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[bookmark: _Toc533852177]1.0 Introduction
	Nowadays, understanding customer behaviour and building relationship to the customer through the initiative of the company have huge impact on business organisation.   “A customer is a buyer, a purchaser, a patron, a client, or a shopper, and therefore someone who buys from a shop, website, a business or, in the sharing economy, another customer.” (Baines, et al., p 7 2011).  A business organisation cannot exist with no customer.  Furthermore, customers can even have an influence on effective methods about conducting a business. The company’s biggest asset has been proven its customers. Nevertheless, customers’ behaviour is constantly changing, turning out to be more demanding in nature and more informed by being able to determine various choices. Customer service is delivering the necessary requirements and desires of any client (Law, 2016).   Customer knowledge is essential for many business enterprises, and it has a vital role on rendering quality customer services. Consequently, there is a challenge on understanding and engaging in the customer experience. The significance of customer satisfaction is thought to have a positive influence on customer retention, which leads to a better profitability and the rate of return of investment is more likely to improve (Boddy, 2017).  The general process of creating a positive customer engagement by delivering customer superior value and satisfaction is called Customer relationship management (CRM). Entirely CRM activities are on the customer. The aim of CRM is controlling customers’ interactions to enable better customer service and retention. It is usually incorporated a software system that offers the business organisation with a complete view of the history and status of each customer (Kotler and Armstrong, 2018).
	The objective of this report is the critical analysis of the aspects that have influence to optimise customer value at Sainsbury’s store. Furthermore, the process within the company to meet customers’ expectations are going to be evaluated. The deeper understanding on the importance of innovation in the changing behaviour of customers and its impact in the organisation is to be explored. 

[bookmark: _Toc533852178]1.1 Overview of Sainsbury’s 
	Sainsbury’s is one of the market leaders of retail industry in the UK. It was founded in 1869 by Mr John James Sainsburys and his wife when the couple opened a shop at Drury Lane, London with a trading viewpoint shown on their first shops, ‘Quality perfect, prices lower’. Through the years, the company maintained its market leadership by continuous innovation on rendering quality products, convenience, shop design and cleanliness. Today, the company has an annual revenue of £51 billion employing around 330,000 colleagues with over 2,800 stores. The vision of the company is to be the most trusted retailer in terms of shopping experience and being a great place to work. Mike Coupe (CEO of Sainsbury’s) has commented on the importance of customers in the business by saying, “Customers are at the heart of our business and our success and future growth is based on being able to anticipate and then deliver what they need.” (Sainsbury's, 2018). Nevertheless, Kotler (2017) argues that it is not difficult to claim that the customer is the centre of business strategy. The real challenge is how to behave that way.

[bookmark: _Toc533852179]2.0 Creating Customer Value to Optimize Profit
	The objective of every business organization is to build superior customer value in the perception of the client. Customer value is the insight of the customer on the   benefit of product or service against the cost of purchase. Benefits are what the customers perceive as ‘gain’ for them while costs are what the customers perceived as ‘loss’ for them. Costs and benefits are not only about money, but also in quality of service or product and time. As shown in figure 1 below, customers are expecting to enhance quality, competitive price and quicker service. The possible benefits of meeting or even exceeding customers’ expectations are increased customer loyalty, helpful word of mouth communication and improved revenues. Thus, customer value increases when either benefits enhance, and costs decline. The greater the customer value, it is more likely that the profit is maximized. However, there is a big challenge for delivering customer expectations at minimum cost (Witte, 2013). The minimizing of cost of operation will be discussed more in detail on the subsequent part.






Factors that influence customer value (Customers perspective)

Figure 1
Source: (Baines, et al., 2011)

  	Unlike most of the companies that compete on one aspect only of customer value, Sainsbury’s is focused on quality of its products such as ‘Taste the Difference’ lines however, it also offers products that aim on competitive price like ‘Sainsbury’s Basics’.  Moreover, it can also compete for its fast and efficient service compared to its competitors (Sainsbury's, 2018)


