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[bookmark: _Toc511138636]Introduction 
Customers are considered as the biggest asset of any business organisation, as the maximum profit has been ensured by providing satisfying service to them. This is because every business organisation has given immense focus to its service users and follows up their purchasing behaviour. Customer value deals with providing maximum buying facilities to service users by focusing on their demands making the products or service affordable top them. Desired value and perceived value are two types of customer value. It has been evidenced that as John Lewis have provided satisfying service, it is able to engage large number of customers and secure almost £m 3,662.8 in the year 2016 (John Lewis, 2018). This is because, this business house is able to maintain a good reputation in global market and give tough competition to its competitor. This study sheds light on several factors that made an effect on organisation’s performance and improve customer value. In addition to this, impact of developing good relationship with customers and increase business profit has also been highlighted in this study. Furthermore, the quality process of an organisation and its impact to meet customer’s demand has also been discussed in this study.   
[bookmark: _Toc511138637]Factors affecting organisations ability to improve customer value 
Increasing sales per customers
In order to increase organisational profit it is important to engage maximum number of customers. As per view of Xu et al. (2015, p.183), there are two types of selling style such as cross sell and up sell by which, business organisations are focused to sell their products to maximum number of customers. John Lewis can use their effective communication skills to persuade customers in buying products that are more costly and beneficial than other products. A business organisation can also deliver customer value by usage stimulation and down sell process. John Lewis is always focused on its service users and analyse their purchasing behaviour. As per this analysis, John Lewis is targeted to engage maximum number of customers by providing satisfactory service. In order to attract more customers, this chosen business house is offering good discounts on their products. Through regular communication with customers, organisation can identify and understand varied demands of them. Therefore, many people are intended to purchase their products and these results into increasing the annual profit (Hsiao et al. 2016, p.342).
Up sell and cross sell of products  
Up sell and cross sell is two different strategies to ensure customer value and engage maximum number of customers. As suggested by Aydin and Ziya (2008, p.360), in case of up selling products, business organisation is focussed on enhancing or upgrading the service as well as quality of products. On the other hand, cross selling method, business ventures are giving additional facilities or giving discounts on products (Goodman, 2009, p.56). Business organisations are following these two strategies and select appropriate one by considering customer’s demand. It has been observed that John Lewis is following two of these strategies, that helps them to retain old customers and attract new ones, that leads to enhancement of organisational profit.            
Loyalty to retain customer
In order to increase customer value in long run, it is important that, the business organisations need to retain their customers for long time (Payne et al. 2017, p.467). In order to retain customers, the business organisations need to provide loyal and high quality service. Moreover, it also needs to maintain their products quality, which made them satisfied. As suggested by Ryals (2005, p.462), retaining existing customer is easier than engaging new ones and secure a large organisational profit. John Lewis is providing proper knowledge to the service users and describes features of product or service in details to its customers. Therefore, these customers do not try other products and intended to take service from John Lewis. Often it has been observed that when customers face a bad experience, they share it with their friends and family, due to which poor reputation of organisation gets spread (Frow et al. 2014, p.327). This minimises chances of getting new customers, as bad publicity spreads faster than good one. Thus, in order to enhance profit of John Lewis, it has aimed to give quality service to its customers and never compromised with product quality. This makes the service more trustworthy and secures a large number of customers that are intended to take service from John Lewis.    

Figure 1: Factors affecting organisations ability to improve customer value
(Source: Goetsch and Davis, 2014, p.90)
Cost effective service to engage maximum customers
High quality service is being expected by people in an affordable price rate (Wijaya et al. 2015, p.178). Every business venture is aimed to increase their customer retention rate by providing satisfactory service in an affordable price rate and maintain its service quality. Management of John Lewis knew that people of UK will not compromise with qualit7y of products, and thus pay anything for it. However, to make the products available for middle income group people, prices of products have been set at affordable prices. Here every people from every economic background can buy products from John Lewis. However, some brands have high price rate, which cannot be afforded by every group of people. Therefore, it reduces number of buyers and to certain extent it made a negative impact on company’s profit.     
Customer value proposition theory
Customer value refers to developing good relationship with customers, which made a direct impact on organisation’s economic development. According to Payne et al. (2017, p.467), in retail sector, several firms are participating, which increases competition level. Therefore, in order to ensure a good amount of business profit, business houses need to focus on maintaining quality of service and products. In John Lewis it is observed that when a regular communication with customers is maintained, it makes them feel valued and important. Customers at that time feel that company is taking initiative to know their problems and needs, and this helps to create a good impression into their minds. For instance, when a customer had an issue with a defect product of John Lewis, that problem was immediately solved by exchanging that product with a new one, and no money was taken from that customer. 
