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[bookmark: _Toc26890291]Introduction
            Customer value is the assessment comes on benefits of the services and products which customers actually received from company comparing with what customers are enthusiastic to acquire services. It gives explanation that consumer value is the general assessment of services on customers’ expectations that what actually customers will receive and what is given. It explains that satisfied customers generally stay loyal for long term and intend to buy more on companies newly launched products and gives positive feedback and reviews about the company. Highly satisfied customers pay less attention to the other brands (Sugiati, Thoyib, Hadiwidjoyo, & Setiawan, 2013). 
	Giacom is a UK based company which provides cloud reselling services to many different organisation. It is one of the fastest growing companies of the UK and their cloud service vendors include Microsoft, Acronis, Bitdefender, VadeSecure and many more. They have an extensive catalogue available for cloud services which allows their customers to have flexible, secure and mobile business data which can be accessed from anywhere (Giacom, 2019). 
[bookmark: _Toc26890292]Customer’s Value
	Customer’s value has ended up the foremost broad utilized concept in marketing literature in later a long time. Thus, the company understanding its Dimensions and impacts on client's attitude and its perception gets to be significant for all marketers.
[bookmark: _Toc26890293]The Strategic Importance of Customer Value (CV)
	According to studies of Almquist, Senior and Bloch (2016) businesses are existing because customers are the reason behind them. While various individuals beginning their organizations by intuition in any case and first in quite a while of advantages and benefit, and are inspired by these factors, If the company does not have an extraordinary client base or set up requirements for their thing or advantage considerations, working a trade would be limitless. Giacom getting start of a business with customers, allows to sets goals and objectives straight from the start. It is because business exists to achieve customers need and with customer’s satisfaction. And those business who don’t set these priorities will fail and disappear from the market within days. No business can survive without giving value to their customers and setting priorities because this is exactly what organizations are here for. 
	This concept of giving values to customers is not only to create more customers to the business but to inspire customer’s perception and to understand their needs and repurchase intention and their loyalty (Aulia, Sukati, and Sulaiman, 2016). There will be higher chances in customer’s satisfaction and leading to positive behaviour and for increasing customers by offering more benefits and better services. Based upon the above literature Giacom is keenly ambitious and understand the value of its customers. 

[bookmark: _Toc26890294]Abilities to maximize customer value in Giacom.
	According to Wexionensia (2008) customer relationship management (CRM) with business takes time to develop like any other relationship. Business can do it by employing it with getting interaction and with human touch instead of only interacting on advertising and on social platforms. Developing customer’s relationship marketing can include:
· Business should know their customers on a personal level (Whitney, 2019). In this era of inbound marketing, there are two way tactics including blogs and social media content where people are sharing their personal information, experiences and giving feedback. From this way of business, Giacom is able to know more about their customers and serve them with better services in order to keep them coming back to your business. Firm do online surveys to engage their customers with updates. 
· Our firm listen to customer’s needs and wants and responding them with kindness, if the firm cannot provide services and fulfil their customer wants that they are asking, recommend them to someone else who may provide them the needs and wants
· Showing customers that you care for their needs and value customers as individually. Giacom appreciation is also considering as a support for customer’s relationship marketing.

[bookmark: _Toc26890295]Advantages of CRM in Giacom
	By giving the superior quality to Giacom customers and right marketing strategy is choose for customer relationship in order to enhancement of its services: 
· Customer marketing relation will provide valuable data through which firm can be able to make important decisions about its product and services and it is obvious that returning the same customer to the business tend to spend more than new customers according to studies (Thompson and Wroblewski, 2019).
· From the beginning, improving future marketing campaigns of firm. "All firms have to do is replicate its templates for success with a solid foundation already placed.
· Existing customers which are loyal to Giacom will help the marketers to get more business through upcoming customers. They associated with their companions and colleagues and can make brand awareness. Brand awareness is anticipated by customers particularly when the product requires after sales services.

