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[bookmark: _Toc26892436]Introduction
Customer value refers to the customer satisfaction after buying a product which main comes from the caparison between the product price and perceived benefits from the products the customers bought (Kennedy, 2016). According to the definition, customers evaluate the value of something they bought by its actual benefits and how much benefits they were expecting from that product before purchasing. If the actual benefits pass their expectations, then it can be said that they got more value from buying that product or if the actual benefits are less than their expected benefits or price by which they wanted to buy this product, then it will be regarded as leads value creation for the customers. Customer value mainly depends on the satisfaction of the customers which can be met by meeting their expectations. 
This report is based on how customer value can be ensured by more understanding and engaging of the customers based in the case study of John Lewis and Partners which is mainly a UK based department store working for more than hundred years around the country with more than fifty stores in different cities (Kennedy, 2016). Here, the factors which can create more customers value and their practical application to John Lewis will also be discussed. The dimensions of service quality which can be followed by the company to make better customer experience will also be discussed here. Finally, the service gaps and other drawbacks will be presented here to justify which type of improvement and corrections are needed for the organisation to ensure better customer experience and more customer satisfaction.



[bookmark: _Toc26892437]Company Background
John Lewis and Partners is domestic chain if departmental stores working in the UK which has stated its journey in the middle of 19th century and from then the organisation has been running with prosperity and success around the country with having more than fifty stores around the country. It could gain a revenue of £3.78 billion for 2017 with an operating income of £243.2 million for the same year (Goldberg et al, 2018). The organisation has more than 38 thousands employees who are working with it as the permanent employees. It is also running its business activities outside of the country as well as outside of the European countries.
The vision state of John Lewis is to make a position in the market through highest level of customer satisfaction. They wanted do make the customers to be satisfied as their ways to profitability. The mission of the company is to make the customers happy, through ensuring the satisfaction of all members. It will measure its success in the market through its sustainability in doing consistent service to the customers throughout years (Goldberg et al, 2018). Its Moto or slogan is set according to its mission and vision statements which is "Never Knowingly Undersold". The firm has discovered five values which could make the firm reach to the peak of success such as doing the right with the customers, giving everything to them, giving the customers more than what would be received from them, being self-motivated with serving the customers and seeing the customers as their family members. 









Dimension for Customer values of JOHN LEWIS

[bookmark: _GoBack]Customer value can be referred to as how much benefits the customers are getting from the price by which they purchased a product. It can also be measured by the difference between their expected benefits from that product or service and the actual benefits they got. 

