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Introduction 
The customers are the real actor that influences the existence of the business organizations and the companies are focusing on fulfilling the needs of these individuals as the customers and their level of satisfaction ensure the continuation of the operations for the organization. This report, therefore, focuses on the strategies that can be adapted by the companies to understand the customers and also the process that can be used by the companies to engage them. The company that has been selected for the discussion of this report is the UK based retail organization, John Lewis Partnership as the company has been involved in customer service continuously and the operations also reflects on the capability of the company to entice the customers for a longer period. 



[bookmark: _Toc37546760]Company Overview  
 The retail organization John Lewis Partnership has been working as the public limited company and the company has specialized in providing online retail services to the customer of the UK. The organization provides this support to millions of customers by ensuring customers with safe and secure online customer support. Over the past decades, the company has added a new form of services to their service process that is more focused at using the technology as the means to support the needs of their customers and also ensuring that each customer are provided with long term and secure payment services as the process have been effective for the company to maintain long term relationships with their customers at the United Kingdom. The company has also introduced various technologies that have impacted easy retail purchases or the customers in the UK that ensure also promises the customers with quality product delivery. 
[bookmark: _Toc37546761]Part-1: Customer Value 
[bookmark: _Toc37546762]The dimensions for the customer value 
 The SCM or supply chain management issues are more focused on the process of production and the status of delivery. On the other hand, the SCM also affects the price of the products and also reducing the price when providing adequate support to the customers. The key dimensions of customer value are defined below. 
· Conformance to requirements: this is related to deliver the customers with the products that they are demanding and the expenses related to the mediation at the market which also differs in the supply and demand for the products (Berguson, 2002). Within this dimension, the demand for the product can be predicted and hence the mediation of the market is not seen as the main focus and the higher variability products and the fashion products also lead to increased costing and the response of the supply chain also has to be effective here. 
· Product selection: A higher number of products are offered to the customers and this also brings larger problems for the companies and due to this reason, the companies focus on offering a single form of the product. The companies that can carry out the operations under such circumstances include; supermarkets and the mega stores that are capable of sale products at bulk. 
· Price and Brand: the price can vary for many organizations and the brand name also supports the quality for the commodities. But this has been also seen that the expenses within the services are more difficult. 
· Value-added services: this is the service that is related to providing extra service to make more profits and this is also seen as different from the competition available in the markets (Gummesson, 2002). The value-added service is prioritized by the companies since, enhancing the commoditization of the products, remain close to the consumers and the use of technology to support the needs of the consumers. 
· Relationships and experiences: this includes providing the best services to the customers so that they remain loyal to the products offered by the company and this also allows the companies to build long term relationships with their customers so that they get the best services offered by the customers (Goodman, 2009). Much of the dimension depends on the capability and competency of the companies to provide support to the customers and also influence them to maintain long term relationship with the company. 
[bookmark: _Toc37546763]Application of the dimension on John Lewis Partnership 
· Conformance to requirements: for the company John Lewis Partnership, the organization can follow the products and the material by the use of the real-time process along with making the closure of the information loop for the data that are considered unreliable and the data that are considered as relevant (Lee, 2016). John Lewis could also use the information that can speed up their supply chain process.
· Product selection: this is the proven fact that the customer service process of the company John Lewis Partnership is related to delivering the demanded quantity of the products but this also affects the supply chain management process of the company. Hence, this is important for the company to make necessary predictions for the products that are in demand and also provide support (Leppard et al, 1994). The company can also bring a solution to this problem by stocking the products based on past purchases and this can also help the company to invest the finances that are required to carry on with their operations (Annual Report, 2019). 
· Price and Brand: the company John Lewis Partnership can also use the price reduction strategy to make more profit for their products as the company also adds the delivery cost to their products. The name of the brand can be also seen as the quality of the products as this makes a reduction for the profits and the company can also have the scope to offer new services to their customers. However, due to certain lacking within the supply chain, the company may struggle to change them into usable products. 
· Value-Added Services: under the value-added services, the company John Lewis Partnership is required to commodities their products and also enhance the usage of information technology that can offer superior products to its customers. 
· Relationship and experiences: this dimension and its application can allow the companies to create a long-lasting relationship with the customers and this also allows the customers to remain loyal to the company for a longer period (Buttle, 2009). For instance; the company can market the products that are highly valued by the customers and also support their demand. 
[bookmark: _Toc37546764]Ranking the dimensions 
· Conformance to the requirement: 7 out of 10
· Product selection: 6 out of 10
· Price and Brand: 9 out of 10
· Value-added service: 5 out of 10 
· Relationship and experiences: 8 out of 10
Conformance to requirements 
For the company John Lewis Partnership, this dimension has been awarded 7 as the company has been capable to provide the customers with all the household items and this includes providing the customers with products despite higher market mediation. The company and the demand for the products are always not easy to predict as the demand of the customers is subject to change and this can also lead to losses. 
 Product selection
The retail organization John Lewis Partnership has been also involved in offering a larger number of household products to the customers of the UK but the company may not be capable to satisfy the need of the customers as the customer needs can vary at a larger scale (Baack, 2013). Hence the company has been awarded 6 under this dimension. 
Price and Brand
The retail organization John Lewis Partnership has been awarded 9 for this dimension as the company has been recognized by the customers as one of the most famous retail companies that specialize in online customer service and the company is also capable to support needs of the customers by offering them with the reasonable price (Foxall et al, 1994). 
Value-added service 
 John Lewis Partnership has been provided 5 for this dimension since the company has been more focused on using the information technology and this is seen as the complementary services to make improvements to their profits (Annual Report, 2019). However, the company has faced problems since the new companies and their existing competitors are also using the services. On the other hand, third companies such as delivery companies are negatively impacting their online customer support services. 
Relationship and experiences 
For this dimension, the retail organization John Lewis Partnership can be awarded 8 out of 10 as the company and their online and retail services are aimed at supporting the customer needs with efficiency (Pucik, 2015). On the other hand, the relationship and experience dimension also allows the company to market its products to a larger number of customers (Harrison, 2005). 
[bookmark: _Toc37546765]Ranking and comparator organization 
	
