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Introduction:
The purpose of this case study is to analyse customer value at British Airways. Customer value are the number one priority in every business or organisation, without the customers  businesses would not be productive or profitable however if the customer are satisfied with the quality of product and services they received it will enable them to return and conduct more business with the organisation. British Airways is a PLC company, founded in March 2004 in London. It is the UK largest international airline company, with over 118 million passengers, serving an estimate of 279 destination in 150 countries with a total of 598 aircraft. British Airways have employed a total of forty-two thousand employees across the globe to perform the respective business of the organisation. British Airways customers are very happy with the level of customer services provided when they use the services, throughout the industry. According to British Airways company, their level of expectations is very profound in whatever business they perform in addition they value their customers at the highest level. 
Customer Value 
Customer value can be highlighted as the company’s performance in creating and adding qualities to their administrations particularly the administrations they offer to client or the administration part of the business. Johnson and Weinstein (2004) stated that essential client esteems entail extra ordinary delivery on four paths and components which are service, quality, image and price.
Service is the impalpable worth offered to the clients. Quality is client impression of how well an organization items and administrations meet their desire. 
Based on a research that was done in 2006 by Magid, Anthony, and Dena, they found out that brand pictures was the client reactions to mark name, sign, or impression, and spoke to the item quality too.
However, Ehsani and Ehsani (2015) have come to conclusion by stating one can use price as a form of resource when dealing with customer satisfaction and profit the customers are willing to pay for high quality services, with the intention of requesting additional goods, and services without worrying about the price for the product. Customer value is an important aspect to the customer, and that of the business however, some customer purchased low price goods which are high quality products and value for money. 
According to Drucker (1954) “the purpose of business is to create customers.” I concur this statement because business must create customers in order to be successful.
On the other hand, esteem from the client's viewpoint had been stretched out past starting financial aspects to envelop the item or administration over the absolute life cycle and the allout involvement in the organization. The client’s value has been viewed as a fundamental essential for long haul organization endurance and achievement (Plaster and Alderman, 2006). This view was shared in several years by different researchers. These researchers were done by Porter, 1996) Woodruff, (1997) Payne and Holt, 2001) Huber, Herrmann and Morgan, 2001).
According to Weinstein (2012) structuring and giving better client esteem are the keys than effective business technique in the 21st century. Values are important for the following reasons:
1. Value rules in the present commercial center and marketspace.
2. Customers will not pay more than what an item is worth and will compensate greatness. 
3. A client driven culture gives center and course to the association, guaranteeing that remarkable worth will be offered to clients.
4. Designing and conveying better client esteem moves associations than market authority positions in the present profoundly serious worldwide business sectors – outright bit of leeway. 
5. Providing exceptional client esteem has become a command for the executives. 
6. In decision filled fields, the perceived leverage has moved from organizations to esteem looking for clients. 
7. Managing client esteem is significantly more basic to associations in the new help and data-based economy. 
8. Firms not giving sufficient incentive to clients will battle or vanish in light of the fact that client esteem is a key fixing in building upper hand. Today's clients are very savvy and advanced and are searching for organizations that (1) make greatest incentive for them dependent on their necessities and needs, (2) show that they esteem their business (Weinstein, 2012).
Clients are some different option from committed and hard to-fulfill individuals disparaging your business. Associations must come to grasp that customers are their most significant long stretch key accessories. Affiliations ought to similarly grasp that customer regard isn't only a procedure or transitory arranged endeavor; it is a technique for cooperating, and understanding the components of business, regard drivers and how the interface to make advantage and accomplishment extra time. Value over time (VOT) is what fabricates strong and suffering associations, similarly as what makes market drivers and pioneers.
According to Dumond (2000) the basic subjects about client esteem that it is "connected to the utilization of item or administration saw by the clients instead of unbiasedly controlled by the dealer and "usually involves a trade-off between what the customer receives (e.g. quality, benefits, worth) and what he or she gives up to acquire and use a product or service  (e.g. price).
The five dimension of customer values are Conformance to requirements, Product selection Price and brands, value added service.  Relationship and experience are the vale the organisation give to the customer. Product selection with this dimension the customers look if there is any competitor to compete with the products that has been offered how many products line does they have and which one is wider.
Price Brand: compare the prices with other business check which price higher or lower than that of other business with brand wrong price on high profile brand can damage the brand image    
Businesses have always had to face competition, but at least in the past companies knew who their competitors were; they knew the competitors, products and their strengths and weaknesses.
Brand:  This has become a guarantee for quality by checking out these brands to know the advantages and disadvantages. Customers look at other customers reviews and read feedback about what they are saying about this particular brand then they would compare brand ranking of other companies.  Some customers go to love money in order to compare they also add value added services. These are the extra things the company provide like warrantee on the items. Some companies like the retail chains and supermarkets they offer value for money every so often they put in place half price, sale on quality goods. There can be many factors that affect the customer value such as price increase or decrease on high quality products.
If companies want to maximize their customer values, there are several ways in which they can do so. According to Lee and Overby (2004) customer value has been maximized via mass customized e-consumer services, which have identified new ways to delight consumers.
