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INTRODUCTION
The purpose of this report is to critically analyse the important factors that influence my study organisations ability to maximize customer value, then identify and analyse service quality systems that support the organisations quality processes. After this we will then find out how effective these systems have been in meeting the requirements of the customer, where the entire dimensions will be ranked in comparison to similar selected organisations for analysis and evaluation.
The first part of the report analyses the five dimensions of customer value using my chosen organisation and a competitive organisation to compare and contrast each of the five dimensions with an appropriate reference for each of the dimensions after which there is ranking based on similarity or contrast for both my chosen organisation and the competitive organisation. At the end of the first part there is a final ranking for all the five dimensions and with a comparative analysis made. The same process is repeated for the second part which is on the five dimensions of service quality and six relevant academic references will be provided, one for each of the five dimensions. The final part which is the part 3 of this assignment is the overall conclusion of the report.
It is a present-day reality that a company cannot survive without its customers. Many years of practical research has proved that the customer is the biggest asset any company or organisation can have. The challenge we presently face is how best to manage the process of effectively serving the customer while at the same time keep the business growing. This is because when the customer is satisfied, it serves as a strong basis of Introducing more customers to the business thereby boosting sales and profit for the organisation. But there must be a balance between keeping the customer satisfied and growing the business organisation
Customer services has changed rapidly in the past 20 to 30 years through many innovations such as companies requesting feedback from customers about their products and services, touchscreen marketing, self-service checkouts in supermarkets, click and collect services by many brand supermarkets and superstores, online delivery and constant online reviews by many organisations that have increasingly become customer focussed due to increasing competition.
Some of the major reasons that have influenced the change in customer services over the past two decades is that companies want to show that they really care for the customers in this presently competitive business environment where a customer can easily switch loyalty from company to company or from brand to brand. Another major reason is to genuinely improve customer services and share in the customer experience as a way of maximizing customer value. Technology has also played a vital role in the change in customer services because the use of modern technology by organizations today has created a move from a product focussed ecosystem to a customer focussed ecosystem.
In this report we are using Argos, also known as Home Retailing Group PLC as the organisation I have chosen to critically analyse factors that influence the company's ability to maximize customer value and at the same time identifying the systems that supports the organisations quality processes. The report will also provide a critical understanding to show the extent to which these systems are effective in meeting customers wants and needs as well as creating a memorable experience for the customer without affecting the organisations growth.
[bookmark: _Toc27654969]DEFINITION OF CUSTOMER VALUE 
Customer value can be defined as what the customer perceives that a product or a service is worth compared to the possible alternatives. (Mahajan, 2016). A leading authority on customer value definition (Azaddin Salem, 2004) classified customer
value into 3 categories or models namely:

1. Value components model,
2. Utilitarian or benefits / costs ratio model, and
3. means-end model

According to Gautam Mahajan, the word value means different things to different people. To some it means the price of a product or service, and to some others it means the benefit you derived from a product or service. It also means what they are Willing to pay for a product or service that they derive more benefits from. On the other hand (Zeithaml 1988) explains that there are various interpretations by what we may                  classify as the term customer value. Some may classify it as low price, others may mean receiving what is actually desired, while others may view it as getting quality for what is actually paid. Some others may take it as getting something in return for what is given. According to Woodruff (1997) customer value is defined as customer perceived preference for a particular set of products, evaluating of those products and attributing performance to its use, based on the fact that the consequences arising from its use achieves the customers goals and purposes.
[bookmark: _Toc27654970]FIVE DIMENSIONS OF CUSTOMER VALUE:
One leading authority in customer value is that proposed by Simchi-Levi et al (2008), who stated that there are 5 dimensions to customer value namely:

1. Conformance to Requirements
2. Product Selection
3. Price and Brand
4. Value Added Services
5. Relationships and Experiences
[bookmark: _Toc27654971]CONFORMANCE TO REQUIREMENTS
The first dimension which is proposed by HC Lallianmawia, (2012) is Conformance to requirements. In his article Customer value and supply chain management, he stated that the ability to genuinely offer what the customer wants and needs is a basic requirement that enables the supply chain to create availability. For this report I am discussing the ways in which Argos, also known as Home Retail Group conforms to customer requirements. One of the most recognizable ways it has done so is through the Fast Track service. This is a market leading nationwide proposition set up by the company in
October 2015. It offers over 20,000 (Argos annual reports, 2016.) products Where customers can collect their orders in any of their stores or on the other hand if it is ordered online, it guarantees a same day home delivery service to ninety-five per
cent of its customers within the United Kingdom mainland households. After listening to customer complaints, the management the management found out that responding
quickly enough to those complaints was vital to meeting the supply needs of the customer as and when due after analysing the importance making deliveries on time. This is one of the ways Argos conformed to customer requirements in effectively managing its supply chain for their products which are sourced both locally and globally.

