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Customer experience which includes all the interactions between the company and its customers has been a big issue for the managers in the current business world (Bannister, 2018). It is because if the customers can be managed properly and retained for a long time, then the company will be getting revenues and can also think of extending in other markets. For this report, Tesco has been chosen as it belongs to the service industry of the UK. The factors that add value to the customer have been discussed along with the opportunities of increasing them. The other issues mentioned in the report will also be helpful for the managers.
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[bookmark: _Toc26322914]Explaining the dimensions of customer value and applying them to Tesco: 
Customers are the ones who purchase products or services from a company in order to add value to their life by using them in their daily activities. From the adding values part of the definition, it is clear that the products or services which have more customer value will be more attractive to the customers and at the same time, the customers will be willing to pay more for those products and services. In this part the factors or opportunities available to Tesco for adding more to the life of the customers or increasing customer value will be discussed.
In the following, some such factors or dimensions that help the company to add more value for the customers have been discussed.
            
Figure 1: Dimensions of customer value (Armstrong, Kotler and Opresnik, 2013)
1. Conformance to requirements: A business mainly exists to serve its customers and the customers are the ones which help run the wheels of the company. So, it should be in the best interest of a company that it thinks from the perspective of the customers or in other words, it should formulate all the offers considering the best interest of the customers and thus try to maximise the value. Here the conformance to requirements refers to the fact that the company is able to deliver what the customer wants rather than what the company wants to produce. Conformance to requirements adds value both to the customers and the company in a number of ways. The customers are getting exactly what they want from the company or what they believe is able to add value to their life. The company gets added value from conformance to requirements in two major ways. Firstly, the company has not to incur market mediation costs if there is conformance to requirements. 
In this case, the company only produces those products or sells those products that have demands from the customers. So, there is no excess supply from the part of the company and the company is not required to sell the products at a price lower than the buying prices. Again, the company will not produce at a lower level than what is exactly demanded from the market. So, the company will not have to lose selling opportunities or losing revenues that can be gained only if the required amounts of products are there at the company. 
Tesco’s one of the business motto is to serve exactly what the customers need for their daily usage and at what amount. Tesco is a seller of products mainly produced by other manufacturers including the farmers. The top management of the company is very much prudent in determining the future market demand at the first place which enable the company to produce exactly what it can sell in the market and generate revenue rather than incurring deadweight loss both for the company and the customer. 
2. Product selection: This is another major dimension of customer value and has a huge impact on the extent to which a company will be able to sell its products to the customers in the marketplace (Armstrong, Kotler and Opresnik, 2013). When a company is manufacturing or selling only one or two product, the choice becomes easier or there is no choice at all. But when the company is dealing in with a large number of products, the situation becomes harder or in other words, when the company has product proliferation, the choice becomes harder as to which products will add the highest value both for the customers and the company. The proliferation of products can save the company from different types of risk such as lowering sales but at the same time increases some risks against the company. Firstly, when the company is dealing in with large number of products, it's hard to identify that through which products the company will do better in the market. So, the first problem begins with the choice or selection of the product. If the products are not wisely chosen, then it is likely that the company won’t be able to generate the expected level of revenues. The second risk arises from the problem of managing supplies as there will be a huge number of suppliers. The third risk arises from the problem of predicting the demands for a huge variety of products as all of them needs to be predicted separately.
As Tesco is a retail company and sells only grocery items, it needs to deal in with a huge number of products. So, the choice of product is a big issue for the company and it has been doing it successfully for years. Tesco sells almost everything a customer needs for daily usage. As the items are mostly grocery and purchased for daily usage, their demands are generally stable over time. 
3. Price and brand: This dimension is sometimes considered to be the most of the important among the customer dimensions and sometimes doesn’t have any effect at all (Albrecht, 2014). Some industries for example in the medial industries there is very much less value of this dimension in terms of adding customer value. As the products manufactured and sold in this industry are mostly life-saving ones, the customers don’t care about the price and especially the brand value of those products. On the contrary, in some industries where the products are available and manufactured and sold by a large number of companies, the price and brand of the products constitute a very important part in terms of adding customer value. In these industries, the competition among the existing companies is too much high. All the companies try to capture the larger market share by setting competitive prices and creating a brand image in the market. The renowned brand ensures better services than the unknown or the lesser-known ones and they have the ability to charge higher prices for their brand value. 
