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[bookmark: _Toc25848374]Introduction
The report emphases on how customer experience can be enhanced. To precisely distinguish what factor is critical to management’s success, the report applies customer value dimensions, services quality dimension and Servqual model. The initial section of report consist, applying customer value dimensions that includes, conformance to requirements, product selection, price and brand, value services and relationships. The mid-section of the report entails applying 5 dimensions of services quality, namely being, tangibles, reliability, responsiveness, assurance and empathy. 
The end of sections implies the SERVQUAL model on “Skies Cottages” the model, reflects of various gaps that can be missed while ensuring and meeting the satisfactory services quality level, the gap mainly comprises of the delivery gap, communication gap, knowledge gap, policy gap and service quality gap. The report also entails the range of management theories that clarifies “Skies Cottages” approach towards enhancing service quality level. The report further evaluates each of the models by providing ranks to each stage of customer value, quality dimension and SERVQUAL gaps. Since “Skies Cottage” is a rising SME, the report points out, organizational comparators. The study highlights area which requires improvement, as it briefly evaluates the “Skies Cottage” service quality aspects though lensing by various models and theories.

[bookmark: _Toc25848375]Dimensions of Customer Value
Supply chain management can add to customer value proposition because it tends to manage the flow and production of goods according to the demands and requirement of customers (Gallarza et al, 2011).  Some propositions and dimensions of customer value have been described as follows:
[bookmark: _Toc25848376]Conformance to requirements
Conformance to requirement customer value dimension can be specified as that organisations should have the ability to meets the consumer demands under every circumstance (Maleki et al, 2013). Supply chain management of the organisation should be aligned with the needs and demands of customers in the market. Difference or non-alignment between customer demands and supply chain leads to the creation of market mediation cost (Sairam et al, 2012). It results in loss of sales when demand exceeds supply and excessive inventory cost when supply exceeds demands (Coenen et al, 2013). 
Similarly, according to the study conducted by Fearne et al (2012) highlights that supply chain system of an organisation should be fully coordinated with the sales department of organisation to keep track of product demand and consumer needs. Sykes holiday cottages are the service providing agency that offers different types of cottages at rent (SykesCottages, 2019). Sykes holiday cottages should identify the demands and requirement tourists regarding what kind of cottages are frequently requested by customers and during the vacation seasons when tourism increases company should have availability of cottage every time. If customer demands for old-style small cottage more frequently and company possess the well-developed modernised cottage more in quantity then they have to bear the loss in sales cost including excessive maintenance cost modernised cottages.
[bookmark: _Toc25848377]Product Selection
Diversified range of product has greater issues related to the managing of supplies and prediction of demands (Stablein et al, 2011). With rapid growth and variations in the product line scope of customers’ demands also expands that makes the alignment of customer demand with supply chain management (Gallarza et al, 2011). However, it is the considerable fact that diversified range of products offered by Companies plays imperative role in enhancing the customer experience and meeting customer’s demands effectively (Hsin Chang and Wang, 2011). Therefore, there are some successful trends in market that contribute greatly to dealing with product selection. The first trend is being specialised in providing the same kind of product with different variables such as Starbucks and subway. While another trend is followed by mega stores where multiple ranges of products can be purchased from single location. Similarly, Sykes holiday cottages are also specialised in single kind of product that is cottage (SykesCottages, 2019). Sykes holiday cottages can manage the demand of large variety of cottages by giving limited amount of options to the tourists it will make the customer demands predictable for the company. Options for selection of cottage can be limited by restricting the choices for type of infrastructure, number of rooms, colour and area for each type of cottage style.
[bookmark: _Toc25848378]Price and Brand
Price and Brand identity are the interrelated phenomenon that plays an essential role in adding customer value and influencing purchase behaviour. When customers pay price for a certain product they would be satisfied if they will receive for what they have paid for (Jung Choo et al, 2012). Some customer gives preferences to product while some focus over quality while purchasing (Assael, 1995). Generally, quality of services and products possess the ability to create the brand image and value in the market because if the quality of products will be reliable customers will pay stated amount directly negotiations (Wuestefeld et al, 2012). However, for production and maintenance of high-quality products supply chain of the company should be highly responsive and it may incur increase cost. However, increased cost can be balanced by the higher prices of the product (Anuwichanont and Rajabhat, 2011). Similarly, Sykes holidays cottages can increase the quality of their cottages by providing best infrastructure, furniture, equipment, facilities and appliances that can add to the comfort and convenience of the guest. In return of excellent facilities customer will pay the stated amount willingly. Moreover, customers that prefer price over quality and can compromise with the facilities Sykes holiday cottage should provide some cottage with reasonable price range and quality. In this way company will manage to target all kinds of audience and deal with their demands effectively. 
[bookmark: _Toc25848379]Value-Added Services
Value-added services are considered as the Add-ons or additional benefits received by the customers while purchasing the product. Value-added services provided to the customers can help the company to increase the revenue and add to customer satisfaction as well (Kim, 2002). Value-added services offered by the company help Company to differentiate from competitors and deal with commoditisation issue (Zhao et al, 2012). Commoditisation refers to the phenomenon when one similar product can be purchased from multiple stores having similar quality and price (Woodruff and Flint, 2014). Therefore, additional benefits provided by the company helps to differentiate the product offered by competitors and play essential role in influencing the consumer’s purchase behaviour as well (Goodman, 2019). Sykes holidays cottages can offer the value-added services to the tourists by providing them additional services such as by collaborating with rental car agency Sykes holidays cottages can provide car rental services to tourist at discounted price. Other add-ons such as unlimited access to internet connection and free tea or coffee three times a day can add to customer satisfaction and experience. However, these value-added services provided by Sykes holidays cottages would be beneficial for the company on generating the revenue if company manage the rental price of cottages and cost of additional services properly because if company have to bear the cost of add-ons from their pockets than it will drag the company into losses.
[bookmark: _Toc25848380]Relationships and Experience
Building a positive relationship with customers is essential for business to turn them into a frequent and loyal customer. However, excellent customer experience and satisfaction are one of the major requirement to transform them into loyal customers (Buttle, 2009). Therefore, it can be said that relationships with customers are built on the basis of customer experience (Gummesson, 2002). In order to provide the excellent experience to customers companies should provide seamless shopping experience by integrating different communication channels and touchpoints, bring innovation in business that makes them different from competitors and became the reason of customer’s preferences (Buttle, 2009). Moreover, companies should possess the ability to meet customer requirements and respond to their demands effectively in a timely manner (Assael, 1995). Sykes holidays cottages can build the relationship with tourists by providing the good services dealing with their issues regarding cottages timely and implement the Omnichannel approach where representatives can access the preferences and wish list of customer on Company’s website and guide them accordingly in selecting the suitable cottage. Finding, selecting and booking of suitable place for stay in foreign country is considered as one of the hectic tasks for tourists and if Sykes holiday cottages manage to provide excellent service to guests they will prefer the company in future as well as recommend it to the friends and family also. 
[bookmark: _Toc25848381]Ranking of Dimensions
	Ranking of Customer Value Dimension for Sykes Holiday Cottages

