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[bookmark: _Toc36925204]Introduction
An organization consists of many important elements among all these elements the organization mostly on customers. All sorts of activities are bestowed upon how to make a strong consumer base for the company. So, an organization adopts many strategical decisions to provide the best services for its customers and to make them permanent customers. Customers remember the best experiences they are provided by businesses with whom they have their transactions. Organizations need to ensure both good services and good consumers’ experiences to build a strong consumer base for the organization (Raab, 2008). here, organizations need to put the concentration in adding customers’ value. The report will focus on how consumers’ value can be increased by focusing on the quality of the services ensured by the organization. this report will guide the reader with proper direction. 
[bookmark: _Toc36925205]Company Profile
For this report, a service company has been chosen. The name of the company is Red Rock Consulting Limited. It started a journey in 2005 in the UK (Redrock Consulting Ltd, 2020). The company is providing its valuable services within the UK. The firm helps other firms by providing technical knowledge and helps them to keep pace with technological progress by encouraging them to adopt a new way of operating their works by building strong digital infrastructure within the organization. Thus, the firm helps them changing the terms, conditions and working process into digital operation to prepare them for the new decade of technological advancement.
[bookmark: _Toc36925206]Task 1
[bookmark: _Toc36925207]Critically evaluating the factors that create an impact on the organization’s ability to maximize customer value
Red Rock is a service company. It is continuously working to maximize its consumers’ value. Consumer's value maximization depends on strategic decisions taken by organizations on various factors. Basically, there are five dimensions of customers’ value and all of these dimensions require attention from organizations. The five dimensions of customer value are
1. Conformance to requirements
2. Product selection
3. Price and brand
4. Value-added services
5. Relationships and experiences
The Red Rock consulting firm needs to consider all these dimensions to maximize the value of the organization.
[bookmark: _Toc36925208]Conformance to requirements
This dimension demonstrates the company’s ability to offer what customers demand and need. In this case, the cost associated with market mediation is considered by measuring the differences between demand and supply. When the supply is higher than demand, it creates excess inventory storage costs. Again, when demand is higher than supply, the company faces a loss in sales and in market share. In the case of functional products, companies can predict the product demanded and so the market mediation is not a major consideration for functional items. But, for fashion items, the nature of demand cannot be predicted well and so, it can create cost either due to excess in inventory or due to lost sales.  Conformation to requirements can be kept on track by focusing on three principles (Better Evaluation, 2020). Firstly, by closing the communication loop, organizations can track material and products in real life and can reduce the information loop. Secondly, by sticking to a rhythm across the supply chain and thirdly, by leveraging capital assets to increase the flexibility in the supply chain. 
[bookmark: _Toc36925209]Product
This dimension explains the importance of product proliferation to solve the greater problems at a large variety. Organizations need to manage their supplies and predict the demands and according to the demands they should come with new solutions to meet the increasing and varieties of demands (Shapiro, 2017). Here organizations can become specialized in offering one single product or offer a large variety of products or offer mega stores that offer one product area. To meet the large demand, organizations can consider the effective way when and what strategies need to be considered when orders come in. for a service company, things may work differently.
[bookmark: _Toc36925210]Price and brand
Price and brand value are two mostly used dimensions in maximizing the consumer's value. In many industries, it is hard to differentiate the price. Technology-based companies reduce the price to improve their profit. But basic industries can not reduce or increase the price because that will not bring any positive solutions. The brand name is a guarantee for the quality of the services and products. Premium brands can demand the premium price but the supply chain needs to be responsive enough to minimize the costs at a certain level. Pricing for services is more difficult because services cannot be transformed into commodities. Organizations must focus on this dimension very carefully to increase consumer value.
[bookmark: _Toc36925211]Value-added services
Value-added service is an additional service system to increase the behavior profits of the organization. Here, the company can differentiate themselves from their competitors by offering differentiated products or adopting strategic decisions. The company can either increase their commoditization of products or can get closer to their consumers and even can go for technological advancement that will make the companies work easier. All of these strategies will help organizations increase the value of customers.
[bookmark: _Toc36925212]Relationship and experiences