Quality and consistency
Quality and its consistency can help John Lewis create more value for the customers by making them happier. The organisation is well known for its premium quality in all types of products and services to be given to the customers. The customers have some expectations of quality from this firm while buying products from it (Berguson, 2002). If their expectations can be met by the product quality, the products can create more value for the customers. However, maintaining consistency in the same quality would help to keep the customer value remained the same for a long time. If the same consistency for quality can't be maintained for a long time, then, it will not be possible for the firm to maintain the same customer value for a longer period. That's why the firm needs to take some steps to maintain the same quality for the products and services.
John Lewis follows TQM as its ways of maintaining quality improvement for its products to make the customers happier with more value creation. It always tries to improve its quality through continuous basis so that quality improvement process can be maintained consistently (Wirtz, and Lovelock, 2016). The organisation set a quality goal and tries to make all employees achieve this goal for quality improvement and then improve the quality by setting the next goal. All the quality improvement processes are properly judged and measured so that its purpose of quality improvement can be ensured properly.
Product customisation.
Customisation is another important dimension of customer value creation for John Lewis to make the customers satisfied. It mainly refers to make or present the product to the customers in different ways from its competitors so that it can delight the customers. Customisation can be acquired through extensive research and development activities for the products. The employees are also needed to be trained more for the same purpose (Berguson, 2002). The organization also needs to hire industry experts so for getting an insight about it. All the activities and customisation process can be higher expensive at the preliminary level but it can give more benefits in future by making the firm differentiated from its competitors. That's why most of the firm can't bear this expense of making customised products for the customers. 
John Lewis has a good fame of providing higher quality products with unique features and functions. It believes that product customisation can bring more benefits and also decrease the cost in future transactions although it increases the cost at the primary level. It can get more customer loyalty by this strategy as the customers can compare their values with its competitors for the differentiated nature of the products (Goodman, 2009). They can feel better by getting products with diversified quality and unique features. Finally, it can create more trust in the customer's mind for the organization when the firm can maintain its consistency in giving all the promised services to meet their needs and expectations. 
Respect
Showing respect to the customers is another way of creating more value for the customers through its products and services. It is always shown that only products or services can't bring a higher level of customer satisfaction. There are many external things which can bring more happiness to the customers when they buy a product (De Keyser et al, 2015). Showing respect to the customers is one of the most important things which can increase the perceived benefits of a product the customers bought. John Lewis always tries to make its customers happy by showing more respect. It has the value called "give more than what you take". This value is a direction to its employees so that they may maintain this value by providing more facilities to the customers. However, more facilities mean adding external services with the products here and showing kore respect and giving post-purchase services can help to achieve this value. It can help in making the highest level of customer satisfaction by creating more values. The customers can change their perception towards the organization as well as its products what they bought from it. It can also lead them to get more satisfaction which is important for creating customers value. This activity can help in ensuring repeat buying and more customer loyalty by making them satisfied. 
Cost and pricing
Pricing is another important dimension which can create more value for the customers while serving them. The value of customers is always proportional to the costs the customers have to incur for taking this value. That's why pricing can make an influence in making value for the customers (De Keyser et al, 2015). Price can be set in different ways. Such as value-based pricing and cost-based pricing. Value-based pricing mainly depends on the measurement of how much value the products can create for the customers. 
The firm needs to measure its product's value through different judgement where accuracy in valuation for the products is important to take the decision properly. On the other hand, cost-based pricing mainly depends on the costs of the firm to create that product and its external costs. This price should also be based on the customer value or buying capacity of the customers. It is always important to think about the customer value whether it can be value-based pricing or cost-based pricing (Goodman, 2009). However, efficiency in operational activities can help more here to create customer value through pricing. If the internal operational costs can be reduced through efficiency and effectiveness, then price can also be reduced where quality will remain the same which will help in making the customers happy. 
Customer engagement
Customer engagement in the transaction process is a modern concept which helps the organization get more customers satisfaction (Baker and Saren, 2016). It mainly refers to the extent to which the customers will give more priority in product-related issues which help in ensuring more customer loyalty. The customers always want their products and services to be served according to their convenient ways so that they can get more facilities over them. That's most of the firm try more to ensure more customer engagement by taking different approaches so that they can create more customer value for the firms.
[bookmark: _Hlk29154957]John Lewis can ensure customer engagement in different ways which will add more customer value. They can create social media content on which the customers can provide a review on their satisfaction by purchasing the product or service from the firm. Product customisation done by John Lewis is another way of customer engagement (De Keyser et al, 2015). The firm can take opinions from the customers about how they want the products to be customised or how they will be served and serve the customers according to their wishes. It will help to ensure more customer satisfaction and improve customer value. Engaging the customers in different activities and occasions can also serve the same purpose for the organisation.
Ranking of the customer value dimensions
	Serial
	Dimensions
	Ranking

	01
	Quality and consistency
	1

	02
	Product customisation
	4

	03
	Respect
	2

	04
	Cost and pricing
	5

	05
	Customer engagement
	3



Quality and consistency is ranked here as the first among all the dimensions which will add the value of services for the customers of John Lewis as the customers will be happier with quality services and their consistency. Respect to the customer and customer engagement are equally important and that’s why are given after the first priority as 2nd and 3rd ranked dimensions. Customers can also be delighted by product customisation and that’s why they are given in the 4th ranked position and cost and pricing are mainly depended on operational efficiency and that’s why there are position as the last. However, all the dimensions are equally important but they may be slightly more or less important than each other.
Summary table
	Serial
	Dimensions
	Ranking
	Importance for customer value of John Lewis

	01
	Quality and consistency
	1
	It can help in making a trust to the mind of the customers. 

	02
	Product customisation
	4
	More customer preferences can be acquired as they can’t compare the products or services. 

	03
	Respect
	2
	Customers can feel more proud by taking the products and services which will also increase the customer value. 