	Dimension
	Weight
	Ranking

	Conformance to requirement
	0.3
	2nd

	Product Selection
	0.2
	3rd

	Price and Brand
	0.06
	4th

	Value-added Services
	0.04
	5th

	Relationships and Experience
	0.4
	1st



The following table highlights the ranking of customer value dimension where weight has been given to each dimension on basis of their importance for Sykes holidays cottages.  Relationships and experience have been given 1st ranking because excellent customer experience and positive relation between guest and host is necessary to earn some potential customers and maintain the sustainability in the business. However, value-added service dimension has been given last ranking because if extra add-ons are not given to customers it might not impact customer purchase intention greatly because tourists generally depend on quality and prices in selection of living place.
[bookmark: _Toc25848382]Summary Table
	Dimensions and Competitors Ranking

	
	Competitors companies of Sykes Holiday Cottages in the UK
	

	Dimension
	Home Away
	Cottages4you
	Classic
	Premier Cottages
	Summary

	Conformance to Requirement
	2nd
	2nd
	5th
	1st
	Premier cottages emphasis over conformance of customer requirement in order to ensure the availability of cottages every time because they have multiple ranges of cottages there is a  high chance of non-alignment of product supply and customer demands

	Product Selection
	1st
	3rd
	1st
	4th
	HomeAway and Cottages4you have high importance of product selection because they are offering large of variety of living place. HomeAway also offers apartments, villa and lodges including cottages.

	Price and Brand
	5th
	4th
	2nd
	5th
	Classic preferred the Price and brand dimension because it offers 1288 cottages they are divided according to the price and facilities provided.

	Value-added services
	4th
	5th
	4th
	2nd
	Premier cottages offer multiple add-ons for customers such as brochures, coupons and discount offer to attract the customers and compete successfully.

	Relationships and Experience.
	3rd
	1st
	3rd
	3rd
	Relationship and customer experience is significant for all companies operating hospitality industry because customer satisfaction is necessary for the growth and sustainability of business considering the customer as the driving source.