Secondly, Argos has been consistent in its supply chain through its Click and Collect service. The click and collect service is provided by Argos for its customers who order any of its products on a digital channel and collect it in any other heir stores This is one of the ways the company has been able to make its supply chain fast and deliver to the customer at the quickest possible time. This has not only added value in the perception of the customer, but has conformed to what most of its customers have always required in a very competitive business environment. Argos has used this service as a way of using
digital technology to solve the problem brought about by an increasing and fundamental shift in the way many of its customers now shop. The company has also fulfilled its promise to its numerous customers in what it says in its constant updates online about its products and services and through its corporate website. (Argos annual reports).

Argos has also leveraged on its capital assets to improve its supply chain through building an infrastructure of market leading retail capabilities. With 845 stores spread across the United Kingdom, it has continuously offered its customers a wide range of shopping options and provided leading customer offers across a lot of channels. Example is the Two-man home delivery service offering for customers ordering bulky goods or large items across a broad range of products. This can be picked up in any of its contact centres created by the company which have classified as an excellent way of providing personalized services to its customers. This has really conformed to what the customer requires as can be seen by its increasing acceptance and patronage. It has also received a good rating by both present and new customers. As a contrast. ALDI Einkauf also known as Aldi stores which is a competitor have also conformed to their customer needs and wants through considerable segmentation of its target market and providing a list of selected offers mainly for its food products. They then offer a lower price on the products and this has been one of their major competitive advantages from my analysis
and observation For Conformance to Requirements rate Argos 8/10 while I rate Aldi 7/10.
[bookmark: _Toc27654972]PRODUCT SELECTION
The second dimension proposed by Mcgraw-Hill Irwin is Product Selection. This can be defined in an organizational context as a wide range of product options available for display to customers by the company or organisation. A Product is a physical item or service a consumer is willing to pay for. It can be tangible (clothing, furniture, cars etc) or intangible such as services rendered. (Singh, 2016).

Product selection is vital and plays a very important role within the total development process of the organisation. (Miller, 2013). 

For my study organisation, according to Argos annual reports, it offers a comprehensive range of 57,000 products classified into home and general merchandise products spread across its 845 stores in the United Kingdom. (Argos annual reports). Argos store network offers a wide range product selection of shopping options Argos operates as a mega store and offers a wide variety of products in one stop shopping and through its catalogue, its   customers are able to order whatever they want either in any of its branches or online. 

Argos also offers a portfolio of exclusive brands such as Habitat, Heart of House, Bush, Alba and Chad Valley. (Argos annual report). Argos provides a unique approach in the way they distribute and package their products giving their customers a wide range of choices across the United Kingdom. Apart from meeting its transformation plan set
up in October 2012 to provide more product choice available to customers faster, it also has a market leading section for large product items which includes furniture, beds, deep freezers and large sports equipment, etc. These large products can now be delivered on a next day basis, seven days a week, including the recent option of new week slots 
(Argos annual reports).

As a similarity, Aldi also offers a mega-stores type of system that allows a one-stop shopping for a variety of their large selection of products which includes food products, household items, clothes, home improvement goods which now includes seasonal products like special Christmas trees, cakes. Cards and DIY products. Some of the food products and in store groceries include smoked Gammon joints, filled steak, whole
chicken of different tastes, chicken breast fillets. They also have wine and spirits, special buys, hampers, Recipes, toy shops and everyday collections. A few are shown on the
images below of what they have (Aldi Offers and Amazing Deals).

