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	Introduction:
The purpose of this report is to evaluate factors that can have an impact on company’s ability to get the best customer value. Looking at the five dimensions of customer value, the 5 Dimension of Service quality and the gaps in the service, using emirate airline as the chosen company reference. While showing the important of applying system tools that can help in meeting the customer requirement.


5 Dimensions of customer value:
There five dimensions of customer value price and brand, product selection, customer experiences, value added services, relationship and experience, first price cannot be numerical, second pricing in services is much harder.
No company can last without customers, regardless the industry whatever it internal or external customers an integral part of an organization.
Price:
Price is one of most important factors that guide the value perception (Varki and Colgate, 2001). It more difficult to access the value of an airline brand because ticket prices function in an incredibly changing pricing environment.
The more valuable your brand is more customers are expected to pay premium prices, take apple for e.g. when buying an apple product, you expect to premium a price because of the Perceived value and quality of its product. (Armstrong, Gary and Philip Kotler, 2008)

Brand:
Having a good brand requires a good marketing strategy, advertisement of the brand, building trust with your customers by having a value for money brand, Creating a identity for your brand. Branding is a complicated process; it is very hard for any marketer to represent or translate a product or service into something that people like.
Brand proliferation is when more item is added to the product line with different brand, the problem with proliferation is that customers can get confused so it is important that each product brand as a unique identity
Giving your organization a better exposure of it brand. 

Product Section:
The quality of your product is judged by your customers (Evans and Dean 2003)
There Three successful trends in product selection, first when a specialize in one type of product for example Starbucks and Subway.
Second big stores that allows customers to shop for a wide variety of products for example Walmart, target and Costco


Value added Service:
Many companies use cost strategy to make sure the company is ready to grow; this is about lowering the overall cost structure. This centers around the aspect of the business that is controllable but at the same time letting organization free up funds for future growth, the value is measured on how the product and the service works for the Customer. (L. Richman, 2006).
Airline use a strategy that is called airline revenue management, this dimension is characterized based on these methods is about understanding what the customer wants and matching what wants to the organization services and better product. This cost driven strategies and initiative would help with the organization’s overall growth and targets.
Equally important to where companies operate is how they do it. Customers look for value not only in the product or service itself but in how easily they are able to understand  what company is offerings, how easy it is to purchase the product or use the service and how easily that product or service can be maintained over its lifecycle. More and more companies are looking at global trends while simultaneously addressing the regional differences. Just as important as the location of the organization’s is how it operates. Customers look for values not only in product or services but how easily they understand what the company is offering. The simplicity of purchasing the product and the lifecycle of a product.
According to Van-Pham and Simpson (2006) improving customer loyalty remains the key point to success and proﬁtability of airline companies.
According to Brandfinance.com Emirates Airlines was the most valuable airline in the world in 2016 now it ranked in 5th place giving all the Top 4 slots to the US air lines. Growth of an airline depends on a brand, a real understanding the need of customers and meet the demands of its customers, something which, with the continuing rise of social media, it became more challenging environment this is always evolving. 
Whilst pricing, routes and service are still an important aspect for repeat customers but airlines that can capitalize on its unique selling points will have a greater  potential  for growth is huge in developing markets and must at the same time be sympathetic to sustainability by investing in more fuel-efficient planes, are the ones most likely to succeed. (Haigh, 2019)

Relationship and experiences:

Relationships and Experiences:
Building a rapport with your customers makes it hard for them to switch to another company or provider. Some companies provide this extra support when making large purchases, some airlines like Emirates will provide the customer with flight and hotel with its partners added services like car rental, tours and attractions and other additional services as part of your package. This makes it more difficult for a customer to switch to another company knowing you can get all the things you want or need by just dealing with one organization instead of been bounced around like a pin ball from one company to another. There various ways that customers can express satisfaction, this can measure in sales or profit or word of mouth, giving your company a thumbs up for the services you or products. Using a POS program to real time feedback what's working well and what is not. 
doing surveys, ratings system, having rewards for Repeat customers and then using the pareto 80/20 rule to determine areas that need improvement. 
Customers want fast easy solutions to their problems, hiring more staff could mean reducing the waiting time but this does not necessarily mean better quality of service, and it could also have an adversarial effect having to spend more money on human resources.