[bookmark: _Toc25848383]Conclusion for Customer Value Dimension
Customer value is one of the major factors behind the success of organisation because customers are considered the driving source in increasing productivity and profitability of organisation. The phenomenon of customer value can be defined as satisfaction of customer after paying for the product they purchased. Customer experience and customer satisfaction are key sources for organisations to retain a competitive advantage. Therefore, organisation should possess the ability meet the customer requirement effectively and satisfy them by providing the best services.
[bookmark: _Toc25848384]5 dimensions of service quality
As initiated by Parasuraman et al., 1985 there exist five service quality dimensions. That are namely reliability, responsiveness, assurance, empathy and tangibles. 
[bookmark: _Toc25848385] Tangibles
 The literal means of tangibles refers to the appearance of every element that contributes to enhancing the service quality delivered. It often comprises of quality of equipment’s, materials such as menu, leaflets and documents that are part of customer service interaction, personnel’s and sales representative are also part of tangibles. Tangibles are elements that critical to enhancing customer delight and expectation. They perform a crucial role in brand image and value (Neupane and Devkota, 2017). As relating the tangibility to “Skies Cottages”, its tangible elements range from cottages, personnel’s, hand-outs, landscape and physical infrastructure. It can enhance the quality of its services by ensuring that, none of tangible elements is not deteriorating including conditions of cottages and other tangibles including hot tubs, swimming pools and bonfires. 
[bookmark: _Toc25848386]Reliability
Reliability is perceived as customer service factor, it plays an integral role in shaping the brand retention and recall rate. Its importance is realized in the overall decision journey. Its critical role is required when brand faces a tough competition. However it can be enhanced by providing service in a timely manner, ensures customer’s delight and obtaining top of the mind share. Moreover reliability is about accurately providing service and delivering it as promised. Its important aspects refer to brand emerging as trustworthiness, caring and being able to resolve problems. In overall reliability can play a crucial role, which promises availability of cottages, ensuring that customers are frequently updated about, and a sense of trust is developed while opting for “Skies Cottages”? Based on Skies Cottages of emerging as reliable, reliability would be ranked as 1st (Chowdhary and Prakash, 2007). 
[bookmark: _Toc25848387]Responsiveness
Responsiveness is a customer service element, which refers to promptly addressing customer requirements and meeting them. It performs a critical role in exceeding customer’s expectation it’s achieved by understanding and paying attention to customer needs.  It works by addressing customer’s pain points and enhancing customer gain points. The brand is reliable literately means that its services are dependable and customers can rely on it. It refers to brand showing willingness to perform and caters to desired customer needs (Neupane and Devkota, 2017). Skies cottages ensure responsiveness by, being present on every active social media platform. It ensures a prompt customer service, by being reachable through live chat support. It provides the option of setting up early phone reservation and managing bookings (Hassan, 2017)

	Dimensions
	  Weight 
	Ranking

	Reliability 
	0.3
	1st

	Responsiveness
	0.1
	3rd 

	Assurance
	0.2
	2nd

	Empathy 
	0.2
	5th

	Tangibles.
	0.2
	4th 



 Interpretation: On the bases of ranking it’s clearly evident that reliability in dominating which indicates that Skies Cottages were perceived as reliable choice. However, the lowest was responsiveness. Even though website incorporates extensive tools such as live chat and newsletter.  
	  Competitors brand 
	home away
	cottages4you
	classic.co
	premier cottages
	Explanation

	Reliability 
	0.5/ 1st 
	0.4/1st 
	0.4/1st 
	0.3
	 Reliability was prominent for Cottages4you. 

	Responsiveness
	0.1
	0.3
	0.05
	0.06
	Cottages4you was also comparatively more responsive.

	Assurance
	0.06
	0.1
	0.3
	0.3/ 1st 
	Assurance was reflected though their advertisements. 

	Empathy 
	0.3
	0.1
	0.2
	0.04
	Besides Cottages4you every other competitor was empathic. 

	Tangibles.
	0.04
	0.1
	0.05
	0.1
	Home away and premier cottage were dominated, they initiated frequent check and balance.  