	Ranking for John Lewis Partnership 
	Superdrug Stores plc

	Conformance to requirement
	7 out of 10
	The company can be awarded 5 and the reason is that the company has to compete with other pharmacies in the UK that are more competent to meet the customer needs. 

	Product selection
	6 out of 10
	As the company is involved in supplying the customers, the product offering is limited hence 4 can be awarded (Han et al, 2009).

	Price and Brand
	9 out of 10
	The company is not offering its own manufactured products unlike John Lewis and hence the company can be awarded 3(Superdrug Stores 2020). 

	Value-added service
	5 out of 10
	The company has been involved in providing nursing service as well along with delivering cosmetics to their customers and this makes them eligible to be awarded 7. 

	Relationship and experience 
	8 out of 10
	The company centers on supporting the customer needs that are related to healthcare and beauty care needs. But due to higher competition in this market, the company can be awarded 7 under this dimension (Dominici et al, 2010).






[bookmark: _Toc37546766]Part-2 (a): Service Quality 
The service quality consists of the RATER metrics which is also known as the reliability, assurance, tangibles, empathy, and responsiveness as this allows the customers to evaluate the company and its services based on these five dimensions. The RATER metrics for the company John Lewis Partnership has been provided below. 
· Reliability; this is related to the capability of a business organization to provide the customers with the services in an accurate and timely manner and the companies are also expected to maintain the elements such as; time, accuracy and consistency when providing the services to the customers. 
· Assurance: this is the dimension that allows the consumers to have faith in the services that are provided by the companies to meet the needs and expectations of the customers and this is also the duty of the companies to meet the need of the customers efficiently (Pettitt, 2017). 
· Tangibles: this dimension allows the companies to ensure the customers that the organization is approachable and this includes carrying out the business operations with higher knowledge and with the support of a competent workforce (Lewis et al, 2012). For instance; the physical existence of any business organizations and their products are considered as tangible under the RATER metrics here. 
· Empathy: this can be defined as the care that is shown by the customer support services and the method of tasks carried on by the companies when they are attending to the complaints made by the customers. The empathetic approach in customer service allows the companies to build long term relationships with their customers. 
· Responsiveness: this includes the time of response provided by the companies when the customers are in dire need of their support (Piercy, 2009). The companies that quickly respond to the customers are more capable to create a long term relationship with their customers and also support their needs with higher effectiveness.  
[bookmark: _Toc37546767]Application of the dimension on John Lewis Partnership 
· Reliability: for the company John Lewis Partnership, the company has centered their business operations towards supporting the needs of the customers around the UK by providing them with the quality products and this is also integrated within their operations such as; the online delivery process that focuses more on providing the customers with best quality products (Schneider, 2004). However, the reliability metrics also depend on customer perception and hence an effective marketing strategy has to be implemented. 
· Assurance: the company has been one of the most renowned retail brands of the UK and this allows the company to maintain its brand value by supporting the needs of the customers through delivering and offering the best products. But the company must also make the inclusion of assurance within the supply chain of the company to mitigate the possibility of offering defective products to the customers through their store operations or online services. 
· Tangibles: as the company John Lewis Partnership has been involved in both the store operations and the online sales, this is suggested for the company to focus more on ensuring that the company is effectively using their brand name to store the products (Wellington, 2010). However, the company John Lewis Partnership has been also offering products to the consumers at other parts of UK and due to this reason, this is important for the company to focus more on website design and providing all the information related to the product that can allow the visitors to make price comparison which includes adding any extra price information. 