Furthermore, staffs at tailoring department were given training, so that they remain cautious next time. This creates an image on customers’ mind that the company is not ashamed to admit their mistakes, and taking trouble to solve the issue. As per this theory, customers are the main asset for an organisation, from which company can achieve its target of making business profit. Therefore, in order to run a business organisation successfully, they need to provide immense focus to the customers (Weinstein and Pohlman, 2015, p.132). In order to deliver proper service by John Lewis, the experts are analysing demands of service users and understand their purchasing behaviour. As per their analysis, this particular business venture provides service to customers and satisfies them. Therefore, business organisation is able to secure large business profit and successfully run their business in national as well as global market.       
Customer experiences hierarchy model 
As per customer experiences hierarchy model, in order to run a business organisation successfully, customers need to be given foremost priority and develop a good relationship with customers. As commented by Karjaluoto et al. (2015, p.179), business organisations need to enhance service or product quality and retain service users. This results into increasing organisational profit and helps the business venture to hold a reputed position in global market. In order to develop relationship with the customer, business ventures have go through three major steps, such as acquisition, conversion and retention. John Lewis has also provided satisfying service to its customers by ensuring proper quality of product and engages maximum number of customers. In addition, this chosen business venture is also following this model in order to increase its repeat sale and increase organisation’s profit.  
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Figure 2: Customer experiences hierarchy model 
(Source: Leroi-Werelds et al. 2014, p.430)         
Quality process at workplace 
Regular monitoring of service
In order to enhance service quality and to maintain a positive work atmosphere, organisational heads are required to monitor service on regular basis and identify the loopholes (Bocken and Short, 2016, p.41). This is because improved service can be delivered to service users, which made them satisfied as well as happy regarding service. Therefore, they get more attached with the organisation and preferred to take service from that particular organisation. In John Lewis, staffs either take feedbacks directly from customers through face to face interaction, or through survey and complaint procedure. Through these customer complaints John Lewis get to know the aspects they are lagging behind in. Regular monitoring helps the company to see whether all the works are being done effectively by staffs. According to the feedbacks and requirements of customers, the chosen business venture brings improvements to its service. This made the service users more satisfied and involve them to purchase their products. In addition to this, regular monitoring of the service has also been performed by the experienced team and thus, highlights the shortcomings of service. This helps the management to enhance service quality as per customer’s requirement and engage more customers to increase organisation’s profit.        
Providing proper training
According to Goetsch and Davis (2014, p.89), quality of the workplace of an organisation is being maintained by the employee. In order to enhance service quality, skills of service providers are required to be enhanced. For instance, tailors were given training, so that they remain more cautious while making or piling up clothes properly. Therefore, management of companies need to provide proper training to its employees and motivate them to give better service and satisfy the consumers. Due to enhancing skills of employees, they are able to perform better service and maintain a positive work culture.    
Proper commitment 
In order to enhance service quality, employees are required to get more involved with the business organisation and needs to be committed with the organisation. As per view of Ross (2017, p.78), due to proper commitment of employees, better service can be given to the purchaser, which made them happy. John Lewis’s employees have full commitment towards their company and thus, they are more attached with the chosen venture. This is because employees are able to maintain a positive work atmosphere and enhance workplace culture. Therefore, a satisfying and high quality service is being delivered to people and retain them and ensure large business profit.   
Customer’s experience 
According to Sengupta et al. (2015, p.265), every business organisation tends to retain their existing customers as well as engaging new one to enhance organisational profit. Business organisations also need to give quality service to service users, which gives a positive experience to the service users and encourage them to take service from that particular company. John Lewis always maintains quality of service and product. In addition to this, they also provide certain amount of discounts and offers to customers, which attract them to purchase their products. Moreover, they also deliver the products on proper time. Customers are provided with good service that makes their shopping experience worth it. For instance, staffs at stores always help customers with their shopping. All these factors help to develop a good experience to the customers and they are intended to facilitate the service, which increases the total sales rate of this chosen business venture and secure a large business profit (John Lewis, 2018).     
Customer service 
In order to enhance service quality of John Lewis, this organisation has focused on demands of customers and therefore, it is able to engage maximum number of customers and increases total profit. As commented by Wilder et al. (2014, p.446), business organisation always need to provide customer oriented service to make them satisfied. This chosen business organisation also has given appropriate service as per customer’s demand and provides cost effective products to them. Therefore, more customers are intended to purchase product from this organisation, which generally increase the profit margin. In this way John Lewis is also being able to develop a good relationship with the customers. 