Tesco has already been successful in creating a brand image in the market. The customers usually find the grocery items from Tesco to be more authentic and of greater quality than the other retailers. It has been possible because of the successful strategy of Tesco which ensures that the suppliers are taking much care of their products which will be supplied to the company (Weinstein, 2017). The pricing strategy of Tesco is also much effective compared to the other retailers in the UK. As the company’s objective is to be the lowest-cost supplier of products to the final consumers, it always works on modifying its pricing strategies. The company is currently following the pricing for market penetration which means that lowering the prices of the products as much as possible to capture the larger customer base. 
4. Value-added services: The value-added services are increasing in importance as the competition in different industries is also increasing. Though this concept has originated in the telecom industry and referred to the services that are given out of the boundary of the regular services such as the voice call and texting services. The customers at present are not satisfied with just the call of duty type services from the companies and ask for more and more (Berguson, B. P., 2014). Customer experience is at the very core of increasing customer value. A customer doesn’t just buy product from a company rather have full experience with it. So, Tesco makes sure that the experience the customers get with the company is a positive one. For this reason, the company has reduced the time required to process an order and the time of making the final delivery. Value-added services can make the customers experience something better than just doing the call of duty activities for them. These services make the company closer to the customers as they are kept in touch in all the stages during the purchase and even after the purchase for a long time, for the whole lifetime of the product in some cases where the warranty is provided. The improvement in communication technology has the provision of value-added services cheaper than before. Currently, the situation has become such that the companies are becoming more dependent on services to generate profit than the products such as IBM.
Tesco has been giving so many value-added services to the customers and the number of services is also increasing day by day such as credit card facilities, loans, product return services etc. the customers of Tesco are generally from the countries which are mostly technology-oriented and their purchase payments are generally dependent on different types of credit cards which make things easier for them. For this reason, Tesco has initiated credit card payment facilities for all the stores of the company in all the countries in which it is operating. But the differentiating factor is that the customers can get credit card facilities from Tesco Bank and can take loans for making purchases from the company. 
5. Relationship and experience: A company cannot be successful in the market only by selling quality goods for lower prices rather some other issues must be dealt with much care (Shapiro, 2015). For example, the company must maintain a good relationship with the customers in every sense. But it is not that the company can do it by default and it requires effort and time to build a better customer relationship that sustains for a long period of time. It is certain that if the company keeps a good relationship with the customer s/he will be a source of regular revenue for the company. Apart from that that satisfied customer will help the company to reach kore customers by their buzz marketing or marketing through words. The second thing a company can do along with manufacturing and producing high-quality goods is that it can build and gather experience which is essential for sustaining in the market and getting added revenue. Experience on the market cannot be gathered overnight and requires much effort and time from the part of the company. The more experience a company gathers about the market, the more likely it will be able to make the customers satisfied. It is said by the marketers that a customer not only buys a product or takes a service from a company rather s/he gets a whole experience. 
Tesco deals with these issues with much care as the company wants to build a better relationship with the customers (Shankman, 2016). For this reason, it has appointed a customer relationship manager at all the stores of the company. These people are mainly responsible for dealing all the positive and negative customer issues and for making sure that the customers are being satisfied with the company. Apart from that, the company has FAQ options on its website which answers all the important questions by the customers. 
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Figure 2: Ranking of the dimensions (Forsyth, P. B., 2013)
The dimensions have been ranked according to their importance to Tesco and may have a different ranking in other companies. Product selection has the highest importance to the company because all the other things begin with the selection. Then come to the price charged and brand created by the company and thus the company will also need to confirm the customer requirements. Value-added services have been ranked in the lowest part because the customers will be mainly satisfied with first ranked dimensions and at the same time require some value-added services.
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	Dimensions
	Summary
	Comparison with Walmart

	Product selection
	The company wisely chooses the products and services to make add more value to the customers (Overton, 2013).
	At Advantage, because it deals with narrow product range than Walmart and thus the selection is better.

	Price and brand
	The company has created a brand image in the market in which the customers seem as valuable.
	At a Disadvantage because Walmart has better brand image.

	Conformance to requirements
	The company focuses on what the customers want.
	At Advantage and because it put more importance on this dimension than Walmart does.

	Relationship and experiences
	The company tries to build a better relationship with the customers and gather more experience.
	At a Disadvantage because Walmart has more experience in the market.

	Value-added services
	The company gives more and more value-added services.
	At Advantage because Walmart doesn’t give much of these services.