· Empathy: the company John Lewis Partnership and the stores of the company are visited with thousands of customers a day and this is also the duty of the designated store managers and the employees to provide the customers with detailed and adequate information when they are visiting the stores. But this is also important for the company to ensure that needs of the online customers are handled with care by the online customer service team of the company (Annual Report, 2019). 
· Responsiveness: This is related to responding quickly to the complaint of the customers. For the company John Lewis Partnership, the store operations and the designated employees of their stores are capable to carry out this task effectively Solomon, 2004). However, this is highly important for their online customer care team to respond promptly and satisfactorily to the customer needs as this helps John Lewis Partnership and their online sales team to build a long term relationship with their customers in other regions. 
[bookmark: _Toc37546768]Ranking the dimensions 
· Reliability: 8 out of 10
· Assurance: 6 out of 10
· Tangibles: 6 out of 10
· Empathy: 6 out of 10
· Responsiveness: 7 out of 10
Reliability
 The retail organization John Lewis Partnership has been ranked as 8 out of 10 and the reason is that the company has been carrying out the store operations by employing customer service representatives that are capable to support the customer needs by using their inventory based on the needs of their customers. 
Assurance 
This includes the capability of the organization to deliver the best quality products and the company has higher brand value, this is unlikely that the retail organization John Lewis Partnership will deliver defective products to its customers. But the company may fail to maintain the same service when delivering their products and hence, 6 can be awarded for the company and their assurance quotient. 
Tangibles 
The company and its tangible elements ensure the customers on the existence of the company and the products that are offered to the company by their customers. Hence the retail organization John Lewis Partnership has been awarded 6. The company also has to ensure that the customers are provided with the same service when they are shopping online and the company also has to renovate their sites based on the site design and information flow, maintained by their competitors. 
Empathy
The company John Lewis Partnership has been focusing on supporting the customer needs effectively since the company is involved in retail operations across various locations of the UK and the company, therefore, has been competent at catering to the needs of the customers with effectiveness (Annual Report, 2019). But the needs of the online customers are higher and addressing their needs is not always possible as the company delivers products to various remote locations of the UK. Hence, the company John Lewis Partnership can be awarded 6 for showing empathy when responding to any complaints. 
Responsiveness 
The company has been awarded 6 for this quotient as the company has to focus on serving each of the customers at the store and online with minimum time and the company has to handle calls and in-store complaints in the number of thousands (Kotler, 2015). Often the sales team and the customer service representatives of the company may struggle to remain responsive to the needs of the customers as different customers may have different complaints and different demands from their employees. 
[bookmark: _Toc37546769]Ranking and comparator organization 
	
	Ranking for John Lewis Partnership
	Superdrug Stores plc

	Reliability
	8 out of 10
	In comparison to John Lewis Partnership, Superdrug Stores plc can be awarded 8 in this quotient; The company has to face legal lawsuits if they deliver defective drugs to their customers. 

	Assurance
	6 out of 10

	The company has to provide assurance with this service as the company sells products from other manufacturers and hence the company is provided with the mark, 9 (Superdrug Stores 2020). 

	Tangibles
	6 out of 10
	The company has been operating through online and store operations and hence the company can be marked with 9 here. 

	Empathy
	6 out of 10
	Apart from delivering medicines and cosmetics, the company also provides nursing services and consultation for which 10 can be awarded to the company. 

	Responsiveness
	7 out of 10
	The company is highly responsive to its customers and they are willing to make quick changes when asked. Hence, 9 can be awarded to the company for this service. 



