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Executive summary
Customer experience refers to perceptions of the customers interactions with the organisation from perspective of customers. The organisation has launched a latest visual identity in 2008, emphasising upon their unique ownership model as well as their commitment towards providing exceptional customer services. In context to this, John Lewis has been of the leading companies in the retail sector of UK, which has been one of the most competitive sectors of business in the perspective international scenario. Pricing of a product in a market is considered very important, as over pricing will have a direct affect on customer demand. Value of a product cannot be same to all customers as each one has a different kind of choice. The major benefits that a customer looks for while going for a product are quality, brand value and past experience. Other renowned multinational companies like Hilton and John Lewis are famous in providing effective customer experience, utilises CRM technology for connecting with their customers experiences with their employees across all levels as a part of their organisational culture.
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[bookmark: _Toc7452328]Introduction 
Customer experience refers to perceptions of the customers interactions with the organisation from perspective of customers. In other words, it can be expressed as perceptions of customers with regards to interactions with system, products, services or channel. It is responsibility of an organisation to measure experiences of customer against their expectations across all points of interaction. On the other hand, customer engagement refers to actions that might be taken by the customers like buying, posting, tweeting, following or referring a product or services, which are offered by an organisation. If a customer is receiving a positive experience, they tend to engage and exhibit more loyal behaviours as well as attitudes. This report will be emphasising on factors that impact on John Lewis's ability to minimise customer value, various theories that might be linked with buying decision-making process as well as benefits and challenges of maintaining an effective relationships with customers.
[bookmark: _Toc7452329]Background of the company 
John Lewis is a chain of high end department stores which has been operating all over United Kingdom. They have been operating in 51 shops across the UK as well as their official online store (Johnlewis.com, 2019). The organisation has launched a latest visual identity in 2008, emphasising upon their unique ownership model as well as their commitment towards providing exceptional customer services. As per the views of Berguson (2002), in changing retail market, John Lewis has been focused upon creating innovation and differentiation in three key areas, which are unique products, personal services, and widening their services. John Lewis’s core strategy is to develop a targeted and curated assortment by laying greater emphasis upon their brand ranges as well as developing exclusive brands and products that are available only at their stores. 
As per the studies of Gummesson (2002), it is evident that, service ambitions of John Lewis are centred on creating exceptional Partner-centric experiences and services. The organisation is empowering their partners using technology and investing into skills that will increase demands of customers for expertise and trusted advice in fashion and home. In this way, they will be able to bring about a new level of curate, personalised and shopping within their stores. The company has won various awards including ‘Best Clothing Retailer 2018’, ‘Best Multi Chain Retailer 2018’ and Best New store at the Retail Week Awards 2019 (Johnlewis.com, 2019).


[bookmark: _Toc7452330]Factors that impact on John Lewis’s ability to maximise customer value 
[bookmark: _Toc7452331]Importance of Customer service
In a business it is very important to know about the needs and demand of customers. Providing customer service helps in running an organisation smoothly. Based on the information gathered from the study of Hill and Alexander (2017), it can be stated that providing good customer service helps in adding value to the brand and also in retaining old customers. John Lewis has been in the retail sector, which has been one of the most competitive sectors of business not only in the UK but also in the perspective international scenario. Having a customer centric attitude for John Lewis can help the organisation in market development and will also help in retaining customers. As per the views put forwarded by Hill and Brierley (2017), it has been evident that there are certain benefits of having customer service like reducing employee turnover and prevention from business failure. 
Provides value
Good customer service intends to have focus on treating customers better by answering their questions and by exceeding the customer expectations. Taking this approach in the perspective of John Lewis can help in better customer engagement with building strong bond. This will have an direct affect on the brand value as more happy customers will be more satisfied with the brand.
Retaining customers
Another huge advantage of having a customer centric approach is it helps in retaining old customers along with building new loyal ones. John Lewis can effectively save costs on promotions by keeping satisfied customers. There have been researches from where it has been clear that about 60 to 70% of customers’ returns to the same brand when they feel satisfied.
