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The purpose of this paper is to see how customers interact between the theoretical nature of existing contributions in customer engagement value (CEV) and it requires to practically empower business decisions. This is done by using sufficient framework that consists of three techniques, each of which combines the components of CEV to make it more comprehensive and applicable. The paper also reviews and analyses the work that has been done so far around CEV whether in business to business (B2B), business to consumer (B2C) or consumer to consumer (C2C) markets.
In today’s fast growing competitive business world it is a critical success to understand and deliver customer value. Customer engagement value measurement and management has traditionally focused on customer acquisition and retention and increasing customers’ spending with a company and becoming of a customer lifetime (CLV) over time (Kumar, 2008b). This perspective predominantly centres on transactions between a customer and a firm, whether it be through repeat purchase or cross-buying, to ultimately increase a customers’ lifetime value. Customers, however, contribute to firms in many ways that are beyond direct transactions (e.g., word of mouth [WOM], new product ideas, etc.). Firms are now recognizing the imminent need to focus on building personal two-way relationships with customers that foster interactions. Such active interactions of a customer with a firm, with prospects and with other customers, whether they are transactional or non-transactional in nature, can be defined as ‘‘Customer Engagement.’’ The Economist Intelligence Unit (2007, p. 2) reinforces the importance of such customer engagement: Companies are now realizing that engagement is also a more strategic way of looking at customers and stakeholder relationships. In this emerging approach, engagement refers to the creation of a deeper, more meaningful connection between the company and the customer, and one that endures over time. Engagement is also seen to create customer interaction and participation.
[bookmark: _Toc170384843] 2. What is customer value?
According to the research of (Maze, 2024) When it comes to customer value its thought to be in mind as if it is to do with money. It may seem that the seller is giving the customer a quality product or a fair price, but customer value is indeed much more than what meets the eye. Today’s customers are more likely not have the interest of quality or price but at the same time customers want a service or product that they purchase to meet needs they have or a problem that needs to be solved. A lot has changed with customer value with having a ton of options to where to shop at their fingertips customers look for where companies continue to deliver value (Maze, 2024) Customers recognise values in a company that makes their lives uncomplicated and improves their general sense of wellbeing in perception. (Maund, 2018) Similarly, customer can switch to other sellers after any poor experience they have at first glance. Sellers need to ensure that they are doing all to demonstrate for customers to keep coming back. Customer value is well defined to how a service or product is worth to the buyer. It all comes down to how it will be useful to the buyer. Buyers use evaluation to weigh the benefit or cost associated with the products with emotional costs, monetary, energy, their time that can assess the value of the purchase. Moreover, according to Kumar v as cited in (Maund, 2018) Customer engagement value (CEV) is a induce to interactions and experiences that a customer has on a brand that can have various of channels and touch point. This helps the customers to engage with brands, e.g. 
· Content: When consumer’s engagement with marketing materials such as videos, social media post, newsletters (Maund, 2018)
· Feedback: customers providing reviews on products they brought, offering feedback, participating in surveys.
· Transaction: How customers purchase, patterns and behaviours.
· Communication: Customers communicates through social media, customer service, email, text.
· Referral value: Customers who bring value when they bring a new customer through referral can be word of mouth to friends and family. (CRV) can be of benefit of the business directly or indirectly make contributions made through purchases by a customer (Komar v, (Maund, 2018)                

