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Section 1.
[bookmark: _Toc7728400]Introduction: 
The purpose of this report is to define customer services and briefly connect this to the ecosystem, whilst demonstrating an understanding into the engagement of the customer experience. The remaining part of the work is organised as follows: Section two presents the factors that influence Amazon’s ability to maximise customer value, section three explains Amazon’s systems and a final section provides my summary of findings, conclusion and recommendations. 
One of the most important requirements of any business is how to respond to the customers concerns. This is because, the customer is the most important person as far as any business is concerned as they provide the financial resources from their purchases for the business to continue to exist. Customer services and creating value for customer then becomes a central focus of any business. Customer services is an organisations ability to analyse and meet the needs and desires of its customers (Kaňovská, and Tomášková, 2015, p. 687).
For a business to be able to provide good customer services, they must first of all be able to identify what creates value for the customer. They should analyse whether it is the product quality, the price of the product or the delivery time that is more valuable to the customer (Kaňovská and Tomášková, 2015, p. 687).
Amazon has been one of the leading on-line retailers for the last twenty years; the business started out selling books and has now diversified into other items such as electronics, music, DVD’s, and clothing (Schneider / the balance careers, 2018). 

[bookmark: _Toc7728401]Section 2.
[bookmark: _Toc7728402]Defining Customer Services:
[bookmark: _Hlk7725967]Customer services can be defined for the purpose of this study as all that a business performs to meet the requirements and expectation of customers (see Kaňovská and Tomášková, 2015, p. 678). Nonetheless, it is important to state that the definitions and descriptions which describe customer services are too many to mention however, for the purpose of this assessment, this definition has been adopted. Furthermore, assistance from services help to boost up revenue from items that have already been sold. Superior quality and customer services bring together a force against your competitors, which helps to gain loyalty from consumers, distinguished merchandise, lower marketing fees, along with increased business (Bovee and Thill, 1992). 
According to Torres (2014), who has studied customer service in hospitality management, a vital question is asked: How to deliver a first-class service to the consumers? Daily professional workers look for ways to modernise these functions and academics continuously carry out research into various directions of service. Both academics and professionals in an effort to produce a better service have implemented frameworks of service quality and consumer satisfaction. However, although there has been much research about these frameworks over the years, it is still difficult to differentiate the relationship between these two terms. 
[bookmark: _Hlk6129779]According to Torres (2014), numerous service superior connotations establish their start in root gap analysis and SERVQUAL model. Suitably, consumers see service  characteristics in the term of the gaps between what their requirements are, and level of service (or an interpreted level of service). Identically a wide range of consumers contentment distinctiveness acquire their beginnings in the theory paradigm. The revaluation theory puts forward that consumers have a variety of assumptions which they agree or disagree throughout the service experience. However, on closer inspection at both conceptualizations would uncover comparable ideas. Both these theories indicate that consumers have anticipations beforehand which they interact in some kind of resemblance in such anticipation, that sooner or later effects contentment, non-contentment, or perceived service quality, or the lack of it. 
Additionally, findings have suggested that the two conceptualizations do have similarities. There are also claims that service standards definition models have momentously separated from the product standards models. Furthermore, some product standard principles may-be remodelled and utilised to service settings. In addition, many standard models have been submitted for many years. But discussion still draws breath on how to, best clarify and measure service standards. 
The applicability of standard service models to particular industries, for example the hotel industry which has been called into question. Additionally, it has been proclaimed that service standard has been analysed as a detached variable or as an antecedent to contentment, as opposed to as part of an overall experience theory. 
[bookmark: _Hlk7726411]According to Torres (2014), customer relation Management is the relationship that the consumer has with an establishment, that provides both with something they receive. Consumers expect to see value for goods and services paid for, and establishments require money for goods supplied, with a certain amount of loyalty, from the consumer. Challenges that are faced by the larger establishments are how to deliver consumer value that meets the consumer needs, as well as gaining the financial profitability, through the relation which the establishment requires, with very little resistance from the inner workings of the company. However, most long-term relationships importance, is to recognize what is necessity, and what is required. The relationship value from the consumers understanding, is the ability to be able to market goods, or a service marketed by the establishment. Furthermore, the emotional value of the brand to the consumer obligations of the competitors, which also has effects on how the consumer values the relationship. 