	04
	Cost and pricing
	5
	It can help in meeting or exceeding the customer expectations.

	05
	Customer engagement
	3
	It will also help in making the customers more positive towards the products and services as well as organisation. 





.
[bookmark: _Toc26892439]Dimensions for service quality for John Lewis.
Customer relationship management is the approach which is taken by the organizations for more interactions with the customers to get more positive responses from the customers. Most of the organisations try to maintain the CRM through different activities to ensure more customer reviews towards the firm (Baker and Saren, 2016). They also try to manage the CEM or customer experience management which also the same where the firms try to ensure loyalty, relationship and advocacy with the customers. They also try to take different initiatives to manage CRM and CEM. Managing service quality is one of them. 
Managing the service quality for the organizations is important for different purposes to be served such as brand loyalty, CEM and CRM. The firms take different initiatives to ensure the service quality for the customers so that it can create a positive customer response which will help in better brand image in future for the firm (Dietrich et al, 2017). There are different theories and practices which have given different quality improvement solutions for the firm and SERVQUAL is the most famous and practical quality improvement theory which can be used by all types of firms. John Lewis can also us the dimensions of SERVQUAL for increasing its customer value.
Reliability.
Reliability mainly refers to the ability to give the promised service or product to the customers. It is also important for keeping the brand loyalty for the firms. John Lewis can use this quality dimension for increasing its brand value and positive responses from the customers. It has to give a different advertisement through different media from which the customers can buy its products and services. The organization need to provide those promised services which are given through different advertising media to maintain reliability (Baker and Saren, 2016). It will help in letting the customers the firm is keeping its promise to serve the customers and there is a difference between what it is promising and what it is providing. As a result, it will create more positive assumption towards the organization and they will go for repeat buying tor the same firm. Thus reliability can ensure brand image bad more customer loyalty. John Lewis is always concern about its promise that is what it has said in advertising media and tries to fulfil its promise in case of products and services. That's why it has a positive brand among the customer group and it is regularly getting new customers.

Assurance
It refers to the behaviour of the employees to make customers happy with the promised services. The knowledge and skills of the employees can website the assurance for the promised services for the customers. It can help to make the customers satisfied with direct encounter as the employees show their curtesy to the customers while meeting them or giving them any service. The skills and expertise of the employees here are more important as they will meet the customers and show their respect (Lemon and Verhoef, 2016). That's why the organization should work on their skills and expertise. John Lewis is always positive to make its employees skilled and experienced. That's why it arranges different training, workshops and seminars for improving the knowledge, skills and expertise so that they can properly maintain the accuracy in giving service to the customers. It also gives the employees different rewards and motivation so that they can be more effective for their activities and interaction with the customers. It will finally help the firm to gain more trust from the customers meeting the needs and demands of the customers from the organization.
Responsiveness.
Responsiveness refers to the willingness to make the customers happy with different prompt services according to their needs as well as beyond their needs. Responsiveness helps in meeting the needs of the customers and make them happier. It can also be beyond their needs where the organization can help the customers from its willingness to make more positive responses from the customers (Lemon and Verhoef, 2016). John Lewis always tries to maintain this service quality dimension by setting a standard and giving service to the customers according to this standard. It always tries to make the customers happy with proper service which is also fallen into its ethical practices. It believes that helping the customers from beyond its responsibilities is one kind of ethical practice for the organization which can help in increasing its brand value by creating more customer values. As a part, if this, the firm gives the customer's post-purchase service for a long time so that can't feel anything negative from the products and services what they have bought from John Lewis.
Tangibles.
Tangibles refer to the physical appearance of anything which is also related to the service quality improvement process taken by any firm. It can help to change the mind of the customers by creating a positive feeling for the organization and its products and services (French and Gordon, 2015). The physical facilities, equipment and materials which are directly used for giving the services to the customers can be the example of tangibles which help in increasing the service quality as well as customer value. Most of the organizations try to keep physical evidence associated with their products and services to be provided to the customers. That's why they always try to do something special which will create a positive feeling in the minds of customers. John Lewis always adorns its physical places if the stores with more colourful ways are that it can catch the eyes of the customers. It also uses automatic services with different advanced and scientific facilities so that the customers can get delighted with the facilities and comfort. 
Empathy.
It refers to the volunteer careless from the firms to their customers which are not mandatory for them to meet the customer requirements or expectations. Empathy is important in gaining more customers response and making the happier with extra facilities what the customers are expecting from the firms (French and Gordon, 2015). These types of empathies can help the organisation to get more trust from the customers. They can get more repeat buying customers who have faith in the organization for taking any service for a long time. John Lew is always trying to show the highest level of empathy to its customers so that they can have a positive view of the organization. For example, it gives complementary services to its customers frequently which help to make the customers happier and reduce the rate of complaints from the customers. As a result, it can add more value to customer service.
Ranking of the service quality dimensions for John Lewis 
	Serial
	Dimensions
	Ranking