Creating endorsements
Based from the viewpoint of Kaura et al. (2015), it can be said that loyal customers intends to bring positive endorsements through positive online reviews. The brand becomes stronger from positive customer feedbacks. A customer who is loyal can be valuable more rather than a new customer. It has been evident from studies that customers intend to share their own experiences about brands, which effectively help in increasing the brand popularity. Customers of John Lewis will spend more with a customer centric approach. 


[bookmark: _Toc7452332]Analysing Customer centrality
Understanding customer need and analysing is not that easy as it looks like. The process intends to involve new product development, new techniques for finding customer demands and concentrating on the needs of customers. Based on the information gathered from the study of Nyadzayo and Khajehzadeh (2016), it can be stated that there are as much as five types of nature of needs, which are relevant for any organisation. In order to analyse customer centrality of John Lewis there five needs are to be emphasised on. 
Current product demand
The first step in analysing customer centrality is by assessing the current demand of products. This helps in finding the quantity of the items customers buying from the stores. For this there is a need to use complex equipments like the GPS units which needs specialised manual instructions. John Lewis can find the products which are more popular and those which are less. 
Future needs
In order to predict the future needs of customers there must be conduction of proper market research. As per the view of Lemon and Verhoef (2016), it can be said that this is one of the key elements of customer orientation. For this approach, John Lewis needs to put more emphasis on answering the questions asked by its customers by making an approach for meeting their future demands.
Pricing level
It has been evident that customers tend to have a tendency of choosing products at a lower price possible. Pricing of a product in a market is considered to be very important as over pricing will have a direct affect on customer demand. John Lewis needs to put a price strategy that can benefit both the organisation and its customers by keeping a fair price. Also another important feature of this strategy is customers tend to assume that a product with a higher price will be having a higher perceived value.  
Information needs
In a market scenario it has been evident that customers have knowledge for a product along with the various implication of owning them. This intends to include the product advantage s along with the disadvantages. Mostly organisation does not promote on the disadvantages and only seek out the good things. John Lewis needs to present their products in a proper format with accurate information. 
Product availability
In a marketplace products are to be available in right time at right place. As per the views put forward by Hill and Alexander (2017), it has been evident that an organisation needs to put appropriate intermediaries in order to ensure the products are to be found in those places where there are customer demands. John Lewis needs to emphasis on this factor. 
[bookmark: _Toc7452333]Importance of Customer value
Customer value can be referred to the level of satisfaction customers intend to get from a business. Customers are the prime source for the success of an organisation. If there are more customers for a brand, it means that the brand has more value and customer centric. In the modern business timeline customer, value intends to be a perception of value of a service or a product that a customer receives. According to McFarlane et al. (2016), it can be said that customer value tends to have certain factors, which are personnel benefit, product benefit, service benefit and image benefits. Value of a product cannot be same to all customers as each one has a different kind of choice. The major benefits that a customer looks for while going for a product are quality, brand value and past experience.
John Lewis can add more customer value through a developmental process. This involves communicating the product value to the Customer so they are getting encouraged to buy them. Customer interaction will help in provision of necessary information provision perceived benefits for both the organisations and the customers. On the other hand putting more customer value will include proper market surveys and market research for John Lewis.
[bookmark: _Toc7452334]Value and purpose of customer relationship management 
[bookmark: _Toc7452335]Purpose of Customer Relationship management
Customer relationship management is the core of all of strategies, activities and technologies that are being utilised by an organisation for managing their interactions with their current as well as potential customers. In accordance to Goodman (2009), CRM enables organisations like John Lewis to build an effective relationship with their customers, which results into customer loyalty and satisfaction. As customer loyalty and revenues for a business are interlinked, CRM is an effective strategy, which enhances profits of a business. Customer Relationship management tool can helps organisations like John Lewis in creating a simple database for communicating with their customers in a scalable manner. As per the views of Leppard and Molyneux (1994), it is quite evident that, there has been an increasing use of CRM software on a global basis, which is mainly driven by enhanced investment in customer experiences initiatives as well as digital marketing. 
