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Service quality is determined to be an important component driving organisational success and performance. It is important to note that the key distinction between a service and a product is the paradigm that the customer derives the value of the service through an intangible element (Ali and Raza, 2017). In the banking industry, the perception of the service involves the attention of failures and preventive maintenance outside the perception of the client. It is a complicated concept to approach due to the intangibility characteristic that makes up the service, problems in reception, real-time production and differentiation between the humanistic and mechanistic quality. After years of research, debates continue on the conceptualization and measurement of the perception of service quality in the literature. This controversy makes it difficult to determine how to define and operationalize service quality in empirical studies. However, it can be argued that there are natural reasons why poor service is provided in the public sector (Apornak, 2017). In this report, the discussion will look at the customer value, service quality and gaps in service quality of HSBC, UK. 
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Dimensions of Customer Value 
The first dimension is Conformance to requirements. The second dimension is Product selection. The third dimension is Price and brand. The fourth dimension is Value-added services. The fifth dimension is Relationship and experiences
Conformance to Requirements
The first dimension is Conformance to requirements. Even though there are important contributions to the nature of this construct, there is no agreed conceptual framework. For this reason, and because it is a concept that is becoming increasingly relevant in recent decades in the academic and business fields, progress must be made in the development of systematized knowledge of the value being perceived by the client. In the Marketing literature, it is already identified as one of the most important measures to gain competitive advantage, and it has been proposed to be the most relevant indicator of buyback intentions, as well as to explain the different facets of consumer behaviour that occur both before and after the purchase. The trend of this construct has reached such a level that the business press has labelled the 1990s as "the decade of value" (Apornak, 2017).
Product Selection
The second dimension is Product selection. Despite its relevance and the wide range of work Theoretical and empirical studies that have been carried out for three decades, their study, as highlighted above, continue to suffer from conceptual and methodological gaps in various relevant aspects such as the relationship between quality, satisfaction and perceived value; its impact on attitudes, consumer behaviour and loyalty; the number and nature of the dimensions that make up the construct; or reliable scales to measure the weight of each of the dimensions of value and this construct as a whole (Berguson, 2002). The main proposals on this construct made by various authors are reviewed below.
Price and Brand
The third dimension is Price and brand which means that numerous theoretical and empirical studies have been carried out on the construct "perceived value" in which various names are assigned and defined in different ways. Below we review some proposals for the naming and conceptualization of the literature and specify the concept and naming that will be used in this work. Various names the concept of "value" of a product or service is called, from the consumer's perspective, "perceived value".
Value-Added Services
The fourth dimension is the value-added services. This name is the most used in works that study its nature, background and effects on consumer behaviour. However, it is also assigned other names in the literature, such as "consumer value" or "customer value", which are used as synonyms.
Relationship and Experiences
The fifth dimension is relationship and experience which means that the denominations correspond to less general approaches such as the following: Based on the purchase process, it is named: "desired value" or "preferred value" in the previous phase to purchase; "Acquisition value" and "transaction value" in the purchase phase; and "delivered value", "use value" and "recovery value", for the period of use or consumption (Bishop, 2012).
Efficiency is conceived as a ratio of inputs and outputs. Excellence is the appreciation of the potential properties of a good to serve as a means of achieving a personal end with quality being a perception of the level of excellence of the key attributes of a product or service (Kansra and Jha, 2016). Brand name, country of origin, warranty and corporate image are examples of quality extrinsic elements. Status is the use of own consumption behaviour as a means to achieve a favourable response from other people, that is, to obtain prestige, so this type of the value depends on the response of people who are of interest to the consumer. Esteem is generated by the ownership or possession of appreciated assets as a means to build one's reputation in others, although also the possession of an asset can strengthen self-esteem.