[bookmark: _Toc25848388]Assurance
Assurance service quality dimension specifies the confidence and professionalism of employees that are selling the services and products (Bhattacharya and Datta, 2013). Employees should possess the capability to convince the customers regarding the services they are providing and able to convey the message confidently (Jun and Cai, 2010). For assurance customer service quality dimension excellent communication skills are one of the mandatory requirement. Through strong communication power employees can confidently sale the service and products to the customers and will able to convince them to purchase the product (Leppard and Molyneux, 1994). Assuring customer regarding the quality of products or services and justifying the customer why they should pay high prices for their products. Sykes holiday cottages hire the extremely professional and experienced customer service and sales representatives to convince tourists to rent the cottages from them and explain them properly regarding services and facilities will be provided with package. For this representative of Sykes holidays, cottages should have 24 hours customer service that can deal with customer at any time in a day. Moreover, representative should possess the ability to make strategies regarding the way they should target the customers and monitor the strategies of customers as well.
[bookmark: _Toc25848389]Empathy
Empathy customer service quality dimension implies that employee should provide the individualised and caring attention to the customers in order make them feel that they are important for the company and their presence makes the difference to the firm (Kitapci et al, 2013). Empathy specifies the ability of employees to connect with customers and understand their feelings by hearing their concerns regarding services provided by the company (Leppard and Molyneux, 1994). The employee should understand the priorities of customers, be respectful towards them and deal every customer patiently with a smile. Moreover, customers should not be discriminated on the basis of their financial conditions and product preferences every customer should be considered important and satisfied properly (Kasim et al, 2010). Similarly, Sykes holidays cottages should deliver their services appropriately by keep the concerns and feeling customers at first priority. Customers should be welcomed warmly by representative of each cottage and their all problems should be dealt willingly by representative without behaving aggressively or rudely. 
[bookmark: _Toc25848390]Conclusion for Customer Service Quality
In customer engagement quality of service provided by companies plays a vital role in satisfying the customers and giving them a memorable experience. The phenomenon of customer service quality entails building a positive relationship with customers, assuring them regarding the services provided, responding to their queries in a timely manner and considering them as a significant asset. This section of report has highlighted the tangibles, reality, responsiveness, assurance and empathy as major dimensions of customer service quality that plays imperative role in enhancing the customer experience and satisfaction.
[bookmark: _Toc25848391]Gaps identification model (Servqual)
The peculiarity of a service is that is, that every experience created in different, unique and disguisable. Services are often described to be a combination of various tangible elements that comprise of cosy cottages, infrastructure and scenic views. However it’s classified as intangible due to various, inclusion of intangible elements accounting as customer services, brand image, reliability, responsiveness, assurance and trust (Yarimoglu, 2014)
	 SERVQUAL model initiated by Parasuraman et al. (1985) intends to identify service quality GAP found in service. The Model initially denotes the interaction of leisure customer and listed cottages & resorts of Skies Cottage. The model identifies what services are being delivered, and whether there are satisfactory, according to the perceived customer quality. After a linkage is drawn, the SERVQUAL MODEL identifies gap, which limits skies cottage in attaining a satisfactory level of service (Yarimoglu, 2014).
[bookmark: _Toc25848392]GAP 1: Customer expectation-management perceptions gap, The Knowledge Gap.
The “Knowledge Gap” refers to the gap between customer expectation and management perception. This service quality Gap Derives when able to accurately perceive want and requirement of customers. Skies Cottages emerged from the letting agency, a facilitator between landlord and tenant. It more of an online marketplace that offers list of cosy cottages and large properties to two or more individual. However, through its evolution it has customized its tangible elements, ranging from hot tub, swimming pool, garden and bonfire. However, the customer perceives it something similar to “Booking.com” that provides car rental booking, flights and hotels (Courses.lumenlearning.com, 2019). 
[bookmark: _Toc25848393]GAP 2: Management perception-service quality specifications gap, The Policy Gap.
 	The “Policy Gap” stays between management perception and service quality specification. It’s usually when management correctly perceives the customer want and requirements. But it lacks to set up a quality standard. For instances Skies, Cottages may have understood that customer requires extravagant features such as swimming pool, Wi-Fi and Bonfire, but it might have failed in grading the categories, as per size of swimming pool or Mb’s for Wi-if. Common reasons for emergence of “Policy Gap” are that cottages and resort listed at Sikes cottages are not providing standards customer services. As UK is a multi-ethnic country, most customer services representatives are BME’s, Skies Cottage needs to communicate a required training standard. Other directly related reasons are not clearly defining info on website, which might result in lack of adequate communication leading to maintaining or meeting required service standard. Skies Cottages failure to consistently uplift service standard could be among the reasons. Lack of strict scrutinizes on implementing policy (Xuehua, 2018).
[bookmark: _Toc25848394]GAP 3: Service quality specifications-service delivery gap, The Delivery Gap.
The third gap is “Delivery Gap” that recognized as the difference between quality of service and service delivery. The delivery gap is usually referred as the performance gap, which resulted in form of not offering service at a perceived-level. Though “Delivery Gap” can result due to numerous reasons. Its identified reasons for Skies Cottage can be a failure to match supply to demand of cottages. For instance, Skies Cottages might claim that a particular property is at a discounted price but, due to increase in demand prices might be too high in comparison to what has been claimed. It’s possible that a cottage might have been available at the time of booking, but due to some unforeseen reasons its delivery might not be assured. Since it’s an online market place and information is somewhat in a way is delivered, employees lack of knowledge or inaccurate information given by the landlord could be among reasons of not ensuring a promised delivery. It’s also possible that information is not consistently being uploaded, which creates a miscommunication. As skies cottages, daily involves several of users visiting, not delivering as per satisfactory requirement can a result if server is down or not functioning properly (Shahin and Samea, 2010) 
[bookmark: _Toc25848395]GAP 4: Service delivery-external communications gap, The Communications Gap.
The fourth service GAP is “Communication Gap” which is a mismatch between service delivery and external communication. As customer expectation can at online market place, can immensely be influenced by attractive promotions and unrealistic offers. Thus the “Communication Gap” results when expectation is not filled in at time of delivery. Customer expectation by Skies Cottages can be shaped through offers such as “All cottages available for only £20 Deposit” Though it is attractive it can be misleading if its reveal that “net cost” is not affordable or cottage is not located in the desired vicinity. Thus it’s necessary to ensure from developers or data entry team ends that price and info are uploaded accurately and there is adequate system for re-verification. To overcome the problem it’s required that a review of communication is initiated that includes all digital platforms extending to email (News Letter), website, social media. Moreover initiating reality check for maintaining campaigns and updates (Shahin and Samea, 2010).
[bookmark: _Toc25848396]GAP 5: Expected service-perceived service gap, The Service Quality Gap.
The fifth gap in the “Service Quality Gap” which refers to the gap between the perceived expected and experienced expected services. This gap mainly occurs from customers ends, its point when customers are not able to accurately understand, and thus misinterprets the quality being offered (Hafiz and Alam, 2016). These Gap originally occur due to, emergence of four other gaps. For instances customer might be aware that a particular service exits, or not accurately implying to the termination conditions. This service quality gap can be overcome by ensuring the validations are made as per clients feedbacks (Shahin and Samea, 2010). 
[bookmark: _Toc25848397] Ranking Servqual “Gaps”