Figure 3: Summary and comparisons of the dimensions (Buttle, F., 2011)


[bookmark: _Toc26322917]Conclusion (Part-1): The Company has been successfully maintaining these dimensions and trying to get better and better. Though the company is lacking creating value for the customers in all the dimensions in comparison to its most potential competitor, it is performing up to the expected level (McLean-Conner, 2015). In addition, the customers can place their complaints and suggestions through this option on the website which is another reason the company is being able to maintain a good customer relationship. If these things continue it will be able to create more value for the customers and get a larger market share. 
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[bookmark: _Toc26322919]Explaining and applying the service quality dimensions at Tesco:
Service quality is the extent to which the services provided by the company is able to create value for the customer as promised. The following diagram shows the dimensions of service quality.
          
Figure 4: Dimensions of service quality (Bishop, T., 2012)
1. Reliability: The demand and attractiveness of the company’s products and services are largely dependent on the reliability the company can create about those products and services in the minds of the customers (Berguson, B. P., 2014). The company must be able to fill the promise it has made when promoting the products and services. Tesco has been trying to maintain all the customer service dimensions from the beginning of its business. It always promotes its products and services through different print media but tries to ensure that all the information provided to make the customer eager about the products and services are reliable and not misleading. This makes things easier for the company to provide services as promised. 
2. Responsiveness: Along with reliability which refers to the extent how the company is able to perform in terms of giving services compared to what has been promised, it must be much more responsiveness. It is because if the company is responsive enough then the customers will think that they are being given importance. For ensuring better responsiveness, the company first have to keep the customers informed about the time of giving services (Humphrey, 2011). For this reason, Tesco has a different manager who is responsible for keeping the customers informed about different issues. 
Again, the company must be ready and willing to give the services in time to make sure that the customers are satisfied with the response time. Tesco has been very careful about this dimension as according to different survey it takes the lowest time to deal with a problem than any other retailer of the UK. 
3. Assurance: Though reliability and responsiveness surpass all the other dimensions, still assurance has much importance when considering the service quality of a company (GTS Learning, 2013). Because employees are the ones who can generate customer confidence in the service quality of the company, they can ensure assurance. Secondly, the customers will make transactions with the employees and they are responsible for ensuring that all the transactions are being done with safety. Secondly, the courteous behaviour by the employees is largely important when considering the satisfaction level of the customers with the services given by the customers. Tesco has made things easier for the company by maintaining its recruitment policies properly. Before recruiting any employee for the company, the top management ensures that they have enough knowledge about the market and are capable of serving the company in the right way. These employees are doing the best for the company and that’s why Tesco has the second largest market share in the UK retail market after Walmart.
4. Empathy: This dimension of customer service is largely related to the other dimensions and the other dimensions must be dealt with first before maintaining this one. But there are some major differences because here the company needs to give the customer individual attention rather than just trying to attract a bunch of customers (Fuchs, 2011). The best thing about Tesco is that all the customers that come to have the products and services of the company are handled individually even if after having all the automatic machine to make transactions. This ensures that the customers are not facing any difficulties in having services from the company and are being satisfied to all the extent.
5. Tangibles: All the dimensions that have been discussed so far related to the customer value are intangibles but that doesn’t mean that the tangible things like different equipment, the interior design are not important for the company and the customer in terms of adding value. The customers will be satisfied with all the things have been mentioned so far that doesn’t mean that they will not give importance to the tangible things (Brennan, 2015). The tangible things at the company generally make the first impression on the customers. For this reason, Tesco has designed the interiors of all the stores as much comfortable and as beautiful as possible.
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Figure 5: Ranking of the dimensions (Berguson, B. P., 2014)
Considering the importance to the company and the customers, reliability and lies at the top of the chart and tangibles at the lowest of the chart. It is because the company must be able to handle all the major problems appear before the customers. Again, the company must be able to solve the problems of the customers at the first attempt to ensure better error-free records. Assurance is at the third position in the ranking because employees are responsible for answering the questions asked by the customers and so they must have that much knowledge and the company is much more serious about employment issues (Duteurtre and Benderson, 2012). It ensured by Tesco that the employees must be able to deal the customer issues with proper care. Secondly, the customers must be understood and the employees must serve them from inside and try to give the best service possible all of which are part of empathy dimension. 
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	Dimensions 
	Summary 
	Comparison with Walmart