Some of these questions have led to the analysis of alternative proposals for classifying the benefits that shape the perceived value. Thus, a series of additional typologies are presented for comparison with the dimensions proposed by Holbrook, and then the relevant aspects of these proposals are presented (Handrinos, Folinas and Rotsios, 2015; Gummesson, 2002). Based on various studies, Kaynak and Herbig (2014); Goodman (2009) propose a series of sources of value that he groups following the dimensions of Holbrook; Although he points out that some of them differ to a certain degree with the dimension in which he places them (for example, personal growth places him in the dimension of hedonism; or comfort and peace in the aesthetic dimension). Identify five consumption values ​​that influence consumer choice of behaviour, of which two of them, epistemic value and conditional value; do not have a counterpart in Holbrook's proposal. The other three value types (functional and emotional) can each be equated with two dimensions of the typology proposed by Holbrook, as they are higher-level abstractions.
Functional value is generated by the utilitarian or physical performance of a product, which lies in characteristics or attributes such as reliability and durability. For example, the decision to buy a car could be based on fuel economy and maintenance requirement. Traditionally, this value is assigned one of the greatest weights in the consumer's decision to buy (Ciavolino and Calcagnì, 2015; Debasish and Dey, 2015). This value is generated by the association or correspondence of a product with stereotypes of one or several social groups.
Emotional value is generated by the properties of a product to awaken feelings or affective states. Epistemic value is generated by the properties of a product to arouse curiosity, provide novelty, and/or satisfy a desire for knowledge (Leppard and Molyneux, 1994; Ciavolino and Calcagnì, 2015).
Application of Dimensions to the case of HSBC UK 
In the case of HSBC, UK, considering conformance to requirements, it is called “use value” or “extrinsic value” when consumption is appreciated by its functional or utilitarian contribution serving as a means to achieve some purpose or objective, and "possession value" or "intrinsic value” when the experience of consumption is appreciated as an end in itself. Based on the comparison of a product or service against similar offers, it is called “relative value”. 
In the case of HSBC, UK, for the third dimension is Price and brand, based on the negotiation of the price to pay, or the comparison of a promotion price against the advertised price or a reference price, it is called “perceived transaction value”. Based on the comparison of a single dimension of value or type of benefit (quality) with a single type of cost or sacrifice (monetary price), it is called “value for money". In this study, following the vast majority of the bibliography reviewed, the name "value perceived by the consumer" will be used when referring to the assessment that the consumer makes of a product globally, that is, considering all the benefits and sacrifices that are relevant to him, being able to correspond to any stage of the purchase process, from the search and selection of the product, until after its consumption.
In the case of HSBC, UK, for Value-added services, the perceived value is a comparison between what the consumer "receives" and what he "delivers" when buying a product or service. Therefore, it can be pointed out that the two general components of perceived value are the benefits and sacrifices that the customer will have when purchasing a product or service. At the time when the concept of perceived value arose, the most popular proposals in the literature conceived it as a one-dimensional construct, based only on its cognitive nature and with a utilitarian-economic approach, so they defined it in terms of functionality (quality and price. 
In the case of HSBC, UK, for relationship and experiences this conception has been classified as narrow since it is based only on the cognitive aspect, as well as for its concentration on economic utility. That is why a multidimensional conception, which includes the feelings that influence the purchase, has been gaining greater acceptance; that is, both the cognitive and affective nature of the concept is incorporated. However, there is a lack of consensus about the benefit categories or value dimensions that make up the perceived value. Furthermore, the dimensions of value have not been specified. 
In HSBC, the UK for the case of Product selection despite the greater simplicity of a one-dimensional conception of perceived value, a multidimensional conception - assuming the difficulties that arise from it - can allow a richer analysis of the concept's conformation. Consequently, in this work, this will be the approach used. The dimensions or categories are described below, both benefits and sacrifices, which are included in proposals that conceive of perceived value as a multidimensional construct. One of the most widely accepted types of benefits, based on a multidimensional approach, is that formulated in past, which is based on axiology and economic theory, considering it one of the most complete proposals for potential sources of value or "benefits".
Summary Table
	Ranking of 5 D of Customer Value