 	Grenci and Watt (2007) indicated that experiential interchanges improve the degree of commitment that the purchaser has with the item, making an incentive for online customers by allowing shoppers to self-enjoy new ways. These views were shared by Hicks et al in 2005. However, the practical problems associated with consumption, and the ethical issues associated with the way organizations use persuasive tactics to entice consumers into purchasing products have social consequences.   
Customer value at British Airways:
According to British Airways they provide high quality of services to each customer, by meeting the rising expectation of their customers value. However, by putting this strategy into action this will enable the customers to receive better services. In addition to this British Airways has design a strategy, which explained the services that have been put forward the Global and Premium services, and airline. 
 	According to British Airways they are offering the Global services to their valued customers across the globe, this is a very fundamental services will benefit the company operation wherever they operate. In addition, persons going on vacation would enjoy the benefits of flying with British Airways to receive the quality of services offered by the company. There is no doubt that business travellers will want to fly with British Airways at all times in order to benefit from this service that has been offered.
The reason why British Airways stayed focus on aviation is the high volume of passengers and cargo the airline is transporting globally this is one of British Airways core business which is very unique.  
Our customers are central to the success of the international airline group (IAG) where British Airways maintain it standards on delivering outstanding customer service satisfaction to all levels of the business. Our diverse portfolio of brands gives us a leading position in meeting the specific requirements of customers across different demand spaces.
According to British Airways (2019)  2019 was an extraordinary year for the company by celebrating (100) years of flying, which lead the way in creating a sustainable future for the industry and delivering strategic priorities to achieve higher network growth and investing where our customers and people valued the most in by enforcing and sustaining a financial performance report for the long-term vision. However, during the month of December we saw evidence that our strategy was working as the prestigious Centre for Aviation (CAPA). Corrective and preventive action has awarded us with the title Airline of the year. In addition, British Airways argued that Safety and security are key priorities for the company.  In light to this they have put in place a formal safety management system to ensure that they comply with all the relevant rules and regulation.  According to British Airways they are operating a comprehensive monitoring Airline revenue streams that will always be the core of their business. However, British Airways will be looking on how to augment this by building profitable ancillary services that will offer customers great value and re-enforce their brand. British Airways will be exploring different ways in developing new products and services which exploit the assets and capabilities in order to meet the needs of their core customers and enhance loyalty.
 The company have overhauled their supplier risk assessment in order to monitor the process in favour of a less subjective approach, using external company data and analytics. 
They listened carefully to their customers because it is best guarantee that it will enable the company investing in the products and services, they value the most. However, this is a good customer service outlook. The gathering of feedback and opinions have a huge bearing on their strategy to become the leading global premium airline service with a sustainable future. This is vital that the company listen to the wider concerns of their customers. The customer is expecting them to be a highly responsible business with an active Cardiac programme (CR) in place for this reason they are embedding their destinations.
 Drucker (1954) stated if one wants to know what a business start with it is the purpose that must be found outside of the business itself.  From a quality perspective, Drucker develops the more traditional emphasis on financial return—that a business is an organization that adds value and creates wealth. Value is created for customers, and wealth is generated for owners. Which is correct a satisfied customer is someone who is happy with the product and service received and the whole experience of dealing with the company. However, if British Airways do not satisfy the needs of their customers the customer will go to a different supplier to conduct their business and will not recommend friends and family to British Airways. Because of unsatisfactory quality of service airline industries are in such high demand for quality services. Airlines are competing with each other to see who can deliver high quality products and services to their respective customer. What customers are looking for is value for their money therefore, if the customers are happy with the service they receive, it will result to happier staff who will attract more customers. 
In every business or organisation staff contribution to customer service can make or break the organisation. If the customer feels satisfied, it will give a big impetus to make a repeat purchase and vice versa (Kotler, et. al, 2012).
  British Airways staff are trained in an effective way. The company provide a high level of customer service training which are their general appearance mood and expression attitude, and knowledge of their products. In every business there are two important things which matters the most and these are the staff and the customer. They are the ones that keep business in operation
British Airways customer views have been monitored through their Think Customer Survey. It is an independent market research involving more than 36,000 customers each month which is great.  
British Airways is Running a robust operation system which is key in meeting the customers’ expectation, by delivering a cost-effective business service. At British Airways they monitor their operational performance through a broad range of measures at a variety of levels. Departure punctuality is their primary measure high performance at British Airways requires other operational processes to run smoothly because this is a key driver for the customer.
With value creation therefore it requires contributions from both buyer and seller however From the Nordic school’s perspective, service performance is a key contributor to customer-perceived value.
Quality Systems:
According to American Society for Quality it defines quality in its glossary as follows: A subjective term for which each person or sector has its own definition. In technical usage, quality can have two meanings: (1) The characteristics of a product or service that bear on its ability to satisfy stated or implied need; (2) A product or service free of deficiencies”. A couple of value aces have furthermore their own implications of value. As shown by Dr Joseph Juran he portrayed quality as capability for use and Philip Crosby uncovers quality as conformance to essentials. Quality is commonly isolated to item quality and administration quality. The part of significant worth structure is administration quality.