[bookmark: _Toc533852180]2.1 Add Value to Products
[bookmark: _Hlk532423786]	Retail stores at Sainsbury’s add value to products by making it available to the consumer at the right place, right time and right price. (Tang and Lim, 2008).  It could be realized by:
· Guaranteeing the quality of the products are purchased on meeting customers’ needs.
· A convenient location of the store
· Displaying the products for clients to feel and touch before deciding to buy
· Making the availability of competent customer service assistants to provide answer to product queries.
· Selling the product at a competitive price
· Convenience of online shopping with home delivery or click and collect scheme
· Improving availability and range of products

[bookmark: _Toc533852181]2.2 Customer satisfaction
	Due to the competitive market, customers are more informed and more demanding. As the level of competition increases, Sainsbury’s need to pay more attention to satisfying customers. Customer satisfaction will increase the number of loyal customers and a higher retention rate. If customer satisfaction is high, it is more likely to boost sales that may lead to optimizing profit. The approach of delivering an excellent in-store experience are quick response to customers’ query; friendly and approachable staff; attentive to details; delivering promises; and anticipating needs of customers and go the extra mile (Tang and Lim, 2008).

[bookmark: _Toc533852182]2.3 Customer Perceptions of Quality Service 
	Customer service-oriented business organizations are keen to know what customers perceive as a quality service. Service quality is the judgment by the customer in relation to the service provided compared to expectation of clients. After thorough investigation and research, Zeitaml, Parasuraman and Berry discovered five service qualities and its degree of importance from customers’ point of view as shown in the figures below. Although the degree of importance is not the same, failure to neglect one factor means the service quality may have a negative impact on the business (Zeitham, et al, 1990)
	 Reliability is being able to deliver the promised service. While responsiveness is the ability to listen, assist and provide quick response. On the other hand, assurance is conveying confidence and trust. When it comes to empathy is about, it is showing concern that customers matter in your business. Lastly, tangibles are about the physical features of working environment (Parikh, 2013). 



Customer Perceptions of Quality Service
Figure 2
Source: (Zeitam, et al, 1990)


Figure 3
Source: (Zeitham, et al, 1990)
[bookmark: _Toc533852183]2.3.1 Service Attributes of Sainsbury’s Retail Store
· Reliability: There is an availability of products whenever customers would like to purchase, and the customers can depend on the scheduled opening hours.
· Responsiveness: The ability to listen and respond quickly to the question and needs of customers. Keep the waiting time of any customers’ transaction as minimum as possible.
· Assurance: The employees are well-trained on the location and availability of products. If the colleague is working on the shop floor, it is significant that everybody is trained on the till and updated on rules and regulations such as implementing guidelines on age-restricted products.
· Empathy: Showing to the clients that you care on their needs and being more patient on the mistakes of customers like unintentional breaking of glass jars.
· Tangibles: The cleanliness of working environment and clutter free aisles would make the shopping experience safe and enjoyable. If the hygiene rating especially in the food section is high, it would attract more customers. Furthermore, clean toilets and free parking may increase customer satisfaction.
[bookmark: _Toc533852184]2.4 Customer Gap on Service Quality
	Between the expected customer experience from the team of business organization and the customer perceived service on the actual performance, there is a vacant space which is called customer gap as shown in the figure below. Customer Service Expectations




						  Customer Gap
	Customer Service Perceptions

	


                                                                Figure 4                          Source: (Baines, et al, 2011)
	The customer service expectations are the expected outcomes set by the company’s strategic marketing operations like advertisements, reviews, company standard and feedbacks from previous customers. Moreover. It can be influenced by personal background or lifestyle of the customer. On the other hand, customer service perceptions are the overall judgment of the service received after purchasing the product or experiencing the service provided by the business organization. Customers relate performance against expectations and within this process a customer satisfaction or dissatisfaction can be felt. If the company closes the customer gap, there is an increase of customer satisfaction. However, when the company do not match expectations of customers a gap or dissatisfaction arises. The objective of many companies is to minimize or eliminate customer gap to provide quality customer service (Zeitham, et al, 1990). Nevertheless, companies may focus too much on spending too much time and effort on serving customers which are not cost-effective and not sustainable. For example, there is a massive cost of improving customer satisfaction from 96% to 99.6% may not be worth it by employing more customer service assistants or purchasing expensive gadgets (Baines, et al, 2011).