Role of John Lewis
John Lewis has recently launched its CRM based programme ‘my John Lewis’ with an aim to provide their customers with a seamless experience across online and offline channels and gaining an deeper insight regarding preferences of their customers. Chris Bates, Head of customer marketing at John Lewis stated that, by understanding buying behaviour of customers, a retailer is able to provide them with an enhanced personalised service in from of curate, related content and access to exclusive rewards and events. As opined by Assael (1995), it is a cross-channel programme, which suggests that content, will be covering all personalised mails which consist of details of recently launched products based on customer’s requirements and providing them information related to exclusive events held by John Lewis. Moreover, various reward vouchers and offers for enhancing buying experiences of their customers at their stores. 
Aims set by the company
According to Chris Bates, the company is aimed at obtaining a deeper insight of their customer preference; Money supermarket is wishing to take it to one step further by understanding needs of their customers before they know themselves. According to Bishop (2012), in this competitive market, it is essential for organisations to anticipate a point in which they are about to leave. Various multinational companies like Hilton and John Lewis who are renowned in providing effective customer experience, utilises CRM technology for connecting with their customers experiences with their employees across all levels as a part of their organisational culture. It will enable John Lewis in understanding the issues that are faced by their consumers before it threatens their relationship with customers. By linking information with feedbacks provided by customers via social media enables businesses to address the issues faced by the consumers. 
[bookmark: _Toc7452336]Analysing the customer’s experience of an organisation 
[bookmark: _Toc7452337]Quality modules and standards 
A product is referred to be of quality if it is free from any manufacturing defects and in order to ensure that, certain standards are required to be set for obtaining uniformity in entire sets of products which are manufactured. Inspired from the viewpoint of Buttle (2009), it can be stated that, defined standard are needed to be such that specifications and features that are offered by the product meets the implied need of the product. ISO international standards are set of quality standards accepted by most of the international firms all over the world. If a retail organisation is unable to meet set of quality standards, it might lose customer trust as well as its market share. ISO 9000 is a set of quality standards, which are maintained by International Organisation for Standardisation and regulated by certification and accreditation bodies. ISO 9000 addresses various quality management standards that are needed to be fulfilled by retail companies like John Lewis. As per the studies of Christopher et al. (2013), these standards evaluate the ability of organisations to meet the needs and requirements of their customers and provide necessary guidelines for improving their performance.
Quality standards at John Lewis
Retail sector industries like John Lewis possess various complicated challenges and activities during their course of operation. From the views of Forsyth (1999), it is evident that, John Lewis has implemented ISO standards for lowering the costs involved in operations as well as improving their output quality, hence enhancing customer satisfaction. Textiles industries like John Lewis accounts for providing jobs to millions of individuals worldwide. These industries prove to be a major contributor among the manufacturing industries globally.
ISO 9000 standards have been viewed as a necessary factor for exports by John Lewis. However, the main concern within the organisation is existence of imperative relations between materials quality and final product quality. ISO standards enable the industry to enhance raw material quality and hence enhancing quality of final product. It will ensure systematic management approach, improved performance, genuine approach towards decision making and enhanced supplier relationship. This assists organisations like John Lewis in ‘Weaving a Quality Industry’
[bookmark: _Toc7452338]Stages of Buying decision making process 
The traditional model of buying decision making process of a consumer is a five stage process that a consumer has to go through while purchasing any product or service. An organisation is required to understand these steps for moving a customer to buy a product, communicate in an efficient manner and close the sale. 
[image: ]
Figure 1: Five-stage model of the consumer buying process
(Source: Influenced by Buttler. 2009)
Stage 1: Needs Awareness
In this stage, it is essential for business like John Lewis to determine when their target demographics are developing these needs and devise an appropriate time for advertising. As opined by Foxall and Goldsmith (1994), marketers of John Lewis can also assist their customers in recognising the needs, problems or circumstances in order to trigger their needs. In addition to that, marketers can also create certain circumstances by themselves for making their customers feel insecure without the product or creating an appropriate status for their customers. 