Customer relationship management (CRM)
As suggested by Chandler and Lusch (2015, p.10), Customer relationship management (CRM), deals with developing a good relationship between service provider and its consumers. Every customer is expected value for their money and expects high quality and satisfying service from business organisations. If employees of John Lewis do not interact with customers properly, or do not show positive and friendly attitude, it will affect shopping experience of customers in a negative manner. On the other hand, business organisations are also expected to make more profit from the business organisations and certain degree of loyalty needs to be maintained in terms of exchanging goods and services.     
Customer centrality 
Business organisations always need to provide customer oriented service by focussing on their demand and requirements. This makes the service users happy and thus they have preferred to take service from that particular business organisation (Jaakkola et al. 2015, p.182). John Lewis always provide eye catching offers and discounts to their products and attract more customers to take service from that organisation. Customers are the backbone of this company that helps it to grow and retain its name in competitive market. On the other hand, as this business organisation take customer’s feedback, therefore, they are able to understand their demands as well as factors that dissatisfy them. By analysing these factors, the chosen business venture is able to enhance their service quality and ensures large business profit by engaging new customers as well as retaining the old ones (John Lewis, 2018).  
[bookmark: _Toc511138638]Advantages and disadvantages of developing and maintaining good relationship with customers 
Benefits 
Increasing sales rate
According to Landherr and Pfleger (2015, p.369), every business organisation have a specific organisational goal to secure a large business profit and hold a good position in global market. In order to ensure large business profit, every business organisation is required to maintain their product’s as well as service quality and engage maximum number of consumers.  John Lewis has also aimed to retain their customers by delivering them quality service in affordable price rate. Due to this, the chosen business venture is able to secure a large business profit and increases their annual sales rate by increasing its profit margin.  
Retaining old customers 
By developing good relationship with the customers, the business organisations are able to retain their old customers. As commented by Choudhury and Harrigan (2014, p.149), retention of customers are easier in compare with engaging new customers. Therefore, the chosen business organisation is aimed to retain their old consumers by providing satisfying service. In addition to this, it has also been evidenced that, John Lewis is also provides additional service facilities to the old customers by providing them a special purchasing card. These cards give additional discounts as well as purchasing facilities to the old customers. Therefore, it helps to retain them and increase total sales rate. This provides a better outcome for the business organisation and maintains a good profit margin.    
Shortcomings 
Increasing expectation
Business organisations are developing good business relations with the service users by delivering quality products as well as satisfying service. Therefore, expectations of customers are automatically getting increased. As commented by Wang et al. (2016, p.197), if the business ventures not able to meet increasing customer demands, then they are unable to survive in the market as the competition level is very high. John Lewis always continuously surveyed their customers to know their demands. Thus, this particular venture can made successful strategies and adopt innovative techniques to bring improvements to the service. Therefore, customers are able to get better service facilities, which made them satisfied and more customers are engaged with the company and increase organisational profit.  
Buyer seller relationship 
Customers are the main asset of any business organisation. As the business ventures collect maximum profit from its customers, therefore, they need to develop a good relationship with the service users. It has been evidenced that customer expectation mainly depends on three major factors that are quality of product, price and time. As commented by Trainor et al. (2014, p.1203), customers always want quality products in an affordable price rate. In addition to this, they also focussed on delivery of product on proper time. These factors made the service users satisfied and encourage them to associated with the company and take service from it. This is because the business organisation can earn immense profit. 
On the other hand, employees are also required to be given proper training. Therefore, they can properly communicate with the buyers during purchasing of products. In John Lewis, if a new product is kept in shelves, their features are explained by staffs present there, that helps customers to make a decision regarding whether to buy them or not. Thus, sellers need to be maintained a friendly relationship with buyers and provide them more information regarding product. In addition to this, they also need to give respect to buyers’ choice and give different selling facilities to them. Thus, they get interested and take service from the venture, which made a large impact on organisation’s profit margin.        
Fulfilling customers’ expectations
In order to hold a good position in global as well as national market, business ventures are required to identify recent purchasing trends and demands of the customers. As commented by Garrido-Moreno et al. (2015, p.393), customers are expecting quality product on low price rate. Moreover, they also expect delivery of products on time. If the business ventures are unable to maintain these three factors, they cannot survive on this competitive business environment. It has been evidenced that, successful companies have made one or two of this factors and successfully hold the customers that brings better outcome for the organisation. Customers are also expecting, low cost as well as quality products from John Lewis. This particular business venture is successful in order to fulfil requirements of customers and thus can successfully run their business.    

Figure 3: Customer’s expectation
(Source: Frow et al. 2014, p.327)
Influence on buying decision making process 
Fair trade 
Business organisations that are doing fair trade are able to run their business in long run. As commented by Goetsch and Davis (2014, p.90), by practising fair trade, business organisations are able to develop trust among its purchaser. Moreover, stakeholders and investors also get satisfied with doing business with these business houses, who are maintaining fair trade. Fair trade also deals with better prices of products, providing decent working condition to employees, following fair terms and policies of trade and local sustainability. By considering these factors, the chosen business venture is able to successfully trade with the other parties and also maintain a high and increasing graph of sales rate.    