As a contrast while Argos deals more with home improvement products like washing machines cookers, heaters etc, and goods useful in food production like microwave, electric kettles and toasters, Aldi mostly focusses on direct consumable food items although they also display some similar items with Argos, but not on a large scale. For Product selection I rank Argos 7/10 while I rank Aldi 9/10.
[bookmark: _Toc27654973]PRICE AND BRAND
The third dimension proposed by Margarita Isolate. (2016) is Price and Brand. Price can be defined as the monetary expression of value which the customer agrees to pay for a
product or service. (Entrepreneurship Academy. (2012). According to Kotler and armstrong, Price can be defined as the amount of money you pay for a product or service, or the value for the exchange customers receive for a product or service.
Price is a very important dimension of customer value because companies and organisations must come up with a range of acceptable prices for their products Singh (2016) emphasized that price is mostly influenced by cost of the product, marketing
strategy, advertising costs, price changes in the nature of the market and costs that are associated with distribution.
[bookmark: _Toc27654974]PRICING
For pricing, Argos has a policy of making its customers as comfortable as possible through its price match promise which is done mostly through your local Argos store. Customers come with the price of a competitor’s product which they match with their original price advertised in the store.
As a contrast, its competitor Aldi uses a range of strategies for pricing its products, while using the unit pricing strategy for most of its groceries in order to enable its customers to easily compare its prices with those of its competitors, and on the other hand it charges lower prices for its new product. This has enabled the company to penetrate the market and gain market share which is one of the key strategies they have used. Evidence of the comparison of Argos and Aldi are shown below



Figure 1: SUPER SALES: Argos black Friday sale 2019: Deals launch Early with deals on Xbox, Shark and Apple.[image:  Black Friday is just around the corner]
Source: 
These shows Argos advertised prices for this black Friday sales in the month of November 2019. On the other hand, Aldi comparison to those in direct competition on the food basket this Christmas is shown below.

[image: https://cdn.aldi-digital.co.uk/C_GHI-Basket-BAN-2_20181212_UK.jpg?o=2NufmxWXdVCcpfxDvZBAn9CZJHUj&V=dNiA&w=320&c=653,0,2341,660]
Source: (Aldi, 2019)
[bookmark: _Toc27654975]BRAND
A brand can be defined as a name, sign, recognised symbol, a term or a combination of all these mentioned that identifies the producer or owner of the product, (Kotler Armstrong, 2016.) A brand is a guarantee of quality in the buyer's mind and it is a
very important factor that affects the product price across a variety of retail environments. Argos has greatly improved on its own brand portfolio within the last three years such as the launch of Guild, which is a comprehensive range of power tools. They also added a brand extension for Chad Valley and after that came up with a brand refresh for the Bush and Alba product ranges with further investment in Heart of house,
another brand. During the financial year 2016, Argos introduced another eight inspirational brands which includes Nespresso coffee machines, Makita power tools and Bang and Olufsein audio products. Below is an example of some of Argos clothing brands:


[image: https://www.argos.co.uk/wcsstore/argos/en_GB/images/promo/clothing-brand-shop/clothing-brand-02.jpg]
Source: Brand Clothing | Go Argos

While Argos offers not only well-known product brands, it also has a portfolio of its own brands such as Alba and Chad Valley, Habitat, Heart of House and Bush. Comparing Argos and Aldi in both price and brand ranking for 2018 and 2019 with proper evidence to find out where they both stand in the ranking table before analysing it. While Argos was acquired by Sainsbury in 2016 and is mow fully owned by Sainsburys although it operates and trades independently and has its own annual reports. However, we are using the world global 500 ranking table for this report because Aldi, the competitor is not mentioned in the top 150 UK global ranking because it is a German company. For the 2018 and 2019 world global ranking table, the parent company of Argos which is Sainsbury is ranked 352 for the year 2019 in the world global ranking table and 327 for the year 2018 in the world global ranking table. Comparatively Aldi was ranked 173 in the World global ranking table for the year 2019 while the company was ranked 166 in the world global ranking for the year 2018. (www.brandirectory.com/reports/global-500-2019). Comparing both organisations in price and brand based on the evidence so far assessed, I rank Argos 8/10 while I rank Aldi a total of 9/10.




[bookmark: _Toc27654976]VALUE-ADDED SERVICES
The fourth dimension to customer value proposed by SHAHZAD KHAN, 2013 is value added service. According to Khan customer satisfaction as a value-added service can be
met when the needs and wants of a customer is satisfied in a better way than the competitors are doing. 

