recognising the idea that possessions are an expansion of our very own self, the value  of product ownership substantially enhances. This knowledge is one among many others that improves Euro Car Parts' market knowledge bank which allows it to stock the best products, market it properly and  successfully supply hence creating the competitive edge that has allowed it capture a large portion of the market share in distribution of automobile components and accessories in United Kingdom and beyond.

These marketing concepts create valuable insights into the behaviours of Euro Car Parts' target market and its competitors. As managers, we need to continue to build our comprehension of these concepts to boost the performance of our messages. When high quality writing is incorporated with the strength of marketing, it creates outstanding effects. 
Product quality, cost, service, client feeling, individual factors, situational elements , an equity comprehension, item attributes etcetera, are among the aspects that impact the client  value.

[bookmark: _Toc60527780]Benefits of creating and keeping great customer Relationships

Client relationships is the procedure whereby business advertise customer contentment and commitment (Garfield, 1990). At its basic standard, it entails managing communications with clients, especially customer concerns and grievances, and also resolving disagreements agreeably. The supreme goal of most customer relations programs is to construct lasting connections which maintains the client purchasing the services or product as well as suggesting it to various other customers. To satisfy this goal, business might go to fantastic lengths to construct a solid reputation for showering their customers with unique services, price cuts, presents, or various other benefits (Garfield, 1990).

a) Enhances Better Customer Service
Great customer connections offer companies with countless strategic advantages. Among such is the capacity to add a personal touch to existing partnerships in between business and also the consumers. It is feasible to deal with each customer individually rather than as a team, by keeping a database on each consumer's accounts. This permits each staff member to recognize the particular demands of their consumers as well as their deal data. The organisation can periodically adjust the level of solution used to reflect the significance or condition of the client. 
Enhanced responsiveness and understanding amongst business employees cause better consumer service. This lowers client anxiety and also improves their commitment to business. The firm would certainly profit more by getting feedback over their products from esteemed clients. The degree of customer care provided is the essential distinction between businesses that lead the charts and those that are amazed with their defective actions. This has been really obvious during the Covid-19 pandemic with numerous organisations closing down because of this as well as lots of others who fall short to quickly reorganise, will close down business post Covid-19. Consumer service efficiency is measured by comparing turn-around time for service issues raised by clients in addition to the number of solution mistakes tape-recorded as a result of misinformation. A great company should constantly follow up with consumers on the products they get. This technique enables a service to remedy feasible issues also prior to they are logged as complaints.

b) Rises client profits
Excellent client relations guarantee effective co-ordination of marketing campaigns. It is possible to filter the information and guarantee the promotions do not target those that have already bought particular products. Companies can additionally utilize the information to present loyalty programs that help with a higher consumer retention proportion.

c) Enhances effective cross and up selling of products.
Cross-selling entails offering complimentary product or services to customers based on their previous acquisitions. On the other hand, up-selling inloves offering premium products or services to customers in the same classification. Selling can be made feasible within a few minutes of cross-checking available data. Aside from facilitating quicker deals to customers, the two types of offering assist the team in gaining a much better understanding of their client's needs. With time, they can constantly expect relevant purchases from their consumer.

d) Improves customer commitment
Great consumer relations serve in determining consumer commitment in a much less expensive manner. Faithful clients end up being professional recommenders or marketeers of the service and the product supplied. Subsequently, business can advertise their products or services to new clients based upon testimonials from devoted customers. Reviews are usually convincing greater than offering theoretical frameworks to your future potential customers.
[bookmark: _Toc60527781]Impact of Covid-19 pandemic on organisations.

The ongoing "coronavirus disease 2019" or "COVID-19" brought on by the SARS-CoV-2 infection (Severe Breathing Syndrome-Corona Virus 2) has negatively affected organisations' quality systems and controls for clients in practically every organisation. According to World Health Organisation, the pandemic is mainly a health crisis, but it also has far-ranging financial consequences. Worldwide, it is interfering with people's livelihood, with out of proportion effect on the minority ethnic groups and the poor. As a global crisis, it is posturing obstacles to humanity that have never been experienced before. With nearly all public activities such as education, work life, sports and leisure all  grounded to a halt. No country has actually been left unblemished by the pandemic. Governments worldwide have been rushing to adapt to as well as to mitigate the spread of the infection. The majority of the countries' micro organisations halted operations as a result of their lack of ability to implement preventative health procedures such as social distancing, provision of personal protective equipment (PPEs) like hand sanitisers, masks and Perspex screens for employees and customers. These safety procedures resulted in an increase in overhead for companies  like Euro Car Parts that remained open.
Joblessness has intensified, the risks associated with Covid-19 linger and containment measures are continual or intensified. While the Covid-19 pandemic continues to spread across the globe, its influence on labour markets is comprehensive, impacting on a number of  individuals to differing degrees. For many employees, the unveiling of social distancing measures, lockdowns, and other related restrictions to flatten the curve of infections have had dire effects, including (necessary) leaves of unpredictable period, furloughs, decreased working hours and also wages, layoffs as well as job losses, along with organisation closures. For a considerable section of the working populace, the pandemic has led to a sudden increase in workload, as well as major adjustments in working arrangements and conditions.
[bookmark: _Toc60527782]External factors and their impact on quality management 

Political factors: These consist of the government actions or approaches that can influence the economy, which at some point will affect the way organisations operate despite the industry they come from. This consists of political stability, government policies, public financial investments, tax policies, local facilities or infrastructures, and national and international  trade arrangements.

Economic Aspects: The economic conditions like modifications in the proportion of demand and supply can influence organisational effectiveness and efficiency. The financial elements include rising cost of living, modifications in the currency exchange rate, financial growth or decline, and adjustments in rates of interest.

Market Elements: The ever-changing market setting that shows customer choices. This might consist of competition, emerging patterns, supply chain relationships, population analytics as well as client needs.

Technical Factors: It consists of the influence of technical innovations and technologies evolving in the market. The most typical instances here are automation, new equipment and innovation awareness or technology recognition.

Environmental Elements: It majorly covers the environmental factors that impact the organisation's processes as well as consumer needs. The examples  here can be the adjustment in weather, Corporate Social Responsibility(CSR) campaigns etcetera.
Compliance and Regulatory Aspects: It consists of the adjustments due to the compliance criteria and their most current modifications. Every external element is most likely to bring some adjustment for the whole organisation and all the adjustments need to be taken care of effectively and efficiently to transform the undesirable conditions t into improvement opportunities.

[bookmark: _Toc60527783]Conclusion

Clients are more than just hard to please and choosy individuals patronising your business. Companies need to understand that clients are their most valuable long term partners. They also need to recognise that consumer worth is not just a strategy or temporary oriented endeavour, but rather a method of working. Recognizing the dynamics of service value drivers and how they interact to produce success and profitability overtime is essential. Value Over Time (VOT) is what develops strong and long lasting businesses, as well as what produces market drivers and leaders.
According to Weinstein (2012 ), the secret to retention is customer complete satisfaction and high client contentment comes from delivering superior client value. Very pleased consumers stay faithful longer, talk favourably about the organisation, pay less attention to competitors, are much less price sensitive, provide service suggestions to the organisation and  much cheaper to serve than brand-new clients (Weinstein, 2012). This ought to also advise organisations of the 80-20 rule; essentially that 80% of sales comes from 20% of consumers. This 20% of customers represents repeat clients that are faithful due to the  exceptional client value they perceive in your business. Organisations must frequently measure themselves by their ability to please consumers, fulfil their expectations and retain them. Organisations that are able to successfully do this, will always withstand the waves of challenges in times of crisis like the one presented by Covid-19 pandemic.
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