However, according to Bergson (2004, p.38), this does not stop your competitors form lowering their prices for the same products, or services, which has already been offered by you. From the company’s point of view the continuing relationship does come with a price, even if the relationship is at all profit-making, or not. 

The cost arises from carrying out business, this usually involves consumer assistance. There are also other financial losses incurred, through consumer opportunities which occur when corporation finance is made use of, for one set of consumers, at the price of another set of consumers. The financial implications are for retrieving data to establish what offers may-be presented to the consumer as a trade-off for ongoing business. 

According to Romero (2012), on the customer loyalty clubs, or so-called community, which has a proven track record as a marketing strategy, which is now applied by many businesses, which builds better commercially positive relations, between businesses, as well as consumers.  
[bookmark: _Toc7728403]2.1: Factors that influences Amazon’s ability to maximise customer value.
According to Jenkins and Sain (2005). Integrated Marketing points. Research carried across a wide range of companies and organizations through the Centre of Integrated marketing has uncovered several factors of high impact diagnosis that have revealed victorious integration through marketing in organizations brands. Amazons consumers focussed implementation scored extremely highly on this which will include vital factors:
1. Consumers believe their brand knowledge comes from one thing.
2. Consumers believe in their brands word of honour.
3. The brand offers various consumers a selected bespoke service.
4. Whenever possible the brands ability to identify all known consumers as and when they use the service.
5. Consumers have no complaints with the brands encounter
6. The service offers a commitment throughout the whole organization
7. The whole organization understands what the holds are to dedicated consumers 
8. The organization are keen to recognise high value projects 
9. Objectives are consistent with the company’s brand capabilities
10. All working together
11. Shared knowledge throughout the organization
12. The organization works seamlessly with all shareholders
13. Organization procedure are all positioned to brand value, and vows.
14. First class consumer information and its availability at all points when required
15. There is extreme pooled understanding amongst vital consumer groupings 
16. Consumer managements key focal point is for consumer value throughout their lifespan
17. The organization will work harmoniously in association with relevant agencies
18. Assessment is managed as an educational discipline throughout the organization.

According to Jenkins and Sain (2005) Overview on how Amazon operates. Amazon’s shared technology systems are extremely intelligent, it naturally seeks out the higher valued consumers, the service accommodates the frequent user consumers, although it is effective with the low value consumers too. It can calculate the majority of consumers, separate consumers and individually know what your requirements and interests are.

When a genuine consumer comes online, Amazon adopt a cookies system that directly links them to the consumer, it is a marketing system that recognises who the consumers are. Furthermore, by doing this Amazon, tailor what individuals’ users can see, for instance most individuals will receive this endorsed recommended service. These recommended endorsements are produced by ultra-smart software using statistical analysis that logs all the things you are interested in, this applies to all users the profiling system compares all users while slotting individuals into various categorizations.

However, every book that Amazon has alongside the various other items, are also put into categories, which covers the history of certain books being sold, because of this Amazon are able to introduce books and other items that would interest their individual users. Furthermore, the website is built as an extremely smart computerised communication system. Additionally, this is what creates value for the consumer by being able to identify individuals’ alternatives.

According to Jenkins and Sain (2005). CRM Strategies in practice. 

The ten steps, strategy outlined:
1. Investment: invest according to consumer values
2. Relationships: improve efficiency throughout consumer relations
3. Reputation: Be correct to the brand and its marketing
4. Relevance: service each consumer fairly
5. Value: Build lasting value first, strategic worth second
6. Touchpoints: Manage relations at all necessary touch points
7. Imagination: Bring passion creativeness to the consumer encounter
8. Learning: measure and Learn
9. Technology: use like an artist 
10. Stakeholders: Make it good for all 


Notice how these leading CRM (and customer service marketing) performers 
    
    
According to Jenkins and Sain (2005), Amazons strategic thinking is firmly based on high valued consumers or frequent shoppers. However, many of these shopping tactics have come about through public relations, or by individuals spreading the word (these actions are more in favour of the frequent buyer) as well as those individuals that already spend on the internet banners and use this online shopping procedure, which highlights attention on high spending shoppers. 
Additionally, the use of first-class investing has been paramount in developing and spreading the word. During 2000, the first three months of frequent high traffic use on the internet the company accumulated 3 million new consumers, this was achieved with very minimal financial significance, or extra staffing. Where from? Individuals spreading the word. 
Furthermore, Amazon consumers, or at least 70% of them only saw the company as a book store, and 74% of individuals would mention this to their colleagues.
However, most significantly the focus is what percentage of loyal consumers do Amazon retain than the percentage of valuable. 


