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Understanding and Engaging in the Customer Experience

Executive Summary
This report has aimed to underline the significance of maintaining strong relationship with the customers for achieving sustained growth. In order to accomplish this objective, the report has conducted in-depth analysis of the service delivery procedure of the world’s most popular ride sharing organization Uber. The report has provided clear description regarding the way Uber has concentrated on maximizing the value given to the customers. It has underlined disruptive business model, cutting edge technology, quality control and convenience, as the key factors with regards to the delivery of value-added services to the targeted group of customers. Thereafter, the report has elaborated supportive quality process systems implemented by Uber for accomplishing desired business goals and objectives. The report has underlined few gaps including knowledge gap, policy gap, delivery gap, communication gap and customer gap in accordance with the existing service delivery process. Based on the assessment, detailed illustration has been provided with regards to the existing service delivery process of Uber.
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1.
 Introduction 
Over the past few decades, the way of conducting business have changed across the global market drastically. Globalization, technological advancement, supporting trade regulations and changing lifestyle of the people have generated new and innovative business opportunities. In other words, overall competitiveness of the market has grown drastically. Therefore, overall significance of providing value added services to the customers have grown rapidly, as it can aid an organization to maintain competitive advantage from the rest (Harrison, 2005). As a result, customer relationship management (CRM) has emerged as one of the major concepts within the present business environment. CRM refers to the combination of strategies, practices and technologies that businesses use to analyse overall interaction with the customers (Snehota & Hakansson, 1995). The prime objective of maintaining strong CRM process is to ensure sustainability of the company for longer timeframe. It is well known that consistent delivery of value-added services is essential for the development of strong relationship with the targeted group of customers. Ineffective delivery of services can eventually lead to variety of challenges for any organization, which will raise question mark over its long-term sustainability.
This report will emphasis on one of the most popular transportation network organizations in the world Uber for underlining the overall importance of providing value-added services to the customers. After the establishment in 2009, Uber has achieved enormous success inside extremely short period of time with its path breaking business model. Presently, it is the most popular peer-to-peer ride sharing services across the world. Apart from that, Uber has recently entered the food delivery industry with the objective of diversifying its business portfolio. Despite that, Uber has been accused of several hazardous activities including serious crimes like rape, robbery and physical attack, which in turn tarnished the 
2
reputation of the company. Emergence of such issues have also affected the overall experience of the customers, as these incidents have raised question mark over the security level of the passengers. Despite such issues, Uber has able to maintain an extremely rapid growth across the global market, which certainly attributed to its value-added business model. This report will highlight all the key factors with regards to Uber’s ability to maximize customer value. Furthermore, the report will also elaborate the quality support system of Uber and the extent to which it has fulfilled expectations of the customers. The report will provide an idea regarding the way Uber can counter existing issues for the development of strong positive customer experience. 
[bookmark: _Toc16093197]2. Factors influencing organizations ability to maximize customer value 
As illustrated by (Kaynak & Herbig, 2014).customer value is something that can only be generated with the long-term investments made by the companies for delivering best possible services at all the time It is critical for any organization to develop value in the process of offering products and services. Otherwise, customers will look for better alternatives in order to fulfil their requirements. Thus, maximizing customer value is critical for the sustainability of any organization. Uber, as one of the biggest players in the transport industry, has initiated conscious effort with regards to the value addition purpose. Key factors that added value to the customers are highlighted as follows:
[bookmark: _Toc16093198]2.1 Disruptive business model
Uber, as taxi or ride sharing services provider, has emphasized on breaking all the traditional concepts or process completely. For instance, as a transport or taxi services provider, Uber has not emphasized on acquiring too many vehicles rather focus has been provided on developing partnership with vehicle owners. Similarly, Uber has not recruited any driver as a fulltime employee, as it will enforce the company to provide several other benefits. Therefore, emphasis has 
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made on utilizing these drivers as independent contractors (Forbes, 2016). As a result, Uber has avoided several legal obligations with regards to employment lawsuit. Although it had to be mentioned that utilization of drivers as independent contractors or partners have raised question mark over the ethical aspect of the business. In order to justify this business model, Uber has concentrated on elaborating itself as a technology platform for public transport vehicles. Despite that, it had to be mentioned that use of this disruptive business model has allowed the company to expand across the global market rapidly. At the same time, it has enabled the company in reducing the operational cost level, which in turn allowed people to enjoy ride at lower rate.