	Comparator Organization 
	Conformance to Requirements
	Product Selection
	Price and Brand
	Value-Added Services
	Relationship and Experiences

	
	
	
	
	
	

	HSBC UK
	Rank 5
	Rank 3
	Rank 4
	Rank 1
	Rank 2
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Conclusion
Achieving customer value makes it easier for the company to become the emblem of the company. For the little one, the solution is usually in specialization and service. On the contrary, a series of entrepreneurs have seen how their businesses have been losing market share until, in many cases, they were bought or disappeared. In sectors such as construction, textiles, footwear or retail, the cases are countless. These reflections are valid for businesses indicating that generating customer value can play a major role in contributing to the development of business image and reputation. Finally, it is a Dynamic concept because the relative emphasis on each component can change over time, that is, before, during and after the purchase. The aforementioned properties are fundamental in the study of this concept since the variability in the perceived value of a product is due, in large part, to the personal characteristics of the consumer, the context in which the valuation is made and the time of making it (before purchase or after consumption).
[bookmark: _Toc36604460][bookmark: _Toc36695284]Part Two (a): Service Quality 
Dimensions of Service Quality 
Besides, the general characteristics of the hotel were considered, as well as the facilities it has and the services it offers, so that the questionnaire is fully adapted and personalized for this particular hotel. Below is a list of the questions that made up the questionnaire, grouped by dimension to facilitate analysis (Lewis, and Varey, 2012; Payne, 2012): Tangible elements, empathy, reliability, responsiveness and security. 
Tangible Elements
In the case of Tangible elements, the study includes only basic services, such as banks, restaurants, public transportation, and beauty salons; likewise, it operates the output quality as a dimension of modified service quality, besides it is not consistent with the theory since it essentially measures the process quality. Field service Research on service quality has been applied to services in general and very little to field service (Prentkovskis, 2018). This type of service implies that the supplier carries out activities remotely in customer or company facilities, such as training or consulting services, or in which the installation, repair or preventive maintenance of equipment is carried out. In this case, this phenomenon is observed in the distribution of receipts, reading taking, troubleshooting and maintenance of electrical installations. It is important to consider that the user may not be present during the service and the repairs require several hours, limiting the client's involvement in the course of providing the service; this characteristic is of great influence in the process of formation of expectations (Qolipour et al., 2018). Another important characteristic is the disposition of products and equipment of the company in charge of the clients, such as meters and infrastructure on their land. 
Empathy
In the case of empathy, Rezaei et al., (2018) propose that the service process involves the study of two main elements: the service assembly, as the technical element, and the service delivery (the process of service delivery, PDS), as a functional element. Additionally, they establish consumer perceptual filters (CPPS), which modify their evaluation of the experience in terms of the previous processes: technical and functional. The descriptive elements of the administrative decisions, through which the service is configured in terms of its previous characteristics, are noted. On the other hand, there are descriptors of the variability of service development, that is, the service delivery process, referring to the characteristics of service delivery (time of interaction with customers).
Reliability
In the case of reliability, Rezaei et al. (2018) stated that business processes must contemplate quality guidelines focused on the product, the process and the service, among others; to design strategies to respond to competitive priorities, providing quality and safety for the end-user. In this sense, it is established that the competitive priorities of quality and service are key dimensions, for some authors the priority is quality and others prefer service. Likewise, for others, the primaries are quality and service. The concept of quality of service began to receive attention in the 1980s when user perceptions were studied. Years later, the subject and its measurement were given relevance; ensuring that other parameters are necessary such as satisfaction as a measure of service quality. Research by other authors has verified that the causal relationships between user satisfaction and service quality; present contradictory results, because for some of them the dimensions are static, on the contrary, for others they are dynamic and change due to market changes (Roslan et al., 2015). Additionally, it is also established that institutions have ideas about what users need and value. Therefore, knowing and knowing what the user perceives and satisfies becomes a key business factor (Saeedpoor et al., 2015). 