According to Jenkins and Sain (2005), research has revealed that a third of all consumers produce 67% of purchasing (Source (BrandZ 2000 study) loyal Amazon consumers are liable to purchase at a more increased rate, than loyal consumers across the group. In addition, 40% of all Amazon’s consumers are regular users, in comparison to the group standard heavily weighted by Amazon of only 8%        

However, because the web site is so much of an instrumental tool for communicating with Amazon’s high value consumer users, these consumers receive much more messages than consumers of lower value users. Furthermore, because time and effort are channelled into producing a positive experience for the user, finances will be channelled where it appeals to, more. 
Lastly, the reason that companies with great brands are most victorious and effective with their frequent users is because of their world-wide outlets of supplying. Amazon receives this same process through their frequent user’s appliance of buying on line, which Amazon makes a simple process for users to do so. Additionally, Amazon make the process of shopping fairly easy to do by having brand awareness, with the, My favourites folder, through a varied selection of product items, as well as the acknowledgement of the online consumer. Amazon master this process by targeting regular communications and having an effective distribution stance.  
According to Jenkins and Sain  (2005). “Creating enduring value first, tactical worth second” 
However, many web sites look for that glue. The greater pursuit is to form the glue that retains the valued consumer for life. Amazon have set about this in a totally new direction with the stone age art of retailing, and along this journey have transformed communications which has taken this company to the highest echelons of loyalty and trust, in the retailing / e – tailing sector. 
However, recent research carried out by BrandZ have placed Amazon at one of the top 5 American  brands for receiving high level stats for bonding to consumers, which should not be surprising because the company are pulling consumers from transactional, to relationship clicks. Furthermore, what this achieves for Amazon is the glue, not just for their websites, this is also for consumer relations as well? This new encounter see’s consumers going back to window shop for more  purchases.

“When I went in to test Amazon’s performance, I ended up buying a book I didn’t plan, just because the recommendations were so smart.”  
 
However, now we shall discuss the two value models that have been applied so far for this Amazon’s service: The Cloverleaf model and the financial social model and the social structured bonding models
The Cloverleaf Model has 4 main segments:
1. Knowledgeable skills, and statistics: This is in regards, to what is required and what is received 
2. Process: what one is required to do, or is required to do, to encounter the service.
3. Tangibles: what you receive and the pleasing response to what you receive and the feeling.
4. Relationship: The standard and the relevant bond, for instance how private or familiar it is.
Knowledge.
suggestions, periodicals, educators’ comments, product description, search facilities, reminders, key technological advertisement, to differentiating the knowledge dimension of the customer experience.
The investing of knowledge which to retain consumer companionship, e.g. collection of personal details on individuals or regular users, shoppers alongside statistical data,  algorithms that are suggested to all achieve  Amazon’s invaluable loyalty.
Users of Amazon websites will receive better value from it.
However, it is simple to use but it is the frequent buyers that reap the benefits.         
[bookmark: _Toc7728404]2.1.1 
Deliveries 