Furthermore, according to the finding of (Van Doorn et al., 2010) the conception on (CEV) The creation of value by customers for business occurs through a more complex structure than through purchase alone. This includes the way of acting of customers patterns of customer engagement, in addition to purchases, which can be both positive (i.e. posting a positive brand message on a blog) and/or negative (i.e. organizing public actions against a firm (Van Doorn et al., 2010) Heance, it can be intrinsically or extrinsically motivated. Customer value is, therefore, suppose by the nature and strength of customer engagement regarding the firm and its product/service offerings (Van Doorn et al., 2010) The define and propose that the value of customer engagement is consist of four core dimensions of Customer purchasing behaviour, whether it be repeat purchases or additional purchases through continuous selling or cross selling that will lead to customer lifetime value (CLV). 2) Customer referral behaviour as it relates to the acquisition of new customers through a firm initiated and incentivised formal referral programs extrinsically motivated, (Van Doorn et al., 2010) corresponding to customer referral value (CRV). 3) Customer influencer behaviour through customers’ influence on other acquired customers as well as on prospects (e.g., WOM activity that persuades and converts prospects to customers, minimises buyer remorse to reduce defections, encourages increased share-of-wallet of existing customers, usually intrinsically motivated, corresponding to customer influencer value (CIV). 4) Customer knowledge behaviour via feedback provided gives new ideas to business for restructuring and enhancement that help towards contributing to knowledge development (extrinsically or intrinsically motivated, corresponding to customer knowledge value (CKV). One could argue that CLV should be an umbrella metric that can be decomposed into value derived from transactional and nontrans actional components (Van Doorn et al., 2010) While theoretically (CLV) could be thought to include all aspects of value creation by the customer, in practice, as well as in the academic literature, it is repeatedly identified only with actual purchase behaviour (CLV) in the academic literature are primarily based on the customer’s transaction behaviour. for example, (Van Doorn et al., 2010)
explain that CLV results from, persistence of category purchases, mean quantity of purchase, and brand change of patterns. (Van Doorn et al., 2010) This approach to compute to CLV is like that used by professionals (Harvard Business School Publishing 2007). Managers interpret CLV as being based on purchase transaction in large part because the performance metrics associated with successful initiatives tend to be of the stimulus-response variety (i.e., a specific marketing activity resulting in tangible purchasing behaviour by customers). Therefore, to more accurately gauge the total value a customer generates, it is important to include but extend beyond CLV. As a result, the total value from a customer’s engagement (CEV) can be thought of arising from the aggregation of CLV, CRV, CIV, and CKV of that customer. Furthermore, the four components of CEV can influence one another. For example, a firm that supports a social networking site for its customers can encourage CIV in the short term, but these interactions between customers can strengthen (or decrease) their brand loyalty and ultimately increase (or decrease) their respective CLVs. Although managers generally accept the importance of calculating CLV as a key metric in evaluating marketing decisions (Blattberg and Deighton 1996) in allocating resources more efficiently (Venkatesan and Kumar 2004), and in assessing the long-term value of the firm’s marketing efforts, based on the proposed conceptualization of CEV, each component needs to have its own corresponding measure of value generated by customers through their attitude and interactions to more correctly capture the value generated by a customer. The components that make up CEV can be determined by aggregating the value of a customer’s own negotiation and corresponding CLV, CRV generated by bringing in new customers via referrals thereby aiding in the acquisition process, CIV is lead  to by primarily an effect and encouraging existing customers to continue and/or expand usage post-acquisition as well as encouraging prospects (individuals the firm is trying to acquire) to buy, and CKV created by providing knowledge and feedback to aid in the innovation process (see Figure 1). To develop and implement effective marketing strategies and to ensure the efficient allocation of resources, (Blattberg & Deighton, 1996) it is essential for companies to understand the exact nature of each of these different elements. The following section elaborates on what these various components are, how they can be defined,           
 fig 1 cited from (Kumar et al., 2010)
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Furthermore, costumer knowledge value (CKV) is more of when customer contoured to the business process to when they have a more invested of the brand which they believe to have value to them. (Kumar et al., 2010). (CKV) needs to be apprehend and included as a part of (CEV), It has been suggested that when a customer who have engaged in brands show product related dissemination and can help support one and other in solving problems that later help with new products project (Kumar et al., 2010) Customer knowledge is developmental that is understandable by customers preferences usually sellers can identify it so they can encourage customer involvement in the process. For example, as cited in (Kumar et al., 2010) some business will give try before you buy, samples of a new product customers input are important and can be done in a variety of ways i.e. Ben and Jerry Ice cream gave customers the opportunity to participate in a new product development process by sponsoring customers to try and suggest the best flavour. (Kumar et al., 2010) By doing this not only draws customer participation to an extent that customer is involved but also have demonstrated that customers indeed have two characteristics roles, coresearchers or information giver.
[bookmark: _Toc170384844]3. What are the factors influencing customer value? 
The factors influencing customers attributes with various characteristics that can influence their behaviour patterns and processes of decision making. (Green, 2021) When businesses understand these factors, it can be used for services, and marketing effectively using these strategies. Here are key customer factors (Green, 2021)
· Behavioural factor, patterns alike of the purchases made brand loyalty and how much usage rate.
· User status, having a classified categories i.e. regular users, first time users, or ex purchases.
· Situational factors, physical environment, lighting in the store, layout of store, what part of the store things are put on self and more affect the buying decisions.
· Benefit sought where the customer seeks from a service and products for benefit.
· Value and belief, social, personal value, cultural value all affect the purchasing decisions.
· Option and attitudes give insight into products and brands purchasing.
· Empathy factor, where mistake occurs it often the customer is right or sometimes not Keeping them happy by listening to them when distress (Green, 2021)   
  