[bookmark: _Toc16093199]2.2 Use of cutting-edge technology
In 2010, Uber has started its commercial journey with only three vehicles and used Twitter to recruit a product manager (Evonmie, 2019). Within this short period of time, however, Uber has able to represent itself as one of the most innovative technology company across the global market. Uber has able to understand the significance of smartphone at its very early phase. It has enabled the company to develop an extremely user-friendly mobile application, which in turn encouraged people to use services of Uber on regular basis. Technologies like mapping and geolocation functionality has aided Uber in tracking the location of both drivers and passengers effectively (Medium, 2019). Additionally, the organization has introduced driving direction solution that supported drivers to drop at the exact location mentioned by the passenger without any difficulties. Use of SMS and push notification system has also enabled the company to send specific information regarding registered vehicle number and arrival timing. Finally, Uber has also formulated extremely efficient payment integration system, which enabled people to use different mode of payments after availing ride facility. For instance, passengers can opt to use PayPal or other online transaction 
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methods for paying their ride fare, which certainly boosted overall convenience level considerably.    
[bookmark: _Toc16093200]2.3 Quality control with the help review system
Quality control refers to a process through which businesses aim to ensure that the offered products and services are meeting specific standards successfully (Foxall et al., 1994). Without adhering specific standard, it would be extremely difficult for any organization to keep customers loyal for longer timeframe. In order to deal with quality control related challenges, Uber has emphasized on collecting and analysing real time feedback from people after each ride. The application of Uber enables passenger to rate their overall riding experience between 1 start to 5 stars. Customers can rate the service, as per their personal experience. Moreover, Uber has provided additional comment box section in which passengers can share about any issues in details. It has helped Uber in identifying high performing and low performing drivers accurately. Moreover, it has also aided the company in recognizing the extent to which passengers are happy with the existing mobile application. It has also aided the company in identifying specific areas with regards to present service that require improvements. On the contrary, Uber has provided similar rating options to its drivers so that they can able to communicate any issues as well. Use of feedback system has enabled the company in maintaining strong balance and coordination between drivers and passengers at all the time.
[bookmark: _Toc16093201]2.4 Convenient transport and payment procedure 
Uber has been launched with the objective of providing a faster, cheaper and more reliable alternative to the traditional taxi or ride sharing services. In order to accomplish this objective, Uber has taken multiple initiatives from the beginning. Firstly, development of a user-friendly application has helped the company in reaching every section of the global economy successfully. Apart from that, use 
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of flexible and competitive pricing strategy has also supported the company in enhancing the overall convenience level of the customers. Since, Uber is not a taxi services but rather a ride sharing services provider, it is not liable to pay various license fees or taxes (Lifewire, 2019). Similarly, the organization has consciously not included facilities like reservation for reducing unnecessary enhancement of operational cost. Additionally, as drivers of Uber are not working as a full-time employee but as an independent agent, Uber is not subjected to higher insurance rate, municipal cost or expensive permits. All these factors, combinedly, has allowed Uber in maintaining competitive pricing strategy, which in turn provided greater convenient level for the passengers. 
All the above-mentioned factors have enabled Uber in offering extremely efficient ride sharing services to the customers. For instance, introduction of mobile application and advance technology have aided the company in maintaining short pick up time. At the same time, use of competitive pricing and variety of payment method again have enhanced overall experience of the passengers at the time of availing ride sharing facilities. In other words, all these factors have supported Uber in maximizing customer value consistently.      
[bookmark: _Toc16093202]3. Supportive Quality Process Systems
Quality Process Systems is an essential part of controlling quality within a business organization. It focuses on developing a culture that promotes quality within the company which directly has a positive impact on the organizational framework in terms of performance due to achievement of higher levels of customer satisfaction. In order to ensure proper customer satisfaction personal interaction and communication is highly important (Ivy Tech, n.d.)  A company such as Uber which provides services to its customers’ needs to focus further on customer interaction and implementation of quality process systems as it must attain customer satisfaction by providing high-quality services because it does not 
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have a product portfolio like most conventional companies in the retailing or manufacturing industry. The business model of Uber may sound highly simple as it focuses on providing one service primarily i.e. provides taxi services to clients by connecting customers and drivers through an application. However, there are numerous complexities in the business such as the huge amounts of data and thousands of services within the organization itself. Uber has transformed its architecture in recent times to cater to the growing demand for its services. The company has utilized the latest technology by making large investments into development of software’s that allow it to efficiently match its taxis with customers in a systematic manner (Narendra, 2018). The customers in the organized rental cab industry are highly demanding as the competition is very intense which has forced well-established company’s like Uber to constantly focus on its service quality which allows it to maintain its competitive edge as it is the largest organized taxi service globally (Rajesh & Chincholkar, 2018). While Uber has been highly successful in implementation of its strategies further analysis has reflected that there are numerous challenges faced by the company in the last few years due to inefficiencies in the management and loopholes in its strategies which has led to numerous problems such as criticism and loss of market share in the USA to its major competitor lift (Owens, 2019). This observation clearly reflects the requirement to formulate improved quality process systems to overlook and review its current operations.