[bookmark: _Toc26890296]Disadvantages of CRM 
	All marketing level strategies involve some critical aspects and risks at certain level. Giacom also facing some critical issues which are addressed below
· Effective CRM solution is expensive and required investment of money and time. It is not easily affordable to small and medium size enterprises like Giacom. 
· Implementing of CRM solution requires patience and it is usually drawn long term connectivity with customer so commitment towards firm should be significant and deep. 
· Data execution and culminations both are time consuming and it also take time in establishing the cultivating effective relationship with customer of Giacom.

[bookmark: _Toc26890297]The 5 Dimensions defined for customer value:
[bookmark: _Toc26890298]Conformance to requirement
	It is important to note the requirements of CRM solutions that would be incorporated within Giacom and the company must ensure that the data of their customers is secure within their database and all their data security protocols conform to the laws of data protection in the country they are operating in. CRM will enable the company to enhance their campaigns of marketing which will allow them to ensure that they are reaching out to the specified target audience and will also enable them find out the requirements that would satisfy their customers (Chuang and Lin, 2013). 



[bookmark: _Toc26890299]Product selection
                    The selection of effective CRM solution is quite sensitive. It is important for Giacom to select an appropriate vendor that understands the terms and conditions of the company and is able to fulfil the necessary requirements of the company. Following point must be carefully considered: Selection of effective method for CRM deployment which will enable Giacom mangers to know detailed feature of CRM solution and ensure that it is as per needs and functions of their firm. The organisation must integrate CRM solutions in other software being employed by the company. The firm will first ask for free trail and must ensure customisation and training before selection. 
[bookmark: _Toc26890300]Price and brand
               It is important for the organisation to choose a well-known brand that would enable to attract more customer since they would prior knowledge about the brand being marketed and the organisation should settle on a reasonable price. The organisation should also learn from their past experiences regarding user experiences since the main concept of CRM is to lay out procedures and strategies enabling the organisation to merge with the interactions of their customers and all the knowledge related to their customers (Khan et al., 2012).

[bookmark: _Toc26890301]Value added services
                  While choosing the CRM, product manager must also ensure about providing the necessary training and technical support to their customers in case of any ambiguity. If any new innovation is being implemented in the company, it is important for them to give it some time so that the innovation can provide value to the firm as well as the customers. It also important for the organisation to provide the necessary knowledge about its services to its customers so that it enables the customers to make better purchasing decision and enable to employ all of the features of the product being sold (Wu, Guo and Shi, 2013).

[bookmark: _Toc26890302]Relationship and experiences
	 By effectively employing the use of CRM solutions, it enable the organisation to build a strong and worthy relationship with its customer and increase the chance of retaining their customers and attracting new ones. For good customer relation management Giacom should insure the all content of CRM solution are incorporated within the company so that it builds a significant relation with their past and present customers. Furthermore, Soltani and Navimipour, (2016) describe in their study that organisations who effectively employ CRM observe a 5% increase in the retaining rate of their customers and which further enables to boost profits gained by the organisation up to 50%. 
[bookmark: _Toc26890303]Summary table no. 1
	Dimensions
	Ranked
	Description

	Conformance to Requirement
	2nd
	According to Simchi-Levi et al., (2008) conformance to requirement is ranked second. An ability to offer what clients wants and needs.


	Product Selection
	3rd
	Product selection is ranked as third number in customer value dimensions. Product selection is a very complex process which starts with the generation of idea until commercializing.


	Price and Brand
	4th
	According to Maleki, Shevtshenko and Cruz-Machado (2013) price and brand is ranked number forth in customer value dimensions.  Customers expect or deem to be reasonable for a certain type of product price and brand.



	Value Added Service
	5th
	Value added services is ranked number fifth. Management ensure that employees can support in customers technically and resolve their issues. 


	Relationship and experiences
	1st
	Relationship and experiences ranked as number first in customer value dimensions. According to Hassan et al., (2015) managing a good relationship with customers increases client retention.