Service Quality:
According to Black, Briggs and Keogh (2001) Service quality is basic to the achievement of an association anyway is hard to assess. Brysland, and Curry (2001), Jayasundara, Ngulube and Minishi-Majana (2010) characterized service quality as giving something impalpable to a shopper in a manner that satisfies them and offers an incentive to that customer
According to Parasuraman and Berry (1990) at the point when initially investigating administration quality and building up the apparatus SERVQUAL, the way to guaranteeing great help quality was to meet or surpass what clients anticipate from the administration. They later went on to characterizing Service Quality as the inconsistency between client's desires and recognitions. 
The service quality will enable the company to be competitive and, contributes to the productivity and profitability.
There are five dimension of service quality which are: Reliability, Assurance, Tangibles, Empathy, and responsiveness. These five dimensions identifies the gap between management and that of the customer expectation. With Reliability the company provide reliable services for all of their customer around the globe. British Airways uses this opportunity in order to make their services right on the first attempt however, some other airlines have problems in performing this task. British Airways promises are what the customer received. They pay attention to their customers’ needs individually this has shown they have their customer best interest at heart. The airline provides facilities onboard and throughout their service stations which are visible to all their valued customers. This has shown that they kept their promises about their services and performance. This represent good customer services to their customer. The staff are always ready and willing when assisting the customers on their request. British Airways staff members have been trained and acquire  knowledge on how to make the customer feel safe when dealing with transaction  however, if a question have been asked by the customer the airline staff are equipped with the knowledge in answering difficult questions. By delivering these services this will enable the customer to build trust and increase their loyalty. In addition, the attributes of the British Airways is value for money, this is the service that the customers have paid for. Peppers and Rogers (2011) battled that there are different implications of customer's dependability that have been balanced by displaying researchers reliant on the investigation objectives and settings. For instance, Casidy and Wymer (2016) conceptualized customer reliability as one's assessments of submitted association with the steadiness object, rather than repeated business trades. Thakur (2016) portrayed attitudinal endurance as a customer's objective to remain concentrated on express provider in the business place by repeating their purchasing experiences.
Distinctive kind of reliability programs which can be as the clients gaining focuses on ever transaction that they make they further went on to say the customers have the opportunity to use their redeem points to purchase goods from the company. By keeping the business afloat without expensive marketing cost an investigation in the carrier business inspected the connection between client disappointment, working salary, working income, and working cost. The investigation distinguished the drivers of disappointment as elevated level factors, for example, seat inhabitance, misusing of things helpless dependability. The finish of this examination shows that as disappointment emerged the working income shows a marker of the client conduct and working benefit both fell, and working cost rose.
Heskett (2011) argued that customer loyalty is important in customer satisfaction he further went on to say this has been the most popular subject in the study of marketing theory where loyalty has a connection with satisfaction. I am in complete agreement with this if you are not loyal to your customer this will bring a negative impact on the organisation.
Realizing the clients is the absolute initial step to expand the fulfilment level. When the association manages the client, it implies that the intrigue and the flavour of the clients are notable which assists with getting a thought on how the administration gave by the organization really live up to their desires.
At Terminal 5 British Airways has transformed the operational performance and customer services where they have exceeded punctuality and baggage targets across the network, achieving record customer satisfaction scores. British Airways have upgraded their premium Services for their valued customers the service have been upgraded with the new Club World product which they implement on all Boeing 747 aircraft and half of their Boeing 777 aircraft, and this year they will launch their new First cabin. The Galleries lounges at Terminal 5 and Terminal 3 have had a fantastic reception however British Airways are using the same concept at other key airports such as Milan, Johannesburg and Vancouver
Closing the gaps (Annual report, 2019)
 When closing the gaps, one have to learn the expectation of the customer establish the right service quality standards ensure the service performance meet standards good communication between staff and managers. Turning information and insight into action measure all the work and provide regular feedback the manager or person in charge must eliminate conflicts among employees and develop a good reward system.
Since January 2020 the airline began offsetting the carbon emissions for all customers flying on one of our 75 flights a day within the UK by investing in quality-assured carbon reduction projects around the world. Customers travelling further afield who want to offset their individual emissions can do so via our new carbon calculator. Additionally, we are reviewing minimising the carriage of additional fuel on our flights to limit the impact on the environment. We believe that sustainable aviation fuels will transform the industry, and we are leading the way in sustainable fuels development. Following the announcement of our collaboration with partners Shell and renewable fuels company Velocys in 2017, Altalto Immingham Limited, a subsidiary of Velocys, submitted a planning application (Annual Report, 2019).
They made considerable improvements to the service they provide customers with hidden or visible disabilities including the launch of a dedicated customer care team to assist more than half a million travellers with additional needs who fly with them each year and pledged to make accessibility a Board-level issue. They have continued to invest in young people and will again fund flying lessons for youngsters throughout 2020, inspiring them to pursue a career in aviation (Annual Report, 2019).
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