According to John L. Forbis and Nitin T Mehta, (1979) in a McKinsey staff paper presented in February 1979, they stated that only quite a few suppliers ever really estimate how much economic value the customer receives from their products while suggesting that determining economic value to the customer is a very worthwhile exercise for any organisation that really wants to make progress in the long run.

Discussing the ways Argos has added value to their services towards the customer, the first one is through the Argos Credit card Plans and Offers which is authorized and regulated by the financial authority. It has helped a lot of customers to be able to
finance a lot of their shopping especially TVs and other appliances like washing machines more easily with the option of paying later. Another value-added service is the Nectar Card owned by its parent company Sainsbury, where you can collect a lot of points with a monetary value attached to those points. Aldi on the other hand does not have such special packages but have a principle of taking back any faulty non-food items
purchased from them. They emphasize more on giving the customer lower prices than their competitors. On value-added services I rate Argos 9/10 while I rate Aldi 6/10.
[bookmark: _Toc27654977]RELATIONSHIPS AND EXPERIENCES
The fifth dimension of customer value is that proposed by McKinsey. (2017) is relationships and experiences. The McKinsey company which is a leading authority in customer experience in their book titled Customer Experience: New capabilities, new audiences written by leading experts in the McKinsey and company's Customer Experience Service Line stated that we must emphasize on an effective customer
experience strategy that will deliver benefits to customers. It was further envisaged that it was of utmost importance organisations close the gap between board direction and
frontline engagement of customers in creating good customer
relationships and experience.

Argos has created a new customer experience through its digital transformation programme. Added to its fast track services, it has opened a total 0f 94 new digital concessions and collection points bringing it to a total of 114. (Argos annual reports, 2016). Also, their successful in store experience came as a result of their huge investments on its store technology by replacing most of its laminated catalogues and mini pens with new tablet devices for customers to search for their products in many of its stores.


Customers can also buy their items much quicker through the digital kiosk instead of the former method of writing out an order slip and queueing as has always been done in most of its nstores before the transformation (Guliland. 2017)

Aldi on the other hand has mostly developed its customer experiences and relationships through its low pricing policies and strategies, especially on its food items It is very common occurrence coming into an Aldi store and hearing customers say it is unbelievable what they have spent in an Aldi store compared to what they normally spend elsewhere. In Relationships and experiences, I rank Argos 9/10 while I rank Aldi 8/10.

Therefore, having discussed all 5 dimensions of customer value, I summarize all the ranking as follows.

	Dimensions of Customer Value
	Ranking of Argos
	Ranking of Aldi

	1, Conformance to Requirements
	8/10
	7/10

	Product Selection
	7/10
	9/10

	Price and Brand
	8/10
	9/10

	Value Added Services
	9/10
	6/10

	Relationship and Experiences
	9/10
	8/10

	TOTAL RANKING
	41/50
	39/50



Argos has 41/50 while Aldi has 39/50. Argos is higher in 1, 4 and 5 while Aldi is higher in 2 and 3. Therefore in my analysis, Argos is ranked higher in Conformance to requirements, Value Added Services and Relationships and Experiences, while Aldi is ranked higher in Product selection and Price and Brand.







DIMENSIONS OF SERVICE QUALITY:
One leading Authority in Customer Service Quality is that proposed by Zeithaml, Parasuraman and Berry (1990), who after extensive research found out the five dimensions customers use when evaluating customer service quality. They named their survey instrument SERQUAL. It states that the 5 dimensions of customer service quality are:
1, RELIABILITY
2, ASSURANCE
3, TANGIBLES 
4, EMPATHY
5, RESPONSIVENESS