Responsiveness
In the case of responsiveness, Rezaei et al. (2018) stated that the author of this contribution; believes that organizations should make an effort to distinguish between process and result; therefore, quality must be "operationalized" and the perception of service quality must be measured. For the maintenance and increase of this quality, strategies and policies are adopted to evaluate and improve the processes, validating the most critical ones, auditing the performance, the guarantee and integrity by the clients and the control entities. Instead, the general quality, as its name implies; it is simply the knowledge of the service under the minimum standards to meet the level of user satisfaction following the requirements of each and the basic care plan (Saeedpoor et al., 2015). This quality is achieved by the service that is delivered to cover the need without evaluating the degree of satisfaction that the user experiences for all the actions of the service, contrary to operational quality. 
Security
In the case of security, the best strategy for this type of quality is to avoid unpleasant surprises for users due to service failures and to surprise clients favourably when an unforeseen situation requires it. In the specialized literature, the general quality of the service was stated as "relative compliance with the specifications" or, "satisfaction in a service meeting the expectations sought by the user" (Saini and Singh, 2018). 
The companies do not intend to present the reader with a manual on how business research is conducted, how business management is planned or organized, or how a price is set. The existing literature in these sections is splendid. The purpose is to establish the bases of a practical, simple and clear model of the elements of commercial action that must lead a given company to position itself as a psychological leader that is, as the first reference valued by the customer in their purchase decision. The most critical decision that the company faces in the face of changes in the market is to assess whether it is necessary to rethink a strategy or reposition its business model. The launch of a new product or creativity in service may be insufficient strategies when what the sector is demanding is a change in business concept. The key elements cited in the previous section as a conceptual framework to obtain maximum customer value. The order outlined would go to newly created companies, in which, before the selection and implementation of a strategy, the decision of a business model based on the results of analysing the market would go (Soares et al., 2017). The relevance of these concepts varies by sector for companies that are already operating. The speed with which the company's environment changes would force the blocks to be placed in a different order, even in parallel, being in any case variables to be periodically reviewed. We propose a pragmatic vision of these elements, which must serve to highlight the importance of understanding and moving ahead with market trends, deciding what the company wants to offer and how to do it in practice. We reiterate our commitment to avoid instructing on management tools widely scrutinized by the business literature. Instead, we transcribe these concepts to describe the changes in the commercial environment that have led us to the current situation in the markets, highlight the importance of establishing a differential and sustainable business model in which the value perceived by the client has approximated the added value that the company manages (Teshnizi et al., 2018).
Application of Dimensions to the case of HSB UK 
· Tangible elements: The hotel has modern and attractive facilities. Employees are performing well.
· Empathy: The bank is always attentive to my wishes and needs. At the bank, the manager is available and always gives me very personal attention.
· Reliability: The environment is amazing because they give me attention. The services are reliable as no fraud is recorded up to now. The different services and the products provided by the bank are correctly presented from the first time. 
· Responsiveness: No delays in service response are faced. The queries are responded well in time. The staff is always ready to assist and facilitate me because they are always available. If any assistance is required, the staff is willing to help.
· Security: The customers or clients feel safe with their transactions. The customers may feel safe in leaving their belongings in my banks.
Summary Table
	Ranking of 5 D of SERVQUAL