	Reliability 
	Reliability is created among the customers through different steps.
	At advantage

	Responsiveness 
	The customer is much more satisfied when the company is responsive to their issues and keep their relationship intact even if the product or service is not satisfactory enough (Christopher, 2012).
	A disadvantage

	Assurance 
	Assurance is largely dependent on the employees and their interactions with the customers.
	At advantage

	Empathy 
	For ensuring empathy from the company to the customers, Tesco has been trying its best by taking different measures.
	At advantage

	Tangibles 
	Tesco always uses good quality tangibles to serve the customers better.
	A disadvantage


Figure 6: Summary table of the dimensions (Brennan, 2015)
[bookmark: _Toc26322922]Conclusion (Part-2): Tesco has been largely successful in creating customer value through its service quality because it has been able to create dependability among the minds of the customers by providing the services in time as promised and making as low number of errors as promised. Again, Tesco has a number of stores in seven countries of the world and all of them have customer relationship management officer who deals with such issues to ensure assurance (Forsyth, P. B., 2013). And lastly, the company gives regular training to the employees so that they understand customer relationship better and get better in doing things related to customer relationship to ensure empathy.
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The case of customers not getting what they expect is a very common phenomenon in the business world. In the following points, the different customer gaps have been described.
Gap 1: The first gap arises from the differences between the customers’ perceptions about the services of the company’s perceptions of customers’ expectations. This is the service gap which is thought to be the root of all the other gaps (Buttle, F., 2011). It generally happens when the company cannot get thorough idea about the customers’ perceptions about the quality of the services by the company. To dispel this deviation, Tesco undertakes regular market surveys on regular and potential customers.
Gap 2: The Company tries to translate the customer's perceptions into different products and services. But there remains gap when the management of the company cannot be able to deduce the customers’ expectations properly. Tesco tries to solve this problem in two ways (Bannister, 2018). Firstly, it conducts market surveys as mentioned above. Secondly, the company the employees of the company take opinions from the customers about their expectations of the company when they come to purchase products from the company.
Gap 3: It is expected that the company will follow a customer-driven strategy and thus serve the customers. But the problem of service gap arises when the human resources of the company are not capable enough and the customers are not willing to fulfil their roles (Armstrong, Kotler and Opresnik, 2013). The company is trying to improve its policies and human resources continuously.
Gap 4: This gap exists when there is a lack of communication between the company and the customers and the promotional strategy makes the company overpromising (Bannister, 2018). The company has been trying to solve this issue by making promotions through more responsible activities. Again, it’s trying to manage the customers’ expectations in a better way.
Gap 5: This can happen for a variety of reasons such as having a misleading idea about what the customer wants or needs or performance not being up to what has been promised and the gap of customer expectation and perception arises (Albrecht, 2014). The company must be careful about deducing the customer expectations.
[bookmark: _Toc26322924]Ranking all the service Gaps:

       
Figure 7: Ranking of the gaps (Bishop, T., 2012)
Gap 5 has been ranked the highest among all the dimensions because it involves the differences between the customer expectations and the company’s perceptions on customers’ expectations. This is the problem fro which all the other problem arise. Gap 4 has been ranked as the lowest because it includes communication between the two parties which can be easily done if the company is well aware.
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	Service Gaps
	Summary
	Comparison with Walmart

	Gap 1
	When there is a difference between customer’s expectations and the company perceptions on the customers’ expectations (Armstrong, Kotler and Opresnik, 2013).
	Walmart is better in dealing with this gap.

	Gap 2
	A poor translation of perceptions into service quality.
	Tesco is better in this case.

	Gap 3
	When services are not designed in a customer-driven way.
	Tesco does it better than Walmart.

	Gap 4
	Problem to maintain external communication.
	Walmart is better in this regard.

	Gap 5
	When there are differences between customer expectations and customer perceptions.
	Walmart is better in dealing with this service gap.


Figure 8: Summary of the service gaps and comparison with Walmart (Berguson, B. P., 2014)
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Tesco has been so successful in the market and has been able to retain its customer share in the presence of competitors like Walmart just because it is able to deal with the customers in the right way (Albrecht, 2014). For this reason, the company has segmented its target customers based on different factors and serving them based on their particular characteristics. The company has been able to make the best out of different social media platforms and has been using them to the best interests of the company itself and the customers. In the coming future, the company will be able to capture larger market share in the UK and in the other six countries and can also extend its business to other regions.
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