Conformance to requirements:
Conformance to requirements is built on Three fundamental.
Is about doing things, the right way, like predictable product for customers, in a way it also like giving customer what their want or what their do not know that they want or actually need it a bit like forecasting and delivering service or product on schedule.  it about giving companies the ability to offer customers what they want and need. 
It about closing the loopholes of miscommunication, using a reliable supplier that is organized and that can facilitate your company’s ability to track product delivery in real time but at the same time closing the information loophole for hard data. 
Today companies are always adapting to the new demands from its customers, the rise for demand can be so high not having a reliable supplier is contribute to a loss of sales therefore, having a reliable supply chain that is fast and responsive is money well spent. Just in time (JIT) is an inventory management system, that companies use to check the stock that is kept in storage and the stock that you received from your suppliers as and when its required, instead  of carrying a large inventory all at once, many companies like to using JIT as it is viewed as a more cost effective way of holding stock. This will reduce waste, requires less space and it ideal for small organizations, this is about doing things the right way, like predictable product for customers, delivery it on time without delay, it can to give companies the ability to offer customers a faster service and regular product on time. The occurred cost relating with the market mediation is where there is a deference between the supply and demand. This would have positive effect on the company’s KPI key performance indicator These can be done using .Customer service is becoming a key differentiation point for companies focused on customer value in such environment, company’s keep good inventory for two reasons, to reduce costs and to improve the service. The motivation for each various organization balances the problem of having too much inventory which can lead to high costs or having too little inventory which could mean losing sales.
The perception that supply chain management lead to cost savings, mostly by reducing the inventory. Inventory costs has gone down by about 60% since 1982, in the meantime transportation costs has also fallen by 20% (Wilson, 2004). This cost savings strategy has led many companies to pursue inventory-reduction strategies in the supply chain. To develop the best operational strategy, companies must understand the type of product that their customers demand, the cost of inventory, and supply chain capabilities.












Customer service tools and Emirate Airlines experience:

The SCM strategy also know ad supply chain management in customer values is about the type of product or services that it offers, the value of various aspects of this it like  offering to customers one location with a large options of product, this really helps to maximize the value, having the ability to react well to the demand of your customers is one of the basic foundations of SCM. The Personal customized products are about having a flexible supply chain, the need at the forefront of any product or sales strategy, using the SCM strategy could provide your organization with advantage against your competitors which can lead to an increase in customer value. The SCM also effect prices by reducing the overall cost.
Using different problem-solving tools and techniques like Swot analysis which is an internal technique that can help an organization define it strengths and weaknesses, opportunity and treat and PDCA Cycle which another problem-solving tool to help a company to continuously improve and adapt well to change, it is well known for helping companies to keep regularly improving its products and services.   
The PDCA cycle has four phases beginning with planning phase which is where you have identified the problem and your objective is clear, than you select the problem to solve or service that needs improving in order to deliver the result in alignment with your expected objectives. Evaluating the recent situation, identify alternative solutions and finally selecting the solution with most promising route. 
The Do phase is about implementing your solution on smaller scale first as a test case in order analyze the collected data and measure your progress.
Fully test the benefit before completely committing to the selected solution.
Check is about evaluating the collected data and comparing the actual results versus the planned objectives. Act involves acting on the feedback you got and any areas that need adjustments and finally completely implementing the solution. This tool is used by major companies around the world including Emirates airline.
Based in Dubai Emirates Airlines is part of the Emirates Group which is owned by the Dubai government. Operates over 3,300 flights a week from Dubai Global international.
With now 270 fleets, 159 destinations a diverse group of employees about 174 nationalities and 63,594 employees worldwide. (Emirates, 2019). Like all organization in the profit business Emirates airlines want continues to grow and maximize profit but even huge companies like Emirates airline do not have it all they own way, things do not always go as planned, as shown by the tables above Emirates airlines is still a good brand with good product selection and quality service.
There is also sign of a slight change in the overall ranking dropping from 1st place in 2016, to 4th place 2017 and 2018 now ranked in 5th place in 2019 according to brand finance.com. clearly there is room for improvement and issue regarding their ability to sustain success which is the hardest thing to do in business. First thing we going to do is a brief SWOT analysis on Emirates airline looking at its Strengths, weaknesses, opportunities and threats (Alfaro-LeFevre, 2016)
Strengths are; there are a relatively new business compare to the other airlines, which have been arounds for at least 2 decades in British Airways. Second the reputation of the airline is still very good, that gives them a competitive advantage. Weaknesses, the airline industry is very competitive, consumers have more options in term of what airline to use than ever before, you cannot effort to stand still as Emirate Airline have found out by allowing some of a basic standard to drop in last three years. The high cost for maintaining the brand name with people walking about with cameras on every phone and the rise of social media, one badly handled situation could cost an airline millions of pounds so really highlights impact that social media as given consumers and the power this as given them. Other threat is that Emirate Airline is dependent on international air traffic. Opportunities as it continues to grow, by buying new fleet and the number of destinations is also growing which would grow its market value.
Threat, the local airlines are following the same model that Emirate used. The change in environmental regulations making having fuel efficient planes the way to go.
In recent time Emirates airlines are investing in fuel- efficient planes and upgrades its sun Microsystems hardware to help the organization to continue to grow. While upgrading the sun fire 15k to power the company's financial systems and their CRM systems. What is a CRM and what is you for?
A CRM is a system that help companies to manage business relationships or help meet the expectations and demand through data or information analysis connecting your organization with its customers. It about building a strong relationship that is centered around quality, time and price. CMR will act as a pivotal nerve center to help manage these various of relationship and this can also help with the collaboration within various groups in an organization by collecting information from one points of contact to another also improving the relationship between the customer and the company’s employees. This can be done when customers visit your website, through calls made to your organization, online chat and of course social media. You can also apply the Taylor scientific management theory which lets you Measure, monitor and control the efficiency and accurately forecasting data in real time.