	Comparator Organization
	Tangible Elements
	Empathy
	Reliability
	Responsiveness
	Security

	
	
	
	
	
	

	HSBC UK
	Rank 5
	Rank 4
	Rank 2
	Rank 1
	Rank 3
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Conclusion
It can be concluded that small businesses carry out a different kind of marketing than that which can be practised by a multinational or in general, any marketing-intensive company. There is some truth in this statement. The integration of service quality can turn out to be effective for measuring business image and reputation in numerous different ways. 
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Gaps in SERVQUAL
The gaps proposed by the SERVQUAL authors indicate differences between the important aspects of a service, such as the needs of the clients, the experience of the service itself and the perceptions that the employees of the company have regarding the requirements of the clients. Below are the five main gaps in service quality (Teshnizi et al., 2018);
Gap 1 evaluates the differences between customer expectations and the perception that staff (usually the manager) have of them. It is important to analyse this gap since managers generally consider the degree of satisfaction or dissatisfaction of their clients based on the complaints they receive. However, this is a lousy indicator, since it has been studied that the relationship between complaining customers and dissatisfied customers is minimal. For this reason, it is recommended that companies have good communication with the personnel who are in direct contact with the client since it is, they who can best identify their attitudes and behaviour. 
Gap 2 occurs between the manager's perception of the customer's expectations, the company's rules and procedures. This gap is studied because in many cases the rules are not clear to the staff, which creates some inconsistency with the objectives of the service. 
Gap 3 appears between what is specified in the service rules and the service provided. The main cause of this gap is the lack of orientation of standards towards customer needs, which is directly reflected in poor- and poor-quality service. 
Gap 4: occurs when the client is promised one thing and another is delivered. This occurs mainly as a result of bad promotion and advertising, in which the message that is transmitted to the consumer is not correct. 
Gap 5 represents the difference between the expectations that customers generate before receiving the service, and the perception they obtain of it once it is received. All of these gaps help identify and measure inefficiencies in service management. Each company must direct its studies to where the main "symptoms" indicate. However, a gap that must be analysed and taken into account in all cases is gap 5, since it allows determining the levels of customer satisfaction (Wang et al., 2015).
The key to success in the implementation of the SERVQUAL or gap model lies in the possibility of adapting it to the characteristics of each organization, its service offer and its target market. The development and implementation of SERVQUAL, in an organization dedicated to the provision of services, consider the following five basic steps in its process:
1. Identify critical service incidents. 
2. Classify and group critical incidents into satisfaction indicators. 
3. Group the indicators of satisfaction in the five dimensions of quality of the SERVQUAL. 
4. Design instruments to collect information on customer expectations and perceptions about a specific service offer. 
5. Process the information to measure the breadth of the SERVQUAL gaps, and identify areas of opportunity to improve the overall performance of the service provider (Wellington, 2010).
Application to the Case of HSBC UK
Gap1: Dissimilarity between customer expectations and management perceptions of those expectations in HSBC, UK
Gap2: Dissimilarity between management perception and service quality specifications in HSBC, UK
Gap3: Dissimilarity between service quality specifications and the service currently delivered in HSBC, UK
Gap4: Dissimilarity between the service delivered and what is communicated about the service to customers in HSBC, UK
Gap5: Dissimilarity between the delivered service and the perceived service in HSBC, UK
When a client comes into contact with the service provider, their perception will depend on a series of aspects such as the attention they receive, the presentation and treatment of the staff, the quality of the service, the time elapsed, the setting and organization of the place, etc. These are designed based on the information available to the service provider about the needs, wishes and expectations of their clients, which at the time of the exchange allow them to build a concept about the organization. Some service providers can specify customer expectations in more detail, while others only intuit them (Wellington, 2010).
The SERVQUAL establishes the need to build a reference framework and criteria to collect, systematize and analyse the information on the expectations of its clients so that it is possible to quantify the extent or discrepancy that exists between the perception that the service provider has about the expectations of their clients and their expectations. The main causes that cause a greater or lesser degree of breadth or discrepancy in this gap are: the absence of a market research-oriented culture, inadequate upward vertical communication and excessive hierarchical levels of command; inadequate understanding of customer expectations makes it difficult or impossible for the service provider to successfully meet their needs (Yin et al., 2016).
Likewise, the service provider must be aware of the importance of their client weighing the value of each of the 5 dimensions that make up the gap model, which are defined below, and also contrast it with their assessment, so that, if the service provider values ​​an attribute more than the client, the convenience of saving efforts and resources in this dimension should be considered; On the contrary, if you are giving less importance to an attribute than the client, you can show that you are not meeting the needs of your clients. In other words, if the service provider focuses his efforts more and better on attributes that the client values, he is doing his job correctly and he is satisfying his needs, he receives a pleasant experience and, probably, will repeat the purchase (Wellington, 2010).
From an eminently commercial point of view, creating value means offering something to someone who wants to fill a need and hopes to satisfy it by making some kind of sacrifice - usually cheap. The richness of the term contrasts with the difficulty of companies to serve increasingly rigorous markets in an increasingly turbulent environment and subject to great competitive, legal, social and economic pressures. Coping with these contingencies requires effort and integrity. The effort to improve day by day and integrity as a basis to get closer to what the customer expects, without deception. There are more than a few large and small organizations in all sectors that continue to position themselves as the first references in the customer's mind when they are faced with the need to decide on one brand or another. These companies are missionaries of a model in which the approximation between what the customer expects and what the organization offers is increasing (Wellington, 2010).
· Ranking for Each Dimension and Summary Table
	Ranking of Gaps

	Comparator Organisation 
	Gap 1
	Gap 2
	Gap 3
	Gap 4
	Gap 5

	
	
	
	
	
	

	HSBC UK
	Rank 1
	Rank 4
	Rank 5
	Rank 2
	Rank 3
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Conclusion
The service is an integral part of the product offered and people cannot sell one without the other. This mentality is an abyss of the common attitude among the shops in which the service is an additional benefit, and therefore, it has to be paid. Before executing effective service quality, it is important to determine gaps in service.
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Part Three: Overall Conclusion
In the case of service quality and customer value creation, mere face-to-face observation on the front line, new technologies, suggestions, complaints or surveys are mechanisms to acquire knowledge that will allow the employer to adapt its offer. All this must be integrated into the offer. The best strategy is value creation by integrating service quality measures. The consumer is familiar with sacrifice and accepts proposals that do not quite come close to what he wants. To consider satisfaction to be the difference between the customer's perceptions and their expectations, it will only be positive when the company manages to contribute something more than what the customer is used to receiving. Something that will surprise, leave a memory, create an experience. It includes simply filling up the gaps in the services being offered for them.
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