[bookmark: _Toc533852185]3.0 Store Operation Procedures
[bookmark: _Hlk533809608]	Sainsbury’s store operations involve all the actions that sustain a daily efficient performance of the store. Significant store activities are supply chain management; customer services on different touchpoints; product inventory, pricing and promotions; merchandise handling; data management and use of technology; store staffing and schedules; dealing with customer complaints, returns and refunds; system of security and preventing shoplifting; and strategic placement system. 

[bookmark: _Toc533852186]3.1 Supply Chain Management 
	The dynamic management of supply chain activities to optimise customer value and establish a sustainable operation of business is called supply chain management (SCM)  (Hong, 2017).  Sainsbury’s company is working with suppliers to lessen the impact of wholesale price growths on customers. Sainsbury’s is doing it by investing to its suppliers to be more efficient. In support to empowering farmers, Judith Batchelar (Director of Sainsbury’s Brand) said, “By providing farmers with advice, skills, resources, funding, alongside accountability, as well as listening and learning from them, we believe we can help empower them to secure a better quality of life for themselves, their workers, families and their broader communities.”  For example, due to the effect of climate change, seasonal rain has been disrupted on which farmers have relied for many generations. As a result, unpredictable mix of heavy rains or droughts that may impact negatively the plantation. Furthermore, warmer climate causes diseases and new pests. On top of that, many farmers are struggling to compete with unstable prices and political instability. Many of the significant crops are common commodities in the UK such as tea, coffee, bananas and many more. This is the reason behind the £30m investment in farmers and grower development groups to more than 60 countries for more than 1500 brand products. In addition to this, there are more than 2000 UK farmer and grower development group. With this strategy, the organisation can continue to offer its customer quality products and services at competitive price (Sainsbury’s, 2017).  Furthermore, the recent merge of ASDA and Sainsbury’s could result to lower down wholesale prices from the supplier. It has been declared by Mike Coupe, CEO of Sainsbury’s, that it could decrease ‘everyday’ commodities by 10 %.  However, there are some suppliers who disagree from the pressure of retail giant like Sainsbury’s (Yau, 2018).
	When it comes to Sainsbury’s warehouse, there are about 23 warehouses that are strategically located in the UK to be used as a storage to supply more than 2,800 stores. For warehouse location, the company needs to consider the proximity and availability of large land areas with a reasonable price to lease or buy so that the operation is cost-effective.  One of the largest depots of Sainsbury’s is located at Waltham Abbey which has a warehouse area of 700,000 sf ft. It has more than four miles of conveyor belt and abundant food supplies to fill up 267 tennis courts.  The massive warehouse is making 1800 deliveries weekly and 30 vehicles are leaving every hour.  Moreover, the depot is delivering more than 1000 stores within the London area. It also comprises of environmental features such as LED light fittings, rainwater harvesting on the roof and recycling facility. The quantity that is being delivered depends on the sales of the store; forecast sales depending on weather and special occasions; controlling of disposed items specially on fresh products; and the weekly actual inventory report on stolen products. Fresh produce products (fruits and vegetable) and frozen items are delivered everyday while groceries and dry goods are being delivered two or three times a week varying on warehouse capacity and sales of every store (Enoch, 2015).	Comment by William Tagare: 
	Sainsbury’s is now benefitting on transport costs and its financial impacts on on-time delivery by integrating Paragon system. It enhances the efficiency on executing daily transport activities. Uncertainties on weather conditions and traffic updates may affect the schedule of deliveries. Contingency plan is vital to the operation. If uncertainty can be minimised, control over the cost is greater. Paragon system has a vehicle tracking system and a real time data such driver tachograph outputs to monitor speed and delivery time target. Delivery drivers have substantial salary however, every late delivery due to negligence of duties and responsibilities leads to disciplinary action by deducting a huge amount to their salaries or even termination if it is repeated frequently. Upon arrival of the delivery truck, the driver cannot open the truck if the manager of the store does not sign the delivery report confirming the code of the report coincides to the code of the door lock of the truck (Paragon, 2018).