The factors which can influence these moments includes creating a desired product or services, providing necessary information about the new products as well as having complementary products which can motivate or create a need among the customer.
Stage 2: Information search
After the customer has developed his needs or wants, he may search for alternative products or services which they can purchase for satisfying their needs. The second stage is known as information search, where a customer will look for internally and externally for obtaining information of desired product. As per the studies of Greenberg (2010), it is evident that, a customer uses internal information search in order to obtain information from the memory such as past experiences related to the product. An external information search refers to obtaining an insight of one’s family or friends who are using the product. He can also gain information from reviews, blogs written by other users. 
Stage 3: Evaluating Alternatives
After gathering necessary information related to the products, a customer can seek for other alternatives which will satisfy their needs and requirements. This stage will be heavily influenced by attitude as well as involvement of customers. John Lewis has developed necessary tools and techniques in order to have clear understanding of needs and requirements of their customers for providing them with suitable products and enhancing their experience. In accordance to Harrison (2005), the customers of John Lewis are well aware of range of products provided by the company and hence enable them to purchase alternative products for satisfying their needs and requirements.
Stage 4: Purchase Decision
This is the stage where consumers purchase the products; Based on their needs and requirements, obtaining necessary information and evaluating alternatives, a customer will make his final decision of purchasing the product. As per the views of Håkansson and Snehota (1995), it is evident that, John Lewis has been assisting their customers in purchasing necessary products according to their needs.
Stage 5: Post Purchase
In the final stage, the consumers will evaluate and review the product whether they are satisfied with the product. In accordance to Kaynak and Herbig (2014), if a customer finds out that they are satisfied after using the product, they become brand ambassadors who will influence purchase decision of other customers, in turn increasing chances of getting the products to be purchased again. John Lewis have adopted an online portal, where their customers are able to review their products and pointing out issues that might be related with the product. 
[bookmark: _Toc7452339]Appreciation of the importance of quality control 
Ensuring product quality is a key asset of retail industries like John Lewis, which will maintain their brand image, making them successful and sustain for a longer time. The importance of ensuring quality within retail industries can be stated as follows:
Building Reputation
John Lewis is a reputed retail business within the United Kingdom and took several years to build their reputation within the market. Based on the information gathered from the study of Lewis and Varey (2012), it can be stated that, in order to maintain its brand reputation, John Lewis is required to deliver quality products and services to their customers, so that they can have an unforgettable experience while shopping at their stores. This will make customers to visit their stores again and again. 
Customer Satisfaction
Customers are the ultimate receiver of John Lewis’s product or service and making their customers happy will enhance brand reputation and ensures growth. As stated by Mooij (2004), it is evident that, the companies who are providing their customers with cheap or low quality product for being with par with market’s needs or demands, degrades their brand reputation and customer loyalty.
Constant growth
For any retail business like John Lewis, growth is an essential factor which always should be higher. For ensuring constant growth, retail businesses are required to provide quality products to their clients and customers. The customers are usually easy to satisfy by maintaining constant quality within their products. 
Effectiveness of Buyer seller Relationships 
The relationships between buyer and seller are important within any retail businesses. Proximity and interpersonal relationships are important for evaluating buyer seller relationships. Interpersonal satisfaction refers to evaluation of relationship by buyer with the seller. The experiences incurred by the buyer while the buyer evaluates purchasing products and services from John Lewis. Maintaining an effective relationship with buyer will allow the organisation with an access to better market opportunities, higher profits and enhances loyalty with their customers.
Achieving competitive advantage
An effective relationship between buyer and seller in retail industries like John Lewis will assist them in gaining a competitive advantage within the market. As opined by Payne (2012), by having a better understanding about needs and requirements of their consumer will enable the seller to gain trust and loyalty of their buyers. In order to maintain an effective buyer-seller relationship, John Lewis has taken an advanced step by lowering their product prices as well as providing them with unique products for gaining a competitive advantage within the market. As the volume of sales is increased, cost of manufacturing goes down due to mass production and hence their revenue increases.