Building a strong relationship with consumers should be the main target for every organization. if they can make a strong consumer base for their companies, they will be able to experience a stable profit line for them (Thakur, 2019). So, every organization must be careful in giving a positive experience for its customers. They can come with special customers’ features which will make difficult for customers to switch them to other vendors. 
[bookmark: _Toc36925213]Five dimensions of customer value for Red Rock Consulting Limited
Red Rock considers all the five dimensions in their organization. All these dimensions from the perspective of Red Rock have been discussed here.
Conformance to requirements
Red Rock is a service company. The company has a separate wing that has come with digital products for consumers. But the company is basically providing digital literacy services to other giants’ organizations. the company started as a small company but with its growing demand in the US market, the company has expanded its employees and stepped into a medium enterprise organization. Now, it is working to provide services appropriately to its consumers. 
[bookmark: _Hlk36838709]Product
Red Rock provides different types of technological services to its users. The company has already come with various digital literacy training for employees who have a lack of digital knowledge. To survive in the modern competitive world, all organizations need a strong technological base in every organizational department. Strong services come with strong efficiency in the digital aspect. Red Rock has developed its service systems and has come with other digital products as well. 
Price and Brand
Red Rock Consulting firm provides services to other organizations. it is difficult for the company to price its services and even increase the prices (Vernasca, 2015). So, it is following a stable pricing strategy for a longer time. The company has already established a strong brand value among its consumers. So, it has a strong consumer base.
Value-added services
Red Rock always focuses on increasing the relationship with consumers and so they put extra emphasis on customer relationships. They have come with many offerings for their consumers. They follow B2B transactions systems to communicate and do business with their consumers. By offering various digital literacy services, the company gets to understand what the organization lacks and which department needs extra care, thus they can add value to their users.
Relationship and experiences
Red Rock has always been much careful in building strong relationships with its consumers. Their consumer base is gradually increasing and this will make their way of understanding and decision of coming with new services easier. 
[bookmark: _Toc36925214][bookmark: _Hlk36854169]Ranking for each dimension for Red Rock and its competitor
A number out of 10 is given to both Red Rock and its competitor TechNet for maintaining every dimension of consumer value. 
Conformance to requirements
Red Rock has well considered the conformation to requirements so that they can perform well. If the whole point is considered as 10, the company can be given 9 out of 10 in maintaining this dimension well.
TechNet Recruitment is a close competitor of Red Rock. The company helps other large companies’ different types of recruitment services. The company is doing good but faces the lack of providing services to its consumers. So, it needs to increase its employees to meet the demand of its consumers. The company can be provided 7 out of 10 for its performances in meeting the demands of consumers.
Product
Red Rock can be given 7.5 out of 10 for its focusing on the dimension of customer value. Because the company has already come with various digital literacy training for the employees who have a lack of digital knowledge.
TechNet can be given 6 out of 10 in ensuring sufficient service facilities in maximizing the customers’ value. The company does not offer multiple services to its users. So, it requires an increase in its service offerings. 
Price and brand
Red Rock has decided to increase its services and open the new product line which may increase its profit and expand its market presence. The company can be given 8 out of 10 to maintaining stable pricing and brand value for its consumers (Vernasca, 2015).
TechNet Recruitment is also following stable pricing for a longer time period and the company has also a strong brand appearance in the UK market. The company can be scored 7.5 out of 10 in maintaining price and brand name in maximizing the consumers’ value. 
Value-added services
Red Rock can be scored 8.5 out of 10 in adding value by maintaining a good relationship with its consumers by providing various services to its users.
TechNet can be given 6.5 out of 10 in adding value in their services by applying different strategies. The company needs to focus on developing a good relationship with consumers. Different strategic decisions can help them adding value to their users. 
Relationship and experiences
Red Rock can be given 9.5 out of 10 in ensuring good purchase experiences for their consumers. Their consumer base is gradually increasing (Thakur, 2019).
TechNet is doing good but they need to much more careful in increasing their relationship with consumers and ensuring good transaction experience to their users. They can be given 8 out of 10. Because they have a fixed consumer base already and are working hard to come with new services for their users. 
A summary table for ranking both companies in each dimension is given below:
[bookmark: _Toc36925303]Table 1: Ranking based on five dimensions of customer value
	Serial No
	Dimension Name
	Red Rock Consulting Firm (Number out of 10)
	Ranking
	TechNet Recruitment (Number out of 10)
	Ranking