Table about                                                   Brand                                                                                                                   
	2016-2019
	2016
	2017
	2018
	2019

	Emirates Airline
	1st 
	4th 
	4th 
	5th 

	British Airways
	4th 
	6th 
	8th 
	8th 

	Lufthansa Airline
	14th 
	11th 
	10th 
	10th 


Source>Brandfinance.com 
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Table 1
	Dimension of customer Value
	
Emirate Airlines
	
British Airways
	
Lufthansa airlines

	
	
	
	

	Price
	      16/20
	       14/20
	              17/20

	Source:
	Thepointsking
.com
	
	

	Brand
	        7/10
	         9/10
	              3/10

	Source:
	Brandirectory
	
	

	Product Section
	       10/10   
	          8/10
	                 8/10

	Source:
	Airlineratings.
com
	
	

	Value added Service
	       9/10
	          4/10
	               9/10

	Source:
	Airlineratings.
com 
	
	businessinsider

	Relationship and experiences 
	      10/10
	            5/10
	                   6/10

	
	 YouGov
	
	

	Conformance to requirements
	        8/10
	             6/10
	                     5/10

	Total 
	         58
	           46
	                     48
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Figure 1 The PDCA Cycle:










Figure 2 SERQUAL Gaps::





5 Dimension of Service quality:
There a 5 dimension of service quality reliability, responsiveness, assurance, empathy and tangibles. A good employee climate in an organization can have a positive effect on the quality of the service a company provides. This is about evaluating the morale of employees within an organization, the saying is happy wife, happy life similarly for organizations “happy employee’s equal happy customers” Branson, (2006) 
Companies that offer great service quality are in effect encouraging its customers to return, and again because good vibe is infectious, word would spread to potential customers which is kind of a win, win strategy
After waiting to be serve the last thing customers’ needs to come across a customer service agent who is rude, impatient and unreasonable. This reflects bad not just on the customer service agent who served you but also reflects negatively on the business, the customer will likely be reluctant to return in the future.
Applying the Pareto 80/20 rule which stated that sometimes 20% input yields 80% of the results. This shows the integral part employees play in the determining service quality 


Reliability: 
The ability to accurately and independently delivering a promised service on time, particularly service promised but doing so with good result. This creates trust with your customers knowing that can trusted you to deliver good service, it can also be about getting things done on time with consistency and free from mistakes.
In the airline this could mean the arrival or departure not getting delayed.   

.
Responsiveness: this about the ability of a company to respond the consumer needs immediately, keeping customers waiting never a good thing especially when there is not valid reason for doing so this creates a negative point of view among your customers. It about be attentive, taking the initiative, for example seeing a customer struggling with his or her bags, or crying, the customers agent not paying enough attention to the situation, but responsiveness is responded situation immediately and effectively.   

Assurance: 
This dimension depends on the company’s ability to establish trust and impart confidence to its customers.
A name people can trust with a good safety record and capable employees who are knowledgeable. Employees who can see customers as people by communicate well with them. Competent employees convey positive attitude with customers. 
A customer can be confident knowing the information you have given them is accurate and update (Morgan, 2017).

Empathy: 
This the approach taken by employees within an organisation, the attitude toward customers, having customer agents developed a rapport or effective relationship with customers.
becoming familiar with previous issues they’ve had in past or remembering the customers preferences and names personal stories told by customers for example if a customer mentioned that is mother was sick, you can ask you ask how she is this show personal interest.
A company’s ability to show care to customers on a more personal level, using logic and sensibility in their dealing with customers, understanding the need of the customer (Cottrell, 2011).