[bookmark: _Toc7728405]2.2: Amazons Systems and its ability to meet the customers’ requirements.
According to Jenkins and Sain (2005) Manage the appropriate relationship with Touch points. Amazon have a firm view on their interactive approach in regard to their CRM marketing, where you have the option of subscribing to receive information by e-mail. You are received with a welcome on your return, giving you a feeling as though your expected. You are invited to explore its abode, with the availability to have a peek in every room, with commentary on the furnishing’s fixtures and fittings, you are announced to new companions, while it is playing the perfect host. It will also carry out recommendations. It will be responsive to commands at an instant. While vowing a speedy postal service and is responsive to dissatisfactions.
Amazon push buttoned procedure that is activated once you are ready to. That paten protected “1 Click” purchase gadgetry which concludes once your purchase has arrived at your door. Then the “flow experience” appeared that has the ability to retain consumers, returning to the Website to scan review items or others “Wish list,” that all comes with guarantees. 
Critical MOT: want to buy.
This is a large one. Something I heard about, or you may have seen a write – up, or possibly an add, an individual mentioned, maybe you would like to buy. Hassle free or potential loss revenue and loss of fondness. Answer it quickly behaviour and sentimental true. Before we explained about the 1-Click variable speed up the buying procedure but there is another great tool for great communication by the brand for the consumer. Have you tried visiting one of the larger stores where a lot of merchandise is sold? Or had a stroll around them? Browsing is great when you want to purchase. Or the choice of asking someone who tells you where to find it, and “click once and you have the purchase” 
So here you have it. Amazon’s terrific search facility hurrying around the department stores like an enthusiast, to grab what you’re looking for and its smart offering Z- store and reselling, choice particularly when, new is there as well as any related thing.
According to Jenkins and Sain (2005). Measure and learn. Amazon hold the precise  information of the value and price of all their consumers, this is due to the exceptional systems on feedback, and with this information they acquire they are able to build more systems to make improvements on their services to marketing. There are various ways to change to improve, even at Amazon. However, a business week with Bezos which establishes the company is committed to the commitment of ongoing service changes, that improves the devotee of Pareto’s theory.
Q: “Where are you trying to improve efficiencies? Any examples yet”? Bezos: One is consumer services. We take-hold of the 10 most consumer service requirements and repeatedly remove them, beginning at the top of the pile. The No.1 reason was “ I put in my post code incorrectly”. However, to correct this we applied a system where consumers could put in their own codes, as not to call customer services. 
Furthermore, we meticulously tick off the top reasons why our consumers call customer services. I am happy to announce that now our No. 4 reason why consumers call our customer services is to simply say “Thank you.” 
This is the way we enhance our operational efficiency, by dealing with the problem at the root, in addition rooting out the source for why consumers contact customer services, whether by phone or e-mail. 
According to Jenkins and Sain (2005). Use technology like an artist. Perhaps the most significant point to clarify is that many individuals do not contemplate that Amazon are a technology business but see us more of a shopping site or service. The perfect example is how technology has utilised the customer relations management, CRM motivation that add value. 

Amazon’s CRM Systems are controlled by the preceding functional applications:
1. A connected database of consumers, that includes historical information of buying and marketing actions of brand e.g. through newsletters. This is the sort of purpose we experienced in session 3.5 when we discussed the promotional database.
2. A connected database of product knowledge, which includes not just standard knowledge like costings, or reviews and stories, and so on.
3. An order handling system, which processes credit cards, connected to a rear end delivery system. Additionally, for Amazon this will also involve a computerised warehouse.
4. An outstanding web page managerial system, that can deal with regular knowledge and configuration as well as bespoke them to the consumer.
5. A structured and brand intensified website design with  aesthetics to match, with enabling tools and aids.
6. A computerised communication, e.g. e-mailing, ordering, knowledge management, and messenger management, systems, all this while the consumer is online, to ensure individualised and suitably timed liaising.                   

According to Jenkins and Sain (2005). Whilst evaluating the Amazon site, Microsoft’s analysis studies carried out in 2001 with Cranfield, established that the amalgamated corporate website, Amazon have for example are more essential than those of other systems because of the non-interactive or interactive, buying or selling companies. It the most grown up website to perceive the most considerable satisfaction from the e-business services. It also established that consumer benefits are a vital performance measure, and way more significant than the so-called e- performance measures.     

[bookmark: _Toc7728406]Section 3: Summary of findings and Conclusion.

According to my findings the most important requirement of Amazons business is how they respond to their customers, additionally form defining customer services where I have discovered that assistance from customer service helps to boost profits, which also bring a certain pressure to your competitors which also brings an ease to customers loyalty. We also discovered customers require good customer service in order to have better relationship with a company. Amazon have demonstrated why they are successful players in this area, by totally focusing on their customers and putting them first, and in doing so they have created a trail for all other companies to follow. However, the incredible systems they have in place which runs their business like a well-oiled machine. The way they deal with their customer service issues, one by one until the problem is solved as I have already mentioned in my report
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