	1
	Conformance to requirements
	9
	2nd
	7
	3rd

	2
	Product
	7.5
	5th
	6
	5th

	3
	Price and brand
	8
	4th
	7.5
	2nd

	4
	Value-added services
	8.5
	3rd
	6.5
	4th

	5
	Relationship and experiences
	9.5
	1st
	8
	1st

	
	Total out of 50
	42.5
	
	35
	



Both Red Rock TechNet has the highest rank in managing good relationships with consumers. Red Rock needs to focus on service offering and TechNet should also come with different service offerings. Between these two organizations, Red Rock has secured the highest number in maximizing consumer value than TechNet.
[bookmark: _Toc36925215]Factors influencing customer satisfaction
There are a few factors that influence customer satisfaction. Every organization needs to ensure the presence of these factors to increase its profitability (Shirani, 2014). These factors are:
· Product and Service quality
· Price
· Specific product or service feature
· Consumer emotions
· Perception of fairness or equity
· Personal and Situational factor
A brief discussion on all of these factors is given below.
Product and service quality
Product quality is the main factor that organizations need to focus on so that they can ensure customer satisfaction (Shirani, 2014). Good quality product or service makes stable customers for the organizations and increases the brand value. Red Rock is working hard to provide good quality services. 
Price
Price is the value paid by the consumers for products or services. Price should be set in such a way that it will not be a burden upon consumers and also add value to their life and bring profit for the organization.
Specific feature
Specific features bring differentiation and competitive advantages for the organization. Red Rock is continuously trying to add features in their service systems. 
Consumer emotion
Consumer emotion is highly influencing the organization's activities. Red Rock does a periodic survey on consumers to understand their feelings and experiences with organizations and a study on consumer emotions helps the organization take a new step for the organization.
Perception of equity or fairness
All consumers should be treated equally. Fairness must be ensured within the organization. An organization that ensures equity in their behavior with customers get more attention from consumers (Shirani, 2014).
Personal and situational factor
Both personal and situational factors of consumers need to take into consideration. An organization can be friendly with the consumers if it can get connected with their personal life. Naturally, regular consumers get such benefits from organizations.
Organizations must work for their consumers. Maximizing the consumers' value should be their main focus. There are five dimensions of consumer value. Organizations should consider all the dimensions. Besides, there are some factors that influence consumer satisfaction. Every organization also should consider all these factors.
[bookmark: _Toc36925216]Task 2
[bookmark: _Toc36925217] Identifying the systems that support the quality processes of the organization and critically evaluating the systems to understand if these are effective in meeting customer requirements
The quality process of the organization is determined by various factors also. It is important for all organizations to understand all the five dimensions of service quality to ensure good services for consumers (Trisnawati and Idaman, 2018). Five dimensions of service quality are:
1. Reliability
2. Responsiveness
3. Assurance
4. Empathy
5. Tangibles
A brief discussion of these five dimensions is given below.
[bookmark: _Toc36925218]Reliability
An organization can show its reliability to its consumers by providing the promised services efficiently (Andrianto and Santoso, 2019). Reliability increases the dependability of consumers on the organization. It also includes performing services rights for the first time and also providing services at the promised time. Organizations must maintain an error-free record in ensuring reliability.
[bookmark: _Toc36925219]Responsiveness
Responsiveness indicates the willingness to help customers and provide them with quick services. Responsiveness also indicates that organizations keep their customers always informed regarding the time of the service that will be provided. The organization needs to provide quick service. Their readiness in serving their customer indicates how responsive they are to their customers. They must have the willingness to serve their customers on time. 
[bookmark: _Toc36925220]Assurance
Assurance is another dimension in service quality. It demonstrates the knowledge and courtesy of employees and also their ability to build trust and confidence among the consumers. Every organization should make its consumers feel safe in making their transactions with their consumers. Employees have to increase their knowledge to answer the questions of customers (Andrianto and Santoso, 2019). 