	01
	Reliability
	1

	02
	Assurance
	5

	03
	Responsiveness
	3

	04
	Tangibles
	4

	05
	Empathy
	2



Reliability is the most important quality improvement dimension as customers will also want the promised product or service quality. Empathy can help the customers more delighted by willing response to the customers. The other dimensions are also equally important but they are given the ranked second, third, fourth and fifth.
Summary Table
	Serial
	Dimensions
	Ranking
	Importance for customer value of John Lewis

	01
	Reliability
	1
	It can ensure brand image bad more customer loyalty.

	02
	Assurance
	4
	It can make the customers satisfied with direct encounter with the employees. 

	03
	Responsiveness
	2
	It can make the customers happy from its willingness to earn more positive responses from them.

	04
	Tangibles
	5
	It will create a positive feeling in the minds of customers at the very first look. 

	05
	Empathy
	3
	.It can help in getting more trust from the customers.




[bookmark: _Toc26892440]Service quality gaps tor John Lewis.
Service quality gap refers to the difference between the required service standards and given service standards. Service quality gap is always important for all kinds of firms which are serving the customers for earning profits as they need to know what they are giving to the customers and what the customers are looking for (Homburg et al, 2017). There are five service quality gap dimensions which can help the organization improve its service quality as well as create more customer value. John Lewis also uses this service gap model for improving its overall service quality.
Customer gap.
This the gap between customer expectations and customer perception and this gap occurs after the purchase made by the customers. Customer expectations mainly refer to what the customers are expecting from the organization or from a product they are going to purchase. It can depend on different things like the money they want to spend on this product, their lifestyles and personalities and the habits as the users (Maglio et al, 2018). On the other hand, the perception for any product or its organisational form the customers can be built after buying this product and takings service. Their feeling towards the products and services after their use can influence their perceptions. If the products or services can't meet the expectations of the customers, it will create a negative perception for the products as well as for the organisation into the mind of the customers which will be regarded as the customer gap. The firm should work on it for knowing what the customers are expecting from the organization while purchasing their products. John Lewis sometimes takes a survey to know customer expectations and works according to their opinions.
Knowledge gap
This is the gap between what the customers are expecting and what the organization is thinking about the customers. These are mainly created from the inability of the management of any organization to read the customers' minds about what they are wanting from the firm while taking their services. That's why most of the firms take different initiatives to make the customers happy but fail for this reason (Homburg et al, 2017). The foresight of the management of any organization helps in reducing this gap otherwise the organization always has to face the problem of misinterpretation of its customers. This gap can be created for different reasons. The organization may have a lack of knowledge about the market for insufficient market research. They may also have less relationship with the customers and lack of information about their different perceptions. Lack of customer engagement is another reason by which the organization can't reach the customers more and can't know more about them and their choices.
Policy gap
This is the gap between the management perception of the customer and how their products are designed to meet the customer needs and increase customer value. This service gap may create customer dissatisfaction through not meeting their need and expectations by the products and services that are designed for the customers (Maglio et al, 2018). There are some reasons which may create this gap. The organization or the management have total lacking in setting the actual service standard or implementing the service standards that have been set for meeting the customer need and expectations. Unable in updating the service standard regularly may also create the gap as the expectations from the customers may change over time which should be updated and the service standard should be updated according to their changing needs and expectations. John Lewis sometimes faces this problem but is always careful of this gap and that's why can somehow manage it.
Delivery gap
It is the gap between the service quality standard to be delivered to the customers and what is delivered to the customers. This gap can make the failure in reliability if the products and services form the firm to the customers. The customers may lose their trust for the organization and its products and services. There are different reasons which can create or increase this service gap. Poor human resource policies can increase this gap (Wilson et al, 2016). The organization needs the employees to be more skilled and cooperative to reduce this gap where teamwork is necessary. Poor human resource policy can't ensure these things or better service delivery. The employees have lack of knowledge about the product and service and how they will be delivered to the customers can increase this gap as the customers can take proper service from the employees. John Lewis always trains its employees frequently to make them learn about these issues more.