Sustainable resources 
In order to start-up a new business and perform successful business, enough financial resources are necessary (Ross, 2017, p.90). The business organisations are thus engaging good financial resource by developing trust and good relationship with the investors. On the other hand, in order to increase workforce, employees are also needed to be recruited by the organisations. Thus, they can provide successful and satisfying service to the customers. Not only recruiting employees, they also need to retain them by providing proper working facilities. John Lewis is giving special coupons to its employees. Therefore, they can purchase things by getting special discounts and this made them happy. Besides this, it also provides flexible timing service to its employees and thus they are indented to continue their job with this organisation.  
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E-CRM and its implication
In present days, online shopping trends are getting more famous among people and thus, they have preferred to do online shopping. As in the online sites, customers are able to get varieties of products with product specification and price details thus they have preferred this type of shopping. As commented by Nyadzayo and Khajehzadeh (2016, p.362), Customer relationship management is a process of maximising sales of the product by engaging new people as well as retaining old one. In order to engage with customers, John Lewis regularly markets its products on social media sites. Over there, they also interact with customers, to get their opinion and viewpoint. Organisation has made active promotions in various social media platforms and also sends emails to their old customers to provide information about the discounts, special offers or other purchasing facilities. 
In this, way they are able to gain attention of these customers and involve them to purchase products by influencing their purchasing behaviour. As per view of Bocken and Short (2016, p.41), due to internet facility and online money transduction facility, people are trying for online shopping. John Lewis has also given online shopping facilities to its customers and grabs attention of theirs. In addition to this, it also sends emails to its old and existing customers and encourages them to purchase products from these sites. In this way, the management of John Lewis is successfully develop a good relationship with its customers and intended to provide service as per their demand. 
Customer feedback
As per view of Wijaya et al. (2015, p.128), management of business organisations are required to maintain its service quality by regular monitoring of service. In addition to this, they also need to listen to the customers’ opinion regarding service and product development. In order to this, the business ventures have developed their own business page and allow 6the customers to give their comments and suggestions regarding service. Due to this, the business organisations are able to enhance their service quality by elimination defaults of service and increase consumers’ satisfaction level. The chosen business venture also has its webpage, where thus have provided every details and enough information regarding product and service. By reading this information, customers have changed their purchasing behaviour and intended to take service from them. This results into increasing customer’s satisfaction level as well as organisation’s profit. In addition to this, by analysing the customer’s feedback, John Lewis also brings improvements to its service and products and made them satisfied.   
Importance of quality control 
As commented by Wang et al. (2016, p.205), people always tends to purchase high quality product in affordable price rate. This is because, business organisations are required to improve service quality and increase their sales rate. In addition to this, business organisations also need to fix a flexible price rate. Therefore, people from every economic background are able to buy products or facilitate their service. John Lewis has range of products that can be bought by people from different socio economic backgrounds. As per view of Trainor et al. (2014, p.1201), by maintaining service quality, business organisations are also be able to give tough competition to its competitors and secure a large business profit. 
John Lewis has regular monitor their service quality and identifies dissatisfactory elements and tries to eliminate them. In addition to this, customer service department of this particular business house always interact with its editing customers and looking for their suggestions and feedbacks. Therefore, the chosen business venture can frame appropriate strategies and enhance service quality. Thus, providing improved service the selected business house is able to engage more customers and increase profit rate.   
Customer value 
Business organisations have aimed to higher its organisational profit by engaging and retaining their customers. Payne et al. (2017, p.467), have suggested that every business venture needs to give foremost priority to its customers as they are the main asset for any business organisation. Therefore, these business ventures always paid immense focus on the price of the product or service and try to maximise service or product’s quality by minimising its cost. This made the service users happy and satisfied. Therefore, consumers are intended to avail the service and this trigger up organisation’s profit. John Lewis have also maintains its product quality and thus, have able to accrue purchasers’ trust. Thus, it increases reputation of the company and creates a good brand image.
[bookmark: _Toc511138640]Conclusion 
From the above study it can be concluded that business organisations need to maintain a proper work culture, in which the employees can be able to give a better service. In addition to this, they also need to provide foremost importance to its purchaser, as they are the main source of accruing business profit. By providing good and quality service to the consumers, they are successfully able to accrue people’s trust. This help the business houses to give tough competition to its competitors and holds a good position in global market. In addition to this, business ventures are always give immense focus to customer’s priority and develop products as per their demands. This made the customers satisfied and thus, they are more involved with the service. This helps companies to increase their profit rate and achieve organisational target in limited time.   
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