RELIABILITY:
The first dimension that is proposed by Evans and Dean (2003) is Reliability. This is about the ability of the company to deliver what it promises and at the same time the ability to perform a service dependably and accurately. It emphasizes that the company should deliver its promises on service provision, resolving problems and being completely aware of the fact that the customer expects them to be reliable.
Argos over the years have proved to be reliable and dependable in its dealings with its customers. This has been proved through its fast track services which was introduced in October 2015, and its digital transformation programme which has been proved reliable and consistent and has received a positive feedback from most of its customers. (Argos annual reports ,2016).
As a similarity, the comparator organisation Aldi has also lived up to expectation in helping its customers meet their needs by delivering the products they claim to have in their brochures and leaflets. For Reliability I rank Argos 8/10 while I rank Aldi 7/10
ASSURANCE: The second dimension that is proposed by Pakurar, (2019) is Assurance. This is about the ability of the organisation or company to inspire trust and confidence in the eyes of the customer. This is especially very important in the knowledge of their employees. It is vital for the customer to be able to perceive that you are trustworthy with a particular emphasis on the marketing team who introduce most customers into the organisation. Argos in the area of assurance has created confidence in most of its customers through its well-known product brands while as a similarity its competitor Aldi has used it low pricing strategy to win customers over from the competitors. For Assurance I rank Argos 7/10 while I rank Aldi 9/10.
TANGIBLES: The third dimension proposed that is proposed by Yarimoglu (2014) is Tangibles. This encompasses response to providing good physical facilities, equipment’s, good appearance of the organisation’s personnel and a clearly organized business premises. Facilities like a small café where your customers can relax and good toilet facilities cannot be over emphasized. Argos has always fared well in providing quite good facilities for customers to use and at the same time have a set of well uniformed staff which is presentable. Aldi as a similarity also has a very uniformed staff, but it is important to note that in most of their stores which I have personally witnessed, they lack toilet facilities which is very inconvenient to many of their customers. For Tangibles I rank Argos 8/10 while I rank Aldi 7/10.
EMPATHY:
The fourth dimension that is proposed by Adewoye, (2014) is Empathy. In his article Dimensions of Service Quality published in 9th of October 2014, he describes empathy as the ability to apply care and individual attention to the organisation’s customers. Also providing individualized attention by the firm to its customers is one of the requirements of empathy. Argos has shown a lot of care based on its provision of credit facilities for its customers who may have cash difficulties, and its customer care service team is also very polite and caring when dealing with customers and are fully trained on that before they are employed. (Argos annual reports, 2017). As a contrast, although Aldi has attracted a lot of customers due to its low-price strategy, a lot of refunds always take place mostly in their non food items and there are quite a few instances based on me personally witnessing some instances of dissatisfaction and lack of empathy by the staff. For empathy I rank Argos 9/10 while I rank Aldi 7/10.
RESPONSIVENESS: The fifth dimension is that proposed by Crompton, Mackay, and Fesenmaier (1991) is Responsiveness. In their book Identifying Dimensions of Service Quality in Public Recreation, they emphasized that responsiveness is the willingness to always help customers and providing prompt service whenever it is expected of you. Argos has always provided prompt service through their 30,000 dedicated colleagues who serve their customers day in day out in most of their stores, contact centres and outlets. (Argos annual reports, 2016). As a similarity, Aldi has also done the same thing especially in the food sector where it has won a lot of customers not only with prompt service but the low pricing strategy. For Responsiveness, I rank Argos 6/10 while I rank Aldi 9/10.
Therefore, having discussed all the 5 dimensions of customer service quality, I summarize all the rankings in the table below









	DIMENSIONS OF SERVICE QUALITY
	ARGOS
	ALDI

	RELIABILITY
	8/10
	7/10

	ASSURANCE
	7/10
	9/10

	TANGIBLES
	8/10
	7/10

	EMPATHY
	9/10
	7/10

	RESPONSIVENESS
	8/10
	9/10

	TOTAL RANKING
	40/50
	39/50



As we can see from the total ranking Argos has 40/50 while Aldi has 39/50. Argos is higher in 1, 3 and 4 while Aldi is higher in 2 and 5. Therefore in my evaluation, Argos is ranked higher in Reliability, Tangibles and Empathy while Aldi is ranked higher in Assurance and Responsiveness.



 


DIMENSIONS OF SERVICE GAPS (SERVQUAL)
One leading authority in the Customer Service Gap Model is that proposed and developed by Parasuraman, Zeithaml and Berry in 1985. It states that there are 5 gaps in customer service namely:
1, The Gap between Customer Expectations and Customer Perceptions.
2, The Gap between Management Perception and Customer Expectation
3, The Gap between Management Perception and Service Quality
4, The Gap between External Communication and Service Delivery
5, The Gap between Service Quality Specification and Service Delivery.

