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· Do you agree that simplicity is nowadays a key competitive advantage? Explain why or why not.
It is true that simplicity is a key competitive advantage that each and every firm should consider utilizing in their operation. The competitive advantage is mostly generated through great user experience and product design, with simplicity being the major determinant of the company’s competitive advantage, (Yen, 2014). Simplicity makes the company or n organization to differentiate itself from other competing firms, thus creating values and revenues. The firm and its success in the market depend more on each other. The company must ensure that it is capable of protecting social life and environment sustainably. Simplicity needs to be the key in each company that needs to outsmart other rival firms as this is going to reiterate the organization as the entire target population is waiting to see a competitive advantage that it provides.
· What other factors do you consider relevant for adding value to customers?
In order to create value for the customers, it can use some other factors other than using added value design, collaborative and creative processes. The other factors that the firm can use include the following. Firstly, the company should always put into consideration the customer's perspectives, knowing that the business success is seeing through the eyes of the customer. The company should consider the market forces that are prevailing and vet the products and services that the company have in respect to how they are going to benefit the individuals in the marketplace, (Brown, 2009). 
Secondly, the company should consider working towards improving the satisfaction of customers. There is a continuous debate on whether the customer is always right or not, however, not satisfying the customer's demands or needs is going to make them not to come back again.
· Share some experiences with technology products or services that have added value to you as a customer?
In my experiences, technology has added value to me as a customer by enabling digital ordering, where one just needs to click the button just once to make the order, secure the billing data storage and lastly directly purchase from alternative retail channels, e.g. the print circulars, (Flint and Woodruff, 2014). Through online services, one can get to know more about the company that he or she wants to purchase goods and services from. The technology has reduced the long traveling that was witnessed before the technology. This experience has helped to cultivate a very strong customer loyalty to the companies with more satisfying products. The retailers are now capable of providing value-added services through technology, so as to transform the shopping into more enjoyable and comprehensive experience. 
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