[bookmark: _Toc36925221]Tangibility
It refers to the physical facilities, appearance, and equipment of personnel. It indicates the visually appealing facilities and also includes employees maintaining a neat professional appearance in their organization.
[bookmark: _Toc36925222]Empathy
It is the individual attention, caring the firm provides to its customers. Every consumer needs individual attention. Employees need to be careful in dealing with their consumers (Andrianto and Santoso, 2019).
[bookmark: _Toc36925223]Five dimensions of supply quality for Red Rock Consulting Limited
Red Rock considers all the five dimensions in their organization. All these dimensions from the perspective of Red Rock have been discussed here.
Reliability
Red Rock firm is very much conscious of providing services in the promised time. They have a strong consumer base and this has become possible because the company has successfully maintained their error-free records in providing promised services. 
Responsiveness
Red Rock, being a service company, always remains prompt and willing to provide the best service to its consumers. They mostly appoint employees who have an academic degree in Computer Science and employees having a technological background in their academic life. They have become more responsive in serving their customers.
Assurance
A company can become the most reliable source to its users by ensuring the assurance of everything to its users. The consumer of Red Rock feels comfortable working with it and do the transaction with the firm. Red Rock has a return option for consumers and also has discount facilities for particular reasons.
Tangibility
Red Rock is a service company. It lacks tangible products. It has come with a business wing that sells digital products. But its basic services are providing digital knowledge to large organizations.
Empathetic
Red Rock has achieved a good reputation for being empathetic to its consumers. They always put attention for every employee to understand their situation.
[bookmark: _Toc36925224]Ranking for each dimension for Red Rock and its competitor
A number out of 10 is given to both Red Rock and its competitor TechNet for maintaining every dimension of consumer value. 
Reliability
The consumers of Red Rock have always expressed their satisfaction with the company’s services. The company can be given 9 out of 10 in maintaining reliability with consumers. The company considers its consumers the first priority and so it has come with various service strategy to ensure reliability.
TechNet Recruitment limited also focuses on solving the consumers’ problems carefully and so they are focusing on increasing their service systems and by connecting more with their users. They are currently focusing on three recruitment aspects and they are doing well in these segments. They can be given 8.5 out of 10 for their concern in this dimension.
Responsiveness
Red Rock can be given 8.5 out of 20 for being responsive to their customer demands. The company has decided to bring more employees to meet growing consumer demand. Their customer base is increasing rapidly.
TechNet is not having enough employees to meet the growing consumer demands. Their work is related to employee recruitment for other large organizations. So, they have to give specific and much time to each organization. So, they sometimes provide prompt services to their customers. They can be given 7.5 out of 10. 
Assurance
The consumers of Red Rock have given it 10 out of 10 for ensuring assurance and also for providing authentic information to their consumers. This dimension increases the confidence within the customers and they feel comfortable in doing business with the company.
TechNet has also maintained a strong profile in maintaining an honest business relationship with its users. Their customers have expressed a positive vibe in this regard and they can be given 9.5 out of 10.
Tangibility
Red Rock can be given with 6 out of 10 for having a separate wing of selling specific digital devices to its consumers. But it mainly provides services to its consumers.
TechNet is totally a service company. The company cannot be given any number as it has no tangible product offering for its consumers.
Empathy
Red Rock has always been a customer-oriented company. It has always put individual emphasis on every customer. The company can be given 8 out of 10 for being so understanding and caring to their consumers.
TechNet needs enough employees to put attention to all employees. It can be given 6.5 out of 10 for being empathetic to their users. The company should be more careful.
A summary table for ranking both companies in each dimension is given below:
[bookmark: _Toc36925304]Table 2: Ranking based on five dimensions of Service quality
	Serial No
	Dimension Name
	Red Rock Consulting Firm (Number out of 10)
	Ranking
	TechNet Recruitment (Number out of 10)
	Ranking