[bookmark: _Toc26890304]Conclusion
          In accordance with this above discussion, it has been assumed that customer’s relationship management has become essential now these days for every business including Giacom. In order to understand and satisfy customers, customer’s happiness and “wow” from customer are the terms that are often use to explain the height through which our firm can accomplish customer relationship management. It is understood that actualizing these superlative levels of customers need and wants are possible with the effective use of CRM. By using social media and interacting with customers in CRM system is unavoidable to transform customer relationship management. 	Customers are more than just keen individuals who support your company and reheard to please. It is need to understand that giving value to their customers is not simple a tactic or this is not a shot term goal. Offering values to the clients is the method for doing great business and understanding the elements of trade capabilities which will add worth to the services and products. According to Kandampully and Juwaheer (2006) the more our firm give value to the customers and providing with the best services, the more customer stay satisfied. This reminds organizations of the 80-20 rule; essentially that 80% of sales comes from 20% of customers, and that this 20% of customers represents repeat customers who are faithful with brand (McFarlane, 2013).

[bookmark: _Toc26890305]Service Quality
                  Service quality is a comparison between what customers is expecting and what outcomes customer receives. Service quality in a business is reliably consider as the tool for businesses competitiveness. It is considering as the major weapon which leads to accomplish customer’s need and wants and customer’s satisfaction in any business. Organisation will be able to get competitive advantage by providing best service qualities. Customers evaluate the service quality by keeping in mind that what are their needs and what are they looking for and their expectations until they get services in front of them which they have ordered and what they are looking. 
[bookmark: _Toc26890306]Dimensions of Service Quality
Five dimensions can be utilized to gauge quality services: 
· Reliability
· Assurance
· Responsiveness
· Tangibles
· Empathy

[bookmark: _Toc26890307]Reliability
        In SERVQUAL model, it means that organization is providing services correctly to their customers (EI Saghier, 2015). In Giacom, customers want services that conforms to the software they are using either in their own organisation or privately. If the company is not providing them with the reliable service, they will not return in future for more services.   

[bookmark: _Toc26890308]Assurance
         Assurance is personality of workers i.e. how much knowledge and patience level they have and how will they manage to transfer their confidence and develop trust with the customers. In SERVQUAL model, Assurance is being classified as providing the customers the information about services in friendly way and carefully and politely (Mujić and Legčević, 2006). This will show a positive gesture to customers and they can easily tell about their wants. Assurance specifies the attitude of employee and their behaviour towards customers.
[bookmark: _Toc26890309]Responsiveness
              According to Alanezi, Kamil and Basri (2010) responsiveness is defined as the employees willingness towards customers by telling them the exactly timings and dates when things will be available or done which they order. Customers want undivided attention from company so it is the responsibility for the employees to providing them the undivided. 


[bookmark: _Toc26890310]Tangibles
         Tangibles are service that can be felt by customers who actually purchasing services (K. and Satyabrat, 2000). Tangibles are associated as the visible aspects of business services that business are using to improve external customer satisfaction. The information technology and companies providing services use modern laptop and modern offices to give their future customers a high quality of perception.
[bookmark: _Toc26890311]Empathy
         In SERVQUAL Model, Empathy is defined as caring of customers, giving then personal attention and providing them the superior services to make them comfortable. It is important for business to make the customers their priority by offering them services. It is important to note that customers expect the staff of the organisation to be knowledgeable of the services they are providing and they know the mechanism of functioning of their products. This is because, when a customer encounters a problem in the service being provided to them, they will turn to the support staff of the organisation to aid them in solving their problems (Ali and Raza, 2017).

[bookmark: _Toc26890312]Summary Table 2
	The summary table is given as follows:
	Dimensions
	Rank
	Description

	Reliability
	1st
	Reliability is ranked as the first dimension because it is the most important dimension in SERVQUAL Model. Reality Means organisation perform the service as promised.

	Assurance
	4th 
	Assurance is ranked fourth in dimensions. Confident and well prepared staff of company who knowledge.

	Responsiveness
	3rd 
	Responsiveness is ranked as the third dimension in the SERVQUAL model. Understanding needs of customers, employees speed and are important in this dimension.

	Tangibles 
	5th 
	It is ranked fifth in SERQUAL Model but customers. A well branded service, appropriately dressed staff and a comfortable and attractive environment attract clients. 