	Servqual GAP
	Ranking
	Discussion

	1)Knowledge “GAP”
	2
	Insufficient market research

	2)Policy “GAP”
	1
	Incorrectly defined service

	3)Delivery “GAP”
	3
	Unclear knowledge of services.

	4)Communication “GAP”
	4
	Unaligned operations and marketing teams.

	5)Service quality “GAP”
	5
	Customer’s inability to correctly understand service.


  
[bookmark: _Toc25848398]Comparator Organisation
	SERVQUAL Model

	www.homeaway.co.uk
	11
	12
	
3
	
1
	
1

	www.cottages4you.co.uk
	1
	2
	3
	3
	3

	www.classic.co.uk
	4
	4
	4
	4
	3

	www.premiercottages.co.uk
	1
	1
	2
	5
	3


 
Since “Skies Cottages” competitors are growing through online mode. It’s required that Skies Cottages, benchmarks customer value proposition and services quality components. 
Section of Conclusion
Though Skies Cottages claims that it has clearly dominated but, its overall quality service contains some loopholes. Which can be overcome if knowledge gap is covered by clearly defining the exact quantity of service, example Wi-Fi 8 Mb’s or 20 Mb’s. However the lowest is service quality gap meaning that customers aren’t able to perfectly translate services. Thus inclusions of language for multi-linguistic consumers can fill in the gap. Cover up communication gap it needs to ensure that auditing teams across check services with standards of Cottages offered.  

Conclusion
To conclusion “Skies Cottages” has emerged as the extravagant trendsetter in UK. Its uniqueness is that is not just Cottages renting or letting services. It strives to capitalize on service quality and customer value creation by adding various features to its services. Though it standout when it comes to offering range of multiple services, but it struggles in developing a perception that it’s not an online site that offers renting services and flight booking services. The ranking suggests that what it lacks at is, building up the image of customer expectation. As it’s distorted its lowest rank is of “service quality gap” which refers that its marketing and advertisement services are too complex to be understood. Its highest rank is of “Policy Gap” means that its info at websites is clearly defined its services. However it’s required that it aligns them, it needs to create value by ensuring that cottages are of the quality that’s mentioned of websites. In light of the service quality dimension it needs to ensure that those dimensions are part of “Skies Cottages” strategy to enhance customer service dimension.
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