[bookmark: _Toc37546770]Part- 2 (b): Gaps in Service  
[bookmark: _Toc37546771]SERVQUAL 
This is the research instrument that is multi-dimensional and this has been created to capture the expectations of the customers and their perception. The SERQUAL tool also provides feasibility for the five dimensions of the quality of the services that include; tangibility, reliability, responsiveness, assurance, and empathy. In this part of the report, the service gaps have been presented and analyzed for the retail organization John Lewis Partnership along with providing a ranking for each gap. 
[bookmark: _Toc37546772]Gaps in service 
· Gap 1: this has been observed that the companies fail to carry out detailed research on the market along with implementing required upward communication. The companies also tend to give less focus on creating relationships as they fail to provide the required service. 
· Gap 2: the second gap here is associated with designing the service which is poor and the company may fail to meet the service standard that does not target the customers (Walbeek, 2013). On the other hand, inappropriate service process and failure to set store can also give rise to gaps. 
· Gap 3: the company may also consist of an incompetent workforce and the incapability to support the demand which can lead to customers and their incompetency to perform their part. On the other hand, third party interference can also be seen as the gap. 
· Gap 4: the companies also fail to utilize the marketing communication process with effectiveness and the company’s incapability to provide the customers with the best experience (Belbin, 2010). On the other hand, not meeting the promises made can bring a gap for the services along with carrying out effective horizontal communication that can also bring a gap in service delivery. 
· Gap 5: the company also has to work toward understanding the expectation of the customers along with providing the customers with service standards that were promised. But the incapability of the company to match the promised performance can also give rise to the gap. 
[bookmark: _Toc37546773]Gap analysis for the company John Lewis Partnership
· Gap 1: the company John Lewis Partnership has been offering the services to the customers of the UK and the company merely carries out any marketing research. Although, the less focus of the company to carry out market research can allow the competitors to win their customers. 
· Gap 2: the company John Lewis Partnership has been ensuring that the best service delivery service is designed for the customers that visit their stores and the ones that purchase online (Belch, 2011). But the company also has to ensure that they are increasing the number of stores at various locations, rather than store closures. 
· Gap 3: the company provides long term and affective training to each of their employees that are working at their stores and the employees that are working at the customer care department. But this is also important for the company to create sales and distribution teams that are capable to negotiate with their external parties with effectiveness. 
· Gap 4: the company has been supporting the customer needs by providing them with every form of household items. However, the company must also ensure that their employees are capable to meet the sales target that has been set by their senior managers. 
· Gap 5: the company John Lewis Partnership has gained prominence among the customers of the UK as the company has been supplying the customers with products that they desire (Annual Report, 2019). But the service gap is a possible scenario here for the company if the company does not maintain the service quality in the years to come by their store operations and online operations. 
[bookmark: _Toc37546774]Rank for each gap 

· Gap 1: 7 out of 10
· Gap 2: 9 out of 10
· Gap 3: 7 out of 10
· Gap 4: 8 out of 10
· Gap 5: 8 out of 10
Gap 1
For the retail organization John Lewis Partnership, gap 1 is ranked as 7 out of 10 and the reason is that the UK is a breeding ground for a new retail business that carries out extensive market research. 
Gap 2
The gap 2 for the company has been ranked at 9 out of 10 as the company has been focusing on store closure and this jeopardizes its strategy to provide physical evidence for their business. 
Gap 3
For the retail organization John Lewis Partnership, the gap 3 will be ranked with 7 out of 10, as the company has to work towards ensuring that their intermediary partners remain supportive towards the business strategy made by the company and their sales team (Blythe, 2015). 
Gap 4 
The gap 4 for John Lewis Partnership has been ranked at 8 out of 10 as the company will be incapable to carry out its operations with the absence of a skills sales force. 
Gap 5
This has been ranked at 8 for the company since the growth of the company depends on its service quality and the capability of the company to maintain this quality through its current services. 
[bookmark: _Toc37546775]Ranking (Gap) and comparator organization 

	
	The ranking gap for John Lewis Partnership
	Superdrug Stores plc

	Gap 1
	7 out of 10
	In comparison to the company John Lewis Partnership, this company can be ranked 8 for its Gap as the company has many competitors that are focusing on increased market research (Superdrug Stores 2020). 

	Gap 2
	9 out of 10
	This company has been also meeting the services that they promised along with providing additional health consultation which awards their gap at 4. 

	Gap 3
	7 out of 10
	The company gives higher focus on superior customer care service and the company also focuses on maintaining strong relation with the third party suppliers. This ranks their gap at 4. 

	Gap 4
	8 out of 10
	The company and their service delivery teams are competent at supporting the needs of the customers through online and store operations which ranks the company’s gap at 4 

	Gap 5
	8 out of 10
	The company and its team s follow the healthcare guidelines to deliver the medicines and they also deliver cosmetics from renowned UK based companies and this ranks their services at 4. 



[bookmark: _Toc37546776]






Conclusion 
 This report and the discussion that has been presented here are related to understanding and engaging in the customer experience and the report has also focused on aspects such as customer value and the report has also focused on understanding many elements that represent customer value within the customer experience. The customer value of the company John Lewis Partnership has been discussed since dimension within the customer values reflects upon the effectiveness of the companies to support customer needs along with ranking each of the dimensions. The Service quality and the dimension within the service quality have been also analyzed along with providing their ranking. The SERVQUAL method has been also included in the report with their gaps to gain a detailed understanding of the current context of the customer service delivery provided by the company. Each of these dimensions and gaps has been presented by comparing these aspects with the companies that are involved in the customer service operations and the comparator organization that has been included in this report is the UK based health and beauty retailer, Superdrug Stores plc as the company has been focusing on customer support service by the use of online services. 
[bookmark: _Toc37546777]
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