Organizations utilize quality process systems which allows it to continuously focus on the quality aspect and improve it. The implementation of quality process systems allows the companies to adapt to a long-term approach which allows it to make necessary changes to the aspects which need to improve in relation to customer services. Maximizing customer value is of utmost importance in the organized taxi services sector. Hence, using a quality process system model such 
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as the GAP model to achieve customer satisfaction by meeting the expectations through a systematic approach. The concept of the GAP model of service quality is to indicate five relevant customer satisfaction gaps which need to be kept at a minimum in order to maximize on customer satisfaction by meeting their expectations. According to the GAP model customer satisfaction is largely dependent on perception which highlights that if a customer perceives that their expectations have been met then the consumers would be satisfied. On the other hand, if the custom perceives their expectations have not been fulfilled it would cause dissatisfaction which would have a negative impact on the customer relationship (EPM, 2018). The five gaps as discussed in the Service Quality GAP model have been evaluated below in context of Uber.
Gap 1: Knowledge Gap
The knowledge gap is the aspect that focuses on determining the difference between the expectations of the customer and the capacity of the organization to fulfil the consumer expectation through the delivery of services (EPM, 2018). Uber has emerged as the largest organized taxi service company not only in the UK but globally which clearly reflects that it has been successful in the service it provides. While there have been a few controversies at the international level regarding poor service quality at some instances. Overall, the customer service of Uber has been positive which means that the company has been able to meet the customer expectations over the last few years. However, in order to maintain its competitive advantage, the management of company must minimize the knowledge gap by constantly strategizing its operations which focuses on achieving higher levels of satisfaction among its loyal customer base. However, there have been a few instances which reflects the evidence of a widening a knowledge gap because there have been incidents in which customers have reported sexual harassment and violence by their cab partners. This clearly 
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reflects that the company has failed to meet customer expectations in these scenarios (Wong, 2019).
Gap 2: Policy Gap
Policy gap is the aspect that determines the differences between the organizations understanding of customer satisfaction, requirements and its ability implement policies that ensure the delivery of such service standards (EPM, 2018). Uber’s policies focus on delivering excellent customer service to its clients which would allow it to maintain its competitive leadership in the global market. Uber has been competing with other organized taxi services in numerous countries and it has been able to attain competitive leadership by ensuring higher service quality by the implementation of the GAP model of service. The management of Uber has clearly acknowledged the challenges it faces in its workplace culture which is often referred to as toxic. This problem faced by the company has shown that there is a policy gap which needs to be dealt with as the leadership, management have not been efficient enough in certain aspects to implement its policies to establish a positive workplace culture which enhances productivity and efficiency of the workforce (Wong, 2019).
Gap 3: Delivery Gap
[bookmark: _Hlk15304086]Delivery gap refers to the variations between the delivery strategies, policies and the implemented services that are provided to the customers (Yarimoglu, 2014). Lack of proper understanding and knowledge among the workforce about the services is the main reason behind the formation of the delivery gap. Another reason for the delivery gap which is highly relevant to the taxi industry is when companies are unable to supply according to the demand. In recent times Uber has faced numerous instances when the demand is very high and the number of taxis available are very limited. Apart from that Uber drivers are expected to be 
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trained in order to fulfil the basic requirements for a taxi ride. However, there are some instances in developing countries where drivers are not in proper uniform or are not well-trained to offer proper service. 
Gap 4: Communication Gap
Communication gap refers to the gap which determines the difference between what has been communicated to the customers in terms of service and what is provided to the customers.  The major reason behind the development of communication gap is when company’s overpromise to customers which increases expectations and when there is a lack of internal communication between the advertising and operations department (EPM, 2018). Uber promises its customers hassle-free booking of taxis at any time during the day. However, there are few instances when the company is unable to service its customers due to unavailability of taxis which creates a negative perception and dissatisfaction. However, at most times Uber can avoid the communication gap hence, it has a reasonably large customer base. As it has been discussed above, the fact that there are numerous complaints from customers regarding poor service from the cab drivers reflects that there is a significant communication gap. However, the company has focused towards allocating necessary resources towards improving the current internal issues which might be able to overcome cultural and operational issues that have hindered Uber’s functionality in the last few years (Wong, 2019).