[bookmark: _Toc533852187]3.2 Online Fulfilment Centre
	Sainsbury’s started its online retail business in 1999 with an exponential growth of online sales in the last several years. Sainsbury’s opened an online fulfilment centre (OFC) at Bromley-by-Bow in 2016 with a budget of £40 billion to supply the needs of growing demand of online grocery orders. The objective is to deliver the perfect order on time. The cycle of operation is shown in the figure below (Sainsbury's, 2017). Initially, stocks are being delivered to the OFC. The replenishment team is going to fill up items on its correct location by scanning the product and its aisle, bay and shelf numbers are going to appear on the handheld device used by each member. Accuracy and enough number of items are crucial to meet customers’ expectation. Breads and pastries are baked daily depending on the order for the day to maintain quality and freshness. Subsequently, the picking team used a handheld device strapped to picker’s one arm. If the picker presses ‘start’ button, the location of the first item is shown on the screen and the picker is going to scan the items and press the number of quantities before putting it on the corresponding tote. Moreover, the picker knows if the items need to be bagged or not on the screen. If it is chemical product such as detergents or cleaning material, the picker is going to utilise special brown bag. When the product is not available, the suggested substitution will appear on the handheld device screen and the substitute item will be placed on blue bag so that it is easy to distinguish when the customer does not want the substitute items. After placing the product in the tote, the next location and item will appear on the screen. The picking route is organised in a strategic way from aisle 1 up to aisle 27. Frozen products are picked separately because it will be placed in a special isothermal container.  Continue the process until the handheld device indicates ‘finish’ with the corresponding speed of picking. The target velocity for an online average picker is 198 items per hour. Then, picked customer items are loaded into the conveyor belt. Totes should be arranged properly or else it is going back automatically for the picker support to arrange. There is also a weight detector for every tote and if there is a discrepancy, it goes back again. Customers’ orders are checked at random for freshness, quality and accuracy. Afterwards, grocery items are loaded into a van by scanning the door of the van first and it is sorted automatically according to location and capacity of delivery truck. Paperwork and driver equipment are prepared to ensure drivers leave on time. The delivery truck has a tracking system to ensure delivery on time and manage driver’s detailed movements. Customer may return items or call the customer care centre if there are any complaints.
Sainsbury’s Bromley -by- Bow OFC Operations
				Figure 5			
Source: (Online Fulfilment Centre (OFC) Learning Log, 2017)

[bookmark: _Toc533852188]3.3 Customer Journey in a Supermarket
	Terblanche (2018) emphasizes that great customer experience has a strong positive relationship with patronage intentions. The journey starts from entering the store as shown in figure 6 below. A neatly stacked baskets or trolleys would make grocery shopping easier. If an employee meets every customer, a smile or greeting would make a lot of difference. The signage has a standard size so that it can be read and for safety issues. Aisles should be clear of obstruction and the replenishment team should park properly the cages or trolleys. The rule for putting cages or trolleys is that products should not be obstructed from the customer on picking it. If there are breakage or leakage, warning sign should be placed for health and safety reasons on customers and employees as well. The manager in-charge is required to check for the availability of grocery items especially on fast moving products such as milk, fruits, vegetables, bakery products and many more. If the customer is seen looking for something, the colleague should not wait to be asked but be proactive on its approach by asking the customer how he/she can assist him/her. When the customer asks for a location of the product, the colleague should have a knowledge on the location of every item. If there is a situation when the product is not displayed on the shelf, the colleague may use a handheld device to check the product by scanning the barcode on the shelf if it is available on the warehouse or when it will be delivered. Moreover, fast check-out is one of the main objectives of Sainsbury’s. Greeting the customer before serving is the standard operating procedure on the till. The customer can even have a cashback using bank card from £5 up to £50.  When there are more than two customers waiting in a convenience store, the colleague in the till is going to press one buzzer. It is an obligation of the colleague whoever is available or nearer to help on the till and if it is necessary more than one employee will help for faster checkout. Two buzzer means, the intervention of supervisor or manager is required or for click-and-collect items to be retrieved from the store. Three buzzer means that there is a thief inside the shop. For even faster and cost-effective check-out, there are self-scan machines. Sometimes, only one person is needed to look after 5-10 machines. Normally, the duty of an employee in the self-scan machine is to approve for age restricted products, guiding the customer on how to use it properly and theft prevention. The customer may pay either cash or bank card. After finishing the customer’s interaction on the till, it is a good practice to thank the customer and wishing each client on having a good day (Sainsbury's, 2018). 
	