	Empathy
	2nd 
	Empathy is ranked second in the SERQUAL model, caring, giving personal attention and providing them services with quick response makes them loyal towards brand.



[bookmark: _Toc26890313]Conclusion
             From the evaluation on SERVQUAL, it is suggested that, Giacom must focus on the characters that are outwardly captivating the clients. The Giacom must focus on giving client amicable data to the queries and issues of clients to make them agreeable. Also, the executives must train their workers to be increasingly answerable for giving data about the services that can be performed to the clients. In addition, the representatives must be fiery and willing so as to give information to the clients. The Giacom workers must create trust with the clients as to wellbeing. Since service quality straightforwardly influences the client’s fulfilment in brings about achievement of the organization. These measurements have been utilized in the scale since they are significant for guaranteeing clients' fulfilments. That is the reason it is significant for directors in Giacom to apply the SERVQUAL model for the estimation of administration quality, so as to fulfil the clients' desires.

[bookmark: _Toc26890314]Gaps in the service quality of Giacom
	According to Swartz, and Brown (1989) the problems that businesses are facing in customer satisfaction can understand by the Gap in Service Quality Framework. If the businesses want to compete with market, businesses must know the intention and requirements of clients that what type of services qualities customers are looking for which have an influence on them. To implement the Gap Service Quality framework effectively, it is important for the organisation to balance the expected quality of service according to their customers with respect to their own quality of service being provided..
[image: page3image286423296]
(Dhanalakshmi, Rajini and Kanimozhi, 2010)

· Client receive technical quality in feedback after getting interaction with business which is providing services (Ali, Hussain and Konar, 2016). Therefore, Giacom will set their primary goal to reduce time for customer’s satisfaction.
· For service organisations, picture is significant and this must be developing chiefly by specialized useful characteristics of services which incorporates others factors, for example, customs, belief system, verbal valuing and advertising.
· Functional quality in service business is described as how the customers get technical results.
	A lot service quality models enables management and specialists to recognise and understand the quality issues and improve productivity of the organisation's outcomes. One of the most noteworthy model in Service quality known as service quality gaps is shown in the figure below.

[image: page3image286774816]
(Dhanalakshmi, Rajini and Kanimozhi, 2010)
The different gaps pictured in this model are: 
Gap 1: It explain the variance between client’s view and managements’ view on customers’ expectations. This is a gap in which management is not understanding what customer’s expectations are. This occurs due lack of research when marketing a certain product. As an example, an owner of a café may perceive that customers want more décor in the café while consequently, customers only focus on the coffee and food provided by the café (Lapaas, 2019).  
Gap 2: It explain differences in the organisation perception of the client’s perception whether they should improve the quality of services or not. This gap is improper standards. It is difficult for the management of the organisation to meet the demands of the customers due to lack of resources and other unfavourable conditions (Das, 2019).   
Gap 3: It is explained as the variance in the services that clients expect and the services which are actually performed by management. This gap is service implementation gap and a large part is played by the staff of the organisation in the delivery of the services they are providing. If the delivery of quality services is inconsistent, it changes the perceptions of the customer to the organisation (Das, 2019). 
Gap 4: This gap identifies the expectations of the consumer towards the organisation and whether the organisation is able to meet the expectation of their customers. This gap is caused when the organisation fails to meet the assumed expectations of the customer during the delivery of their services (Lapaas, 2019).
Gap 5: This gap is risen when the consumer misunderstands the quality of service being provided by the organisation. To further elaborate on the statement, consider the following example, the manager of a restaurant may perform satisfactory and quality checks on their customers, but the customer can misunderstand this insurance of quality and perceive it as something wrong in service being provided by the staff of the restaurant (Lapaas, 2019). 