Furthermore, (Galetto, 2018) when customer retention on the other hand a metric that evaluates customer loyalty. Customer retention programs aim for organisation to keep customers long as possible doing this not only good for an organisation but also for the customers (Galetto,2018) most companies try a fast approach by spending money to keep existing customers often by brand loyalty, customer loyalty, there is many ways business improve customer retention using these methods companies make it worthwhile using resources. Ways Retention strategies are used:

·  developing to a customers trusted advisor on the purchases they make can gain customer trust and construct loyalty.

· Taking a safeguarding approach to customer service can for see any issues that can be eliminate before they arise (Galetto,2018)

· Setting to customers expectation early will eliminate unreliability and ensure that it is delivered as promise.

· Taking advantages of social media is a bonus in building customer relationships, I.e. Facebook, Instagram, Twitter, LinkedIn, are ways to stay connected with customers that expanse customer experiences with the company also can be a brand influencer (Galetto,2018) 

· Making it a personalised service gives an advance service that improves customer service and experience that customer demand and expect, (Galetto,2018)     

Companies utilise customer retention with systems targeted with plans to improve. Many companies put forward customer experience management solutions that increase customer retention. (Galetto,2018) Measuring key metrics and customer retention companies specifically can determine retention rate by using a simple customer retention formula (Galetto,2018)   Retention rate =(CE-CN)/CS)100. CE= number of customer end of the period. (Galetto,2018)        
[bookmark: _Toc170384845]Part two.
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Customers that are Business to business it involves part of a transaction between two businesses (Dant & Brown, 2008) When a (B2B) sells one’s services and products to another business usually a manufacturer and wholesaler or a wholesaler and a retailer this is considered (B2B) The other is business to customers this involves any transaction between a business and a consumer  (Dant & Brown, 2008 When one business sells, and consumer buys their products direct from a business it is Considered a business to consumer (B2C) Example of a business creates a makeup eCommerce store online and sells to customer that buys/orders makeup online from that website and that business directly ships them the order to the consumer. They are selling single items at a time it is a (B2C) There for to keep all inventory stocked the seller must work with a wholesaler. The wholesaler is selling around 60 pieces at a time to the seller in bulk on the cosmetics and more directly to the cosmetics business so they are a (B2b) (Dant & Brown, 2008) Buying the cosmetics at a wholesale price meaning the full price of the cosmetics and then selling at a retail consumer price it will be up selling the cosmetics individually make this a (B2C) (Dant & Brown, 2008) 
Moving on the eight dimensions of quality proposed by David Gavin provides a framework for a quality of a product and service that meets a customer’s expectations these dimensions are: 
1. Performance: the primary characteristic for operating of a product or service. It requires a measurable attribute also can be differentiated with other products, like a fast car or a quality of a picture in a television. (Dant & Brown, 2008)           

2. Features: The secondary character that adds the value to the primary task. These are further features that enhance the product and give it an appeal I.e. a smart phone with high definition or a car with build in self-parking system (Dant & Brown, 2008)

3. Reliability: The probability a product can operate without failure over a specified time. That shows consistency dependability and performance like a washing machine that can functions satisfactory over the years (Dant & Brown, 2008)

4. Durability: The length of a manufactured product this can be the life span of the product before it deteriorates and become of no use like a hard-wearing car that has runs for many years without any consequences.