	1
	Reliability
	9
	2nd
	8.5
	2nd

	2
	Responsiveness
	8.5
	3rd
	7.5
	3rd

	3
	Assurance
	10
	1st
	9.5
	1st

	4
	Tangibility
	6
	5th
	-
	

	5
	Empathy
	8
	4th
	6.5
	4th

	
	Total
	41.5
	
	32
	



Both Red Rock TechNet has the highest rank in ensuring assurance for their consumers. Red Rock is doing good than TechNet in ensuring all the dimensions of service quality and has ranked first by securing the highest number than TechNet.


[bookmark: _Toc36925225]A gap in service quality and customer expectation
SERVQUAL is a method to identify the gap in service quality. This tool is used to measure gaps between the actual services provided and customer expectations at different stages of service delivery (Buttle, F., 2009). This gap model of service quality and delivery has five dimensions. These dimensions are explained below.
1. Customer’s expectations vs company’s perception of customer’s expectation
2. Translation of perception into service quality specification vs management perception of customer expectation
3. Customer-driven service design and standards vs service delivery
4. External communication to consumers vs service delivery
5. Customer expectation vs customer perception
A brief discussion of these gap dimensions is given below.
[bookmark: _Toc36925226]Customer’s expectations vs company’s perception of customer’s expectation
Generally due to inadequate marketing research and lack of upward communication between customers and companies create a gap between customer’s expectation and the company’s perception about the customer’s expectation. Organizations with an insufficient relationship focus face with such sort of gap.
[bookmark: _Toc36925227]Translation of perception into service quality specification vs management perception of customer expectation
Poor service design and also the absence of customer-driven high-quality service design create a gap between management perception and the perception of the consumer regarding the quality specification (Desai, 2018). Due to the absence of appropriate physical evidence, such confusing arises.
[bookmark: _Toc36925228]Customer-driven service design and standards vs service delivery
This gap is created when the company has poor human resource policies. Customers have their perception regarding service standards and delivery. But, the company’s failure to meet the consumers’ perception and demands create this gap (Joseph and Joseph, 2015).
[bookmark: _Toc36925229]External communication to consumers vs service delivery
Another gap is created due to the lack of good external communication and service delivery. Such a gap is caused because of inadequate management and horizontal communications. Sometimes, organizations fail to meet their promised services and intensify the gap.
[bookmark: _Toc36925230]Customer expectation vs customer perception
 The gap is created due to the differences between customer expectations and perceptions. Such a gap occurs when organizations do not know what their customers expect from them (Singh, Sharma and Singh, 2011). So, they fail to serve standardized serve and fail to math their performances with the promised one.
[bookmark: _Toc36925231]Five dimensions of service gap for Red Rock Consulting Limited and ranking based on its focus on each gap
All these dimensions from the perspective of Red Rock have been discussed here.
Customer’s expectations vs company’s perception of customer’s expectation
Red Rock does a periodic survey on its consumers’ interest and demand. The marketing groups of Red rock always keep their eyes on consumers and do the periodic and monthly surveys on their expectations and demands. Thus, they find the idea of how they can improve the gap between what they perceptions about consumers and consumers’ expectations. For being so concern about its consumers, the company can be given 9 out of 10 for managing the gap.
TechNet is not good at managing their service quality well. Consumers’ perception is really high then the company’s assumption. The company can be given 7 out of 10 for not being so skilled in finding out the gap.
Translation of perception into service quality specification vs management perception of customer expectation
Red Rock faces this problem very much. The managers have different perceptions about the quality specification than that of consumers (Joseph and Joseph, 2015). But, the company is continuously working in strengthening their service quality by giving training facilities for the employees. The company can be given with 7.5 in this aspect.
The managers of TechNet have good knowledge of consumers’ perceptions. But they have a lack of human resources. They can be given 7.5 out of 10. But they need to increase more employees.
Customer-driven service design and standards vs service delivery
The customers of Red Rock have expressed their satisfaction with the service quality from Red Rock employees. they have given 9.5 out 10 for solving this gap and maintaining a good standard of their service quality.
TechNet has been given 6.5 out of 10. Because the company has a lack of maintaining standard services since last year. This company should come with a customer-driven service standard.
External communication to consumers vs service delivery
Red Rock maintains good external and internal communication with consumers. The company can be given 8.5 for being not overpromising and rather doing their job efficiently.
TechNet needs to pay much more attention. The company has been given 6 for not having good external communication with consumers. 
Customer expectation vs customer perception
Red Rock needs to have more knowledge regarding its consumers’ perceptions and expectations. Sometimes consumers remain confused about what they want (Foxall, Goldsmith, 1994). Good knowledge over users can help employees understand what will bring benefits to their consumers. Red Rock can be given with 7. The company needs to focus more on this aspect to reduce the gap. 
TechNet can be given 5.5 because the company has a lack of knowledge regarding its consumers’ perception. And so, it fails to bring quick changes in its service standard.
A summary table for ranking both companies in each dimension is given below:
[bookmark: _Toc36925305]Table 3: Ranking based on five dimensions of service gap
	Serial No
	Dimension Name
	Red Rock Consulting Firm (Number out of 10)
	Ranking
	TechNet Recruitment (Number out of 10)
	Ranking