Gap 5: Customer Gap
The customer gap depicts the gap between customer expectations and their perceptions which depends on the service they have received from the organization. The most common reason for the occurrence of the customer gap is when the customer is not satisfied as the expectations are not met due to 
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misinterpretation about service quality or features. It is evident that customer gap is also dependent on all the other four gaps which makes it necessary to adapt holistic approach and avoid maximization of any of the gaps which would lead to customer dissatisfaction (Yarimoglu, 2014).  Overall Uber has been successful in ensuring the delivery of promised services to its customers as it follows a well-strategized and properly managed approach to its business. However, there are several instances when there is a significant customer gap when the quality of taxi ride is poor or when the company is unable to serve its customers due to excessive demand and low supply.
Figure 1: GAP Model of Service Quality
[image: ]
(Source: Mason, 2018).
The success of Uber in the last decade has been exponential and it has been able to close on the five gaps which has allowed it to gain and maintain its competitive leadership over other organized taxi services. The customer gap is minimal in the organization as it can minimize the variation between customer expectation and perception which results in a higher number of satisfied customers. However, there are numerous customers who are dissatisfied as the company is relatively new in numerous countries and requires 
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experience into local markets. The modern business atmosphere is highly dynamic in its nature hence, it is necessary to regularly re-think marketing strategies something which Uber has done to perfection as it constantly focuses on capturing the attention of the customers and formulates independent marketing campaigns for each country in which it operates.  The major benefit of the re-thinking approach is that it allows the organization to make necessary changes to the marketing strategy which allows the company to be in alignment with latest market trends and customer preferences (Goodman, 2019). 
[bookmark: _Toc16093203]4. Effectiveness of Quality Process Systems in Meeting Customer Requirements 
Providing value to customers has become one of the most important aspects of the modern-day business environment. Large-scale business organizations need to focus on developing proper customer-relationships in order to ensure that it can develop and maintain a loyal customer base which is vital in facilitating organizational growth. To develop a loyal customer base, it is necessary to provide value to the customers who would opt for the company over the other options. Uber has effectively utilized its quality process systems in meeting the requirements of its customer globally which has contributed significantly in the development of the global phenomenon that it is today. The company has transformed the organized taxi service to a great extent as it has a significant competitive advantage over its rivals due to its customer-centric approach and ability to implement strategies to effect. The GAP model of service quality focuses equally on strategizing and implementation because according to it most organisations are unable to reach customer expectations due to lack of proper implementation of organizational policies and strategies. The globalization factor has played an integral role in the development of Uber has an organization. Uber has become an international brand name and 
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people travelling across countries tend to utilize Uber as their first option when opting for organized taxi services (De Mooij, 2019).It has been possible because the company has properly implemented the GAP model of service which has allowed it to minimize gaps and ensure it is able to meet customer expectations by positively impacting consumer perceptions (Yarimoglu, 2014). 
Customer Relationship Management is an increasingly important aspect in the organized taxi service, and it is a well-planned strategic approach which focuses on managing customers in order to provide higher value to customers and other key stakeholders (Payne, 2012). In order to improve its customer relationships Uber’s management has been focusing on developing a seamless method of booking taxis through its application which is able to meet the demand by fluctuating the supply according to requirements. In future, Uber aims to reduce the time required for booking significantly. Apart from that the company has focused on setting up a department primarily for after service issues which are quite frequent in this industry (Ceterna, 2015). Strong customer relationship management and the ability to adapt to different business environments has allowed the organisation to spread across the world. Uber’s leadership and management have a rather flexible approach which allows it constantly to focus on customer requirements and minimize gaps of the customer service gap model as it allows managers to view the operations from a customer centric approach. Overall, it can be concluded that Uber has been successful in utilizing its quality process systems which has allowed it to meet customer requirements despite a few drawbacks in the last few years. 