Customer Journey in a Supermarket
	[image: ]
Figure 6
(Shezer, 2018)
[bookmark: _Toc533852189]3.4 Product Inventory, Pricing and Promotions
	Product inventory is done every week or when need arises using a hand-held device machine. It is impractical for daily inventory because whatever is sold, the data goes directly to the central system for analysis and ordering for the subsequent day. However, due to ‘shrinkage’ which means products loss from thieves, it should be reported on the central office.  On the handset, it shows how many items are still available in the store however, if it cannot be found, it is reported as shrinkage. Furthermore, the manager may block some orders if the store is overstocking due to system error or change of buying pattern because the space for storage is limited.
	 Pricing for grocery stores and supermarkets are centralised, the IT central office at Holborn is sending price labels to be printed and it is automatically change in the till system. For promotions, the price label should be printed on red so that customers can identify items on sale and it is usually changed every four weeks as a part of marketing strategy. Price reductions for nearly expired items are executed three times. For the items that may expire the other day except for sandwiches and fresh bakery products, the reduction is 20%. the first batch of reduction that may expire, ‘use by’ and ‘best before’ for today is reduced 33% beginning from 11:00 am. Afterwards, the next batch of reduction which is 50% will be done from 5:00 pm. The last reduction which is 75% will be executed two hours before closing. With this strategy, waste products will be minimised, and profit may increase.

[bookmark: _Toc533852190]3.5 Merchandise Handling
	When replenishing frozen products or fresh items, it should not be outside for more than 30 minutes. If the product is on ambient temperature for 30 minutes, place the frozen or fresh products inside the freezer or fridge for a minimum of 2 hours to bring it out again if it is needed. Rotation of products is essential for short shelf life items such as meat, dairy products, fruits, vegetables, breads and many more. However, when it comes to grocery goods which have normally long life, code checking should be done quarterly. Replenishing crisps and biscuits should be handled with care because it is easily damage. For security reasons, high valued champagne and liquor products are placed in a cabinet with a seal number. Furthermore, it needs two colleagues to bring it out to be displayed and it is normally found in a secured shelf and for convenience store, it is usually found at the back of the till on which customers have no access. Cigarette and tobacco products are treated similarly as liquor products. Moreover, there are security tags that the replenishment team put for high risk items for thieves. Whenever the product is out, it beeps on passing the security door located on the exit point for customers (Sainsbury's, 2018).

[bookmark: _Toc533852191]3.6 Nectar Card
	Nectar card is a loyalty scheme launched in 1996. More than 19 million customers are utilising nectar cards that give two points for every 1£ spent in store. Every 500 nectar points has a voucher worth £2.50. It can be acquired only by requesting it online and the client needs to fill up his/her email address and the postal code where the card is going to send to (Nectar, 2018).  However, nectar card is not only exclusively used for customer retention. The primary used of nectar card is to understand customer’s buying behaviour by gathering necessary data. For example, if the customer is normally buying frozen beans, on its email or free coupon, the customer is lured to buy not only frozen beans but also other frozen vegetables by enticing to add nectar point if the customer will purchase these items. Another example is on identifying grape nuts cereal is worth stocking on some store.  Thus, the more data are collected, the more beneficial for the company (Ferguson, 2013). 

[bookmark: _Toc533852192]3.7 Store Staffing and Schedules
	There should be enough staff in the morning to work for the deliveries that are brought before closing time. Colleagues should be at the store at least one hour before opening to work with key deliveries such as newspaper, in-store bakery products, sandwiches and many more. The target for the team is to finish the fresh delivery before 9:00 am and all the deliveries before 11:00 am. From 12:00 noon up to 4:00 pm, the number of staffs should be minimum because it is normally the quietest period. From 5:00 pm to 9:00 pm, it is the busiest period of selling products. Within this time frame, more employees are required for fast and efficient service. From 9:00 pm up to closing time, although it is not busy, staffs are needed to pull deliveries, waste reduction, cleaning and other obligations should be done before closing the shop. With these kinds of setup, the company needs part-time and full- time workers to have a cost-effective operation in terms of store staffing and schedules. Sainsbury’s is utilising Kronos system for scheduling that goes directly to payroll