Brand and product loyalty among customers
Buyer seller relationships can be enhanced by communicating effectively with their consumers as the seller keeps the buyer updated about the reward vouchers, which they have been obtaining, by dealing with their suppliers. As per the views of Piercy (2009), it is evident that, this will provide the buyer with a sense of satisfaction as well as enhances loyalty between buyer and seller. 
[bookmark: _Toc7452340]Benefits and challenges of developing and maintaining good customer relationships 
Delivery and collection are an important aspect within John Lewis for enhancing customer experience. The recent reports suggested that, the company has always been focused on enhancing customer experience by certain improvements and innovations within their strategy like self-service click, two hour delivery, and enabling their customers in gaining necessary information as well as availability of their products and services through their online portal and John Lewis app. In accordance to Ruskin-Brown (2005), the various benefits of developing and maintaining good customer relationships are as follows:
Benefits of developing and maintaining customer relationships
Better relationships with their clients
When an organisation possesses a clear knowledge of their customers, the more their customers know that they care about them. It will enable organisations like John Lewis to establish strong, loyal and deeper relationships with their customers.
Improved ability to cross-sell
When John Lewis is well aware of needs and requirements of their customers, they are able to provide better solutions to them as well as recommend them with products which will suit their needs.
Enhanced efficiency in serving clients
When an organisation like John Lewis is well aware of needs and requirements of their clients, they are able to serve them better. In accordance to Schneider (2004), when employees are making use of CRM for recording their interactions with customers, they are able to serve them by having information about what have been discussed previously with their client.
Greater staff Retention
As the employees are having greater knowledge, they become more engaged and empowered. As opined by Smith (1997), by having an up-to date CRM that is used by everyone will enable employees to solve issues which are faced by their clients in an effective manner.
Increased revenue and profitability
As the employees of John Lewis are learned, and are using CRM in an effective manner, productivity of organisations increases, sales cycles depreciates,  organisation is able to offer their clients with additional products and services to their customers ans as a result their customers are more satisfied. 
Challenges
Understanding expectations of customers
One of the major challenges faced by John Lewis understands diverse and constantly varying expectations of their customers (Solomon, 2004). It is important for the company to understand their customers, clients and consumers for providing them with products and services according to their needs.
Reaching out to customers
After understanding needs and requirements of their consumers, John Lewis required to devise a way to reach out to their consumers. The organisation is required to have a customer feedback system for understanding issues related to product as well as enhancing customer experience.
Exceeding expectations of Customers
Since the consumer’s expectations are constantly increasing, John Lewis is required to stay a step ahead of their competition. It can be achieved by remaining updated with new suggestions and initiatives which are based upon current industry trends and feedbacks provided by their customers (Wellington, 2010).
Consistency
It is one of the challenging tasks faced by various businesses like John Lewis. It is necessary to be ensured by the organisation to provide effective customer service and that every customer experience is equally good.
[bookmark: _Toc7452341]Conclusion 
It is important for every business like John Lewis to understand the needs and demand of customers. Providing customer service helps in running an organisation smoothly.  Having a customer centric attitude for John Lewis enables them in market development and will also help in retaining customers. Providing effective customer services has enabled John Lewis to provide value to them, retaining customers and creating endorsements. From the above study, it can be concluded that, customer centrality will enhance current product demand; future needs, pricing level as well as availability of their products. John Lewis can add more customer value through a developmental process. This involves communicating the product value to the customers so they are getting encouraged to buy them. CRM is an effective strategy which enhances profits of a business. Customer Relationship management tool can helps organisations like John Lewis in creating a simple database for communicating with their customers in a scalable manner. The various benefits of establishing good customer relationship includes improved ability of cross-sell, enhanced efficiency in serving clients, greater staff retention and increased revenue and profitability.
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