Tangible 
This is any visible services that can appeals to the customer like uniform, in airlines ticketing counters, baggage areas and waiting rooms.
Something in line with customer possible expectations, the role employees play within an organisation is crucial.
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   Table 2
	Dimension of service quality
	
Emirate Airlines
	
British Airways
	
Lufthansa airlines

	
	
	
	

	Reliability
	     8/10
	     6/10 
	          7/10

	Source:
	Airlineratings
com
	
	

	Assurance 
	   6/10
	 4/10
	   6/10

	Source:
	Airlineratings
com
	
	

	Tangibles
	   8/10
	     6/10
	    6/10

	Source:
	Skytrax
	
	

	Empathy
	   6/10
	    5/10
	   6/10

	Source:
	TripAdvisor
	
	

	Responsiveness
	     7/10
	      8/10
	      8/10

	Total 
	    35
	    29
	       33



Gaps in Service SERQUAL:
There are several suggested models SERV-QUAL gap models developed by Parasuraman et at. (1985) is popular model to evaluate the quality of a service. Which is a dimensions of service quality research tools built to capture the customer's expectations and the perceived service as part of 5 dimensions, this can help an organization to see if the standard of service is appropriate and the gap between what is expected by customers and what information that organization did not have prior to applying this model or the perceived service quality.
Starting with gap 1 all the to gap 4 focuses on showing areas of which your organization delivers its service and Gap 5 is about what the customer considers to a true measurement of the quality of your service. (Shahin, 2006).
Using the conceptual model of service quality Gap 1 not knowing what customers expect. Being friendly can go a long way in making what could already bad day for the customer. Going the extra mile allows service quality to keep good standard going and at same time maintaining the company established and understanding of the need of those it serves (Gronross,1984). The best way to keep the evaluating a gap in the services and look to ways this can be rectified, improving areas of deficiency through training, replacing outdated technology, having website that is user friendly 
Using secret shopper or flyer, providing your staff with accurate information 
Reducing waiting using promotional offers to attract customers 


Gap1:
A lots companies make the mistake of focusing on transactions instead of the relationship with each customer. Whereby the new customers get all sort of benefits and the existing customers get rising prices, or get completely ignored, another comment error made in customer expectations, 
No Willingness to engage customers complaints failing to make correct what as gone wrong.  Problems are sometimes unavoidable in any industry especially one's dealing with human customers , the dissatisfaction of a customer or customers is likely to lead to a complaints but how an organization deals with problems that matters, it true prevention is better than cure, if you can avoid the mistakes or complaint in the first place that's usually better but as mentioned earlier this not always possible. The profit of a company is impacted by failed services, so an effective solution process is beneficial. Sometimes the solution is inadequate this can further amplify the problem, it about handling matters in satisfying for customers.
Many of customers do not like the idea of repeating themselves or getting transferred to other agent without valid a reason for doing so.
When an agent is proactive this gives the customer a positive view of your organization. Customers services is about going the extra mile to make sure that your customers are happy and satisfied.

GAP 2 
The quality of the service that organization is providing is not good enough.
Not been practical in the quality of the service provided, no one likes excuses even when its valid alternatives options need to be found in order to address what the customer as perceived to have gone wrong, employees not knowing their tasks
or the framework that a company must follow to make sure that all procedures associated with the making of the service are performed by the guidelines of rule set by the organization. Customer segmentation is a way to divide customers based on groups of individuals that are similar in particular ways that is relevant to marketing, such as age, gender, interests and spending habits. Prioritizing the need of customers as well as meeting their expectations (Lewis and boom, 1983)
Gap 3:
This the service gap performance, that can lead poor human resources, A company not matching the demand from consumers and employees failing in their fulfilment of their roles.

Gap 4: 
This about how the organisation communicates with its customers.
Lacking Integration of the market’s communication. Bad overall communication this could lead to customer going elsewhere.

Gap5:
No knowledge of what the customers expect, not selecting the correct service standards and using the wrong design, not delivery to expected or promised standard.
Not matching the work promised Graham, (2016) 
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  Table 3
	Gaps in service SERVQUAL
	
Emirate Airlines
	
British Airways
	
Lufthansa airlines

	

	
	
	

	Gap 1
	     6/10
	    7/10
	         8/10

	
	Airlineratings
com
	
	

	Gap 2
	         5/10
	        4/10
	                6/10

	
	
	
	

	Gap 3
	            6/10
	         5/10
	                7/10

	
	Airlineratings
com
	
	

	Gap 4
	             6/10
	           4/10
	                 8/10

	
	Airlineratings
com
	
	

	Gap 5
	            8/10
	             4/10
	                     7/10

	Total
	             31
	              24
	                       36






Conclusion:
After Reviewing the data there some that loses in customer value few years as impacted on the standing of Emirates airlines, many different methods and solution that can be implemented to Emirates airline to return it to how it was in 2016.
Starting with the returning the focus on the service the organisation provides to customers. Using the CRM get the opinion its customers, focusing empathy.
This article as analysed the dimensions of customer values, evaluated the service quality as well any gaps in the service. 
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Gap 1 
Not knowing what the customer expect



Gap 2 wrong Service quality


Gap 4
 Promise do match actual delivery


Gap3
 The Service performance gap


The SERVQUAL 


Gap 5 The difference between customer perception 
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