[bookmark: _Toc26890315]How Giacom can minimize this gap
· The management of Giacom ensure that ongoing commitments to quality from customers’ expectations is being displayed. 
· Management of Giacom should set, communicate and strengthen their customer oriented service standards in business.
· Company should train the managers with the skills they need to lead their team to provide quality services. 
· Regulate repetitive physical tasks to ensure consistency and reliability, improving work methods.
· Company should set goals clearly which are challenging to face, realistic and clearly design to meet expectations of customers 

[bookmark: _Toc26890316]How Giacom manages the customer relationship? 
	Giacom customer relationships strategies and policy should be strong enough to manage long term relationship with its customer. Customer management is first priority for Hawks’ tech. So the firm success factor is quality product and services and to treats well to targeted audience for managing the healthy relationship and long term relationship. However, its takes time effort and money but on the other aspect it is best investment to fulfilment for firm’s plans and future targets for long term survival in market.

[bookmark: _Toc26890317]Why it is important to manage?
	The importance of customer cannot be denied because in term of business customer is king.  Core purpose of business is utilization of technology, expertise’s, services and assets as best as firm can to generate more and more customer. So accuracy is CRM solution is much important as it is helpful to maximization of profits and customer loyalty of firm. The Giacom CRM tools create simple user interface for increasing trend of data collection hand help in firm reorganization build communication in scalable and confidential way.  Our firm considers value CR because it helps to bring potential customer and build loyal relationship with them.

[bookmark: _Toc26890318]Fair Trade and Sustainability 
	Fair trade is very essential to beat the market competitors and also for market survival and sustainability. It is third part verified trade system with better reasonable and market competitive pricing level. Giacom strongly agreed with system of fair trade and sustainability for better deal with customer and for development of good market place. To accomplish the certain objectives of faire trade Giacom also follow 
· Fair and stable prices of products and services 
· Provision of securities to employees and workers  
· Improved working environment and conditions 
· Training and gaining the necessary skills to operate and works in global economy 
[bookmark: _Toc26890319]Summary table
	Dimensions
	Rank
	Description

	Gap 1: The knowledge Gap
	1st 
	The knowledge gap is ranked first because it is important to know the demands of the customers before providing services in specified markets

	Gap 2: Improper Standards
	3rd 
	Improper Standards is ranked third because it is important for the organisation to first meet the expectations of the customer before setting their products to the required standards

	Gap 3: Implementation Gap
	2nd
	This is ranked second because the organisation must ensure that they are providing services according to the demands of the customer

	Gap 4: Communication Gap
	4th 
	This is ranked fourth because it important for the organisation to communicate with their customers to know what are their expectations

	Gap 5: Overall Experience of the Service
	5th 
	This gap refers to the expectation of the customers and is ranked last because if the organisation is catering to the demands of the customers, there might still be certain number of individuals who do not like the services of the company




[bookmark: _Toc26890320]Conclusion
	Identifying the right market place and target the exact customer is key of successful business. Giacom must be clear and define market place from where the firm have to generate the valuable customer and provision of quality services to them. Giacom must hire dedicated and motivated staff for provision of superior qualities. Happy and motivated employee perform enthusiastically and a value able asset of firm. Many studies indicate that motivated employees better than reward system. Giacom human resource personals prepared such type of human strategies that creates motivation as well as monetary reward would also be added.  Firm should understand Services quality mainly to understand which type services quality required in Giacom for their firm improvement and success. 
	Giacom should set the benchmark for measurement the quality services. Proper evolution of customer response and feedback should be monitor carefully. Giacom measurement strategies and implantations tools must be set by the manger to generate the effective response about the customer and client. The assurance of services quality is very compulsory for firm further growth and long term life. If the plans and strategies are properly implemented than its outcome gives the desire results. Implantation of any new plan and strategy change the operation of firm. So Giacom managers should be very careful for implementation of service quality system. New strategies are begun to convert to realistic form so it must be control and monitor effectively. It involves the interest of stakeholder maximize the operating cost, increases the changes of risk and may affect over all financial statement of firm. 
	The shareholders are also in position to bear high risk and then they also expect higher returns. So Giacom manager should be eager about performance and results of new strategies. Customer is central point for whom the firm is working. So customer care is very important and key for business development. Efficient customer care participate is customer acquisition, satisfaction and brining the new and loyal customer. Giacom should response favourably and positively to generate new customer, retained existing or old customer for maximization profitability and certainty. 
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