Communication gap
It is the gap between the service delivery and the external communications which is not the part of the service delivery but directly related to it or contribute in increasing the customer value. Poor customer perception can cause this gap which can increase negative reviews from the customers. Interaction between the employees and management can also increase this gap which by creating indiscipline between the management decisions and employee activities (Wilson et al, 2016). If the management is unable to direct its employees properly, this gap can be increased. The organizations give the promise of delivery specific standard while advertising in different media. Not meeting these promises during the delivery may creates this gap. Sometimes meeting the expected customer requirements can also create this gap. For example, John Lewis serve the customers any product with proper standard but the product cannot be served properly by the employees which will create customer dissatisfaction and create this gap. That's why the employees should be trained more for reducing this gap.
Raking
	Serial
	Dimensions
	Ranking

	01
	Customer gap
	4

	02
	Knowledge gap
	1

	03
	Policy gap
	2

	04
	Delivery gap
	5

	05
	Communication gap
	3



Knowledge gap is called the most important to be solved as it is the gap between the organisation and the customer and the organisation needs to read the customers’ minds. Policy gap the next important issues which should be reduced to create disciple between the management policies and the employees’ performances. Communication is the third ranked as it should be managed to change customer perception. Customer gap is needed to be match to perceptions between the customers and the management. Finally, delivery gap should be reduced to gain more trusts.
Summary table
	Serial
	Dimensions
	Ranking
	Importance for customer value of John Lewis

	01
	Customer gap
	1
	It will managed to reduce negative customer perceptions for the products as well as for the organisation. 

	02
	Knowledge gap
	4
	It should be managed to build understanding between the customers and the organisation. 

	03
	Policy gap
	2
	It can help in managing the discipline inside the organisation. 

	04
	Delivery gap
	5
	It will help in reducing the external errors of the product delivery. 

	05
	Communication gap
	3
	Managing this gap will help in building more trust through the reliability of the products and services. 




[bookmark: _Toc26892441]Conclusion
Every organization tries hard to make more customers value which will give the organization more benefits in future. That's why they take different initiatives for making the customers happy. However, most of the firm did mistakes in reading the customer perceptions and what the customers are demanding from the organization (Wirtz, and Lovelock, 2016). That's why they can ensure the proper quality standards for meeting their needs. Apart from that, different service quality gaps make this issue more complex. That's why the firms should be alert in different sites of the customers so that the customers can be read properly. Proper market research and update about the market trend should be ensured. The product and service quality standards should be matched and updated according to the market trends and they should be regularly checked by the upper management. The employees should trained properly so that they can gain the skills and knowledge of showing the customers proper respect. Teamwork and workshops should also be arranged so that they can be more cooperative towards each other and increase their cooperation to make the customers happy. Finally, regular feedback from the customers should take and implementation should be done according to their opinions.
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