Customer loyalty has become an essential topic of research in the modern business environment due to the growing importance of customer preferences and demands. It is important for leaders and the management of companies to utilize quality process systems to develop organisational cultures that promotes delivery 
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of high-quality service to customers (Schneider and White, 2004).  These systems are designed to make long-term changes such as in the organizational culture which would allow the company to have long-term benefits as the workforce would be well equipped to serve its customers. Development of proper customer relationship management strategies are key methods to facilitate a culture that promotes top quality customer service which directly aids in the achievement of customer satisfaction through the fulfilment of their expectations (Payne, 2012). 
Uber despite being a relatively new company as it was established in 2009 has been able to take advantage of proper customer relationship management (CRM) strategies. The company’s CRM strategy aims to listen to customers by engaging with them through various platforms and feedbacks which allows it to make necessary changes, fill gaps in accordance to the GAP model of service quality. Secondly, the marketing strategies of Uber has been very efficient as it targets it customers through ways that it increases its customer base. For example, it sends notifications of offers to its customers that usually travel on weekends which ensures that people opt for Uber as the first option when taking an organized taxi service. Finally, Uber has been of the most successful company’s in recent times as it has cultivated the loyalty of its customers by providing its existing customers with incentives through offers and quality. The company has been highly successful in implementing an organizational culture that focuses towards customer service only and the customer-centric approach has allowed it to emerge as the clear leader in the organized taxi service sector globally. The approach has allowed it to emerge as a large brand name only in a short span of time because it has only been a decade since the company was launched in the USA (Expert Market, 2019). However, Uber’s success journey has often been halted due to increasing issues related to its services and internal workplace culture which has been severely criticized in recent times. It is clear that the management 
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has also recognized the requirement to make necessary improve to the culture as it has proven to be ‘toxic’. The prevalence of cultural issues reflects drawbacks in the quality process systems of the organisation that need to be addressed. Apart from that critical quality evaluation must be done to make amends into the service quality regarding which concerns have been rising.  Despite that Uber’s quality process systems have been effective in controlling the issues which ensures that the company is able to maintain its market leadership in the years to come. Evaluation of the journey of Uber and its multinational success clearly depicts that its customer relationship management strategies have been a major success, the company has been able to utilize the GAP model of service quality to its advantage as it has been able to minimize most gaps by meeting customer expectations which has resulted in a loyal customer base that is mostly satisfied with the organizations services.  
[bookmark: _Toc16093204]5. Conclusion 
The illustration above has underlined the significance of delivering value added services in order to sustain strong psychological and emotional bonding with the customers. Absence of adequate delivery services, it will be extremely difficult for any business entity to maintain loyalty level of the customers for longer timeframe. With time, the need and overall dynamism of the global market is changing, which in turn creating new business opportunities as well. Hence, it is critical for the organizations to understand all the present and future trends adequately. Otherwise, the probability of threat in association with new entry will grow drastically. For instance, Uber has maximized the opportunity generated by the negligence of taxi industry with the implementation of innovative strategies. The business model of Uber, itself, has disrupted the way people across the globe use ride sharing or taxi services on regular basis. The illustration above has clearly mentioned that Uber made conscious effort to deliver value added services to the 
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customers at each time. Therefore, the organization has made consistent investment in the technology advancement process, which in turn assisted the company in delivering value added services at all the time. For instance, inclusion of geolocation or mapping has improved the service quality of the organization. At the same time, availability of competitive pricing and various payment method have also boosted the value provided by the organization. Offerings of such facility have enabled the company in maximizing the value provided to the customers.
The assessment of Uber’s quality process system has also underlined that the organization is aiming to deliver supreme quality services at all the time. Despite that, Uber’s current service quality is dealing with specific gaps including knowledge, policy, delivery communication and customer gap. Hence, it is critical for the organization to implement specific strategies for the elimination of these gaps adequately. For instance, emphasis need to be provided on collecting further details from the customers in order to eliminate knowledge gap successfully. On the other hand, Uber has faced several legal and ethical challenges with its existing business policy, which certainly affected the overall reputation of the organization. Therefore, the organization needs to make specific changes in its existing policy to represent itself as a responsible corporate citizen. For instance, Uber can opt to provide additional benefits like medical protection to its drivers, which will keep them dedicated towards delivering best possible services at all the time. Similarly, Uber can emphasis on providing adequate level of training and development facilities to its drivers, which again will certainly boost the quality of the delivered services. It is well known that consistent delivery of high-quality services can encourage people to remain loyal towards the organization for longer timeframe. For the elimination of communication gap and customer gap, Uber needs to focus on enhancing the overall transparency of 
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the operational procedure. It can also emphasis on taking some social initiatives, which will boost overall reputation of the company. 
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