5. Conformance: The degree to where a products design and operating characteristics meet accepted standards as to compliance with safety standards.

6. Serviceability: The ease to speed of a product repair when a matter arises. How a dimension assessment on efficiently services a product with the factors of spare parts and the location of the service is convenient.

7. Aesthetics: how the products feel, looks, smell, taste, this involves the sensory features that make an appeal to customers, like taste of a gourmet of food or like a design of a smart phone. This certainly determined individual judgements and preferences. (Van Velden, 2020)
8. Perceived Quality: The customers perception of something is not always reality. The overall products quality. How ever this dimension is subjective and based on the brand reputation, previous experience, influencing customer satisfaction, advertising and choice. (Van Velden, 2020)
     
According to the research of (Van Velden, 2020) for a company to apply all eight dimensions at the same time is not always possible. Some dimensions can reinforce one another, while others can’t. An improvement in one dimension can result in a decline in the other dimension. (Van Velden, 2020) Another cause why it’s not always possible to follow all dimensions is because of the costs of investment, which could result to unreasonable prices for the customer. (Van Velden, 2020) Therefore, understanding and improving the quality of the offering certain among the eight dimensions are preferred by the customers satisfaction can lead to a competitive advantage.
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Customer value is created using through a blend combination of factors that together increase customers perception of a service or product. It not only concerns of money but provides a solution to customer needs. (Mahajan, 2020) The key elements that create a customer value are:
· Quality of a product: High quality products that can exceed customers prediction are a source of basic to build customer value. This involves performance, durability, reliability, and features.

· Pricing: Competitive pricing that considers a perceived value of a product or service can draw customers attentional. Value is not about how high or low of prices in fact prices are about the benefits of ratio (Mahajan, 2020)

· Convenience: whether buying online or at shops making the process convenient and easy having fast delivery system or the location of a store is accessible adds value for the customer. 

· Customer service: Stores having an exceptional customer service that resolves issues effectively, provides support and can offer personalised experiences can greatly enhance customer service. 

· Brand reputation: A reputation built on trust and positive brand, dependability and beneficial customer experience paly part in a perceived value.

· Emotional value: Establishing an emotional connection with customers through brand story telling can engage customers giving a more enhanced personal experience perceived value.

· After sales service: providing a resilient support after sales in place including maintenance, returns, warranty, certify an on-going value for customers.        

By aiming these elements sellers can have a enhance customer value that will lead to a greater loyalty, advocacy and customer satisfaction.
4.Delivering customer value.
Delivering customer value involves assuring that all aspects of the business from development of product to the after-sale services by doing this it focuses on meeting and exceeding customer expectations (Herrity, 2021)
· The first most important thing is providing customer excellence customer service is to be friendly. Greeting customers with a smile making the customer feel welcome and be respectful. Offering help and paying attention to the customer needs and asking for any recommendations beforehand. Even in a stressful situation it is important to remain empathetic to wards the customer when they may upset or disappointed (By the Mind Tools Content Team, n.d.)                                                                                  
· Listening to customers is the simplest way to provide excellent customer service there are time when customer want to be heard being an active listener can help with the product or service to be better (By the Mind Tools Content Team, n.d.)

· Saying thank you can go a long way (By the Mind Tools Content Team, n.d.) when proving customer satisfaction customers often remember sincere gratitude.
· Knowing the product or service to offer the customer the service it is essential to know the aspect of product, service that the business is selling can help with discussing its features and use that can benefit take advantage of customers will get from using the product or service (By the Mind Tools Content Team, n.d.) 
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