GAP 1:
 The first Gap is that proposed by Dudovsky, (2012) and this is the difference between customer expectations and customer perceptions. Customer Expectation is what the customer expects according to his available resources or income. It can be influenced by personality, lifestyle and information available either online or through other direct sources.
On the other hand, Customer Perception is about what the customer perceives about the product or service and can be based on the direct satisfaction received from using that particular product. Argos has always tried to balance what the customer expects with what the customer perceives though providing accurate and timely information, wile Aldi as a similarity always tries to do the same. For ranking on GAP 1, I rank Argos 9/10 while I rank Aldi 8/10.



GAP 2:
The second Gap is that proposed by Bacal, (2019) is the Knowledge Gap. This is the Gap between the customer expectation and the Management Perception. The knowledge gap can be explained as the difference between the customers expectation of the service provided and the organisations provision of the actual service. In many occasions’ management may not directly interpret the customers expectation or in some instances they may not be aware of it. Where a knowledge gap exists, the company may meet the wrong customer needs. To close this gap between the customers expectation and management perception, companies have to carry out more marketing research work so that they should not be found wanting.
Argos through its fast track services have measured up with customer expectations. (Argos annual reports, 2016). Aldi as a similarity has also performed excellently well in not misinforming the customer. For the second Gap I rate Argos 6/10 while I rate Aldi 9/10.

GAP 3:
The third Gap is that proposed by Rosene, 2003 is the Policy Gap. It is the Gap between Management Perception and Service Quality Specification. This gap reflects the managements incorrect translation of the service policy guidelines for employees. This in turn leads into leads the employees to translate the specific customer service delivery in the wrong way. The consequences of this is that customers may seek a similar product or better services elsewhere. Argos in its digital transformation plan has in a way tried to interpret the right policy guidelines to its customers while Aldi especially in the food sector has always tried to be fair and just. For the third Gap I rank Argos 7/10 while I rank Aldi 8/10. 


GAP 4:
The fourth Gap is that proposed by Chan, Vinh, Kao, Yu Ying (2009) is the Delivery Gap. This is the Gap between Service quality specification and Service Delivery. It is a situation when organisations fail to train their employees in specifying the service quality required for the customer, and as a result, they fail to manage the customers needs. This mostly is due to lack of product knowledge in the area of specification, poor policies on human resource and issues with a coordinated and organized teamwork. Argos has in the area of the delivery Gap done really well through their coordinated and organized delivery systems and their well-trained staff. Aldi on the other hand as a contrast have not done as exceptionally well in training their staff in a specified and accurate manner in the processes involved. For the fourth Gap I rank Argos 8/i0 while I rank Aldi 5/10.
GAP 5:
The fifth Gap is that proposed by Urban, (2009) is the Communication Gap. It is the gap between Service Delivery and External communication. This is a situation where what the company promises through advertising does not meet up to the actual service delivery. Sometimes many organisations tend to exaggerate when advertising in the media, and when this does not meet up to the expected standard, it creates a communication gap, and at the end many customers are disappointed. Argos with the creation of digital transformation plans has gone quite ahead in its service delivery success. As a contrast Aldi concentrates more on in store sales. For Gap 5 I rank Argos 8/10 while I rank Aldi 7/10  
Having discussed all the 5 dimensions of Service Gaps, I summarize all the rankings in the table below.




	DIMENSIONS OF SERVICE GAPS
	Argos
	Aldi

	GAP 1
	9/10
	8/10

	GAP 2 
	6/10
	9/10

	GAP 3
	7/10
	8/10

	GAP 4
	8/10
	5/10

	GAP 5
	8/10
	7/10

	TOTAL RANKING
	38/50
	37/50



As you can see from the rankings Argos has 38/50 while Aldi has 37/50. Argos is higher in 1, 4 and 5 while Aldi is higher in 2and 3. Therefore in the Dimensions of Service Gaps Argos has been able to bridge the gaps better in GAP 1, GAPs 4 and 5 while Aldi has been able to bridge the GAPs better in 2 and 3.


OVERALL CONCLUSION:
In concluding this report, it is important to note that due to target markets of Aldi and Argos, different approaches are used in the dimensions of customer value, the dimensions of service quality and the customer service gaps. The management of both the chosen organisation and the competition must do more research and put in more efforts to create a better customer experience.
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