	1
	Customer’s expectations vs company’s perception of customer’s expectation

	9
	2nd
	7
	2nd

	2
	Translation of perception into service quality specification vs management perception of customer expectation

	7.5
	4th
	7.5
	1st

	3
	Customer-driven service design and standards vs service delivery

	9.5
	1st
	6.5
	3rd

	4
	External communication to consumers vs service delivery

	8.5
	3rd
	6
	4th

	5
	Customer expectation vs customer perception

	7
	5th
	5.5
	5th

	
	Total
	41.5
	
	32.5
	



Red Rock TechNet has the highest rank in ensuring customer-driven services. The company needs to focus on understanding the customer’ perceptions and expectations. Red Rock is doing good than TechNet in ensuring all the dimensions of service quality and has ranked first by securing the highest number than TechNet.
The gap tool directs companies to understand the gap between many aspects. They can put the focus on reducing the gap from learning and applying this tool.
[bookmark: _Toc36925232]Closing the gap
The above-discussed gaps can be closed in the following way (Gummesson, 2002).
[bookmark: _Toc36925233]Learning customer expectation
It is important to know about what customers really what from organizations. Failure to do so will increase the gap between customers and employees. 
[bookmark: _Toc36925234]Establishing the right service quality and standard
According to the customers’ expectations, the right service quality and standard should it's by the company. Thus, they can reduce the gap.
[bookmark: _Toc36925235]Ensuring that services performed meet standards
Companies must ensure that their performances meet the standards demanded by consumers. They have to consider the consumers’ choice above all.
[bookmark: _Toc36925236]Ensuring the delivery matches promises
Finally, organizations must ensure that their delivery of services has successfully passed to match with their promises.
Organizations can close the gap by following these steps while performing services.
[bookmark: _Toc36925237]Conclusion
This report upholds the importance of consumer satisfaction and maximizing consumer value in any organization. Customers; are the main priority of an organization. they have to identify all the factors that influence customer satisfaction. For ensuring customer satisfaction, organizations need to work with all the dimensions of customer value and service quality. It is also necessary to find out if there is any gap between the customer’s perception and organization’s perception regarding customers. Thus, they can solve the gaps and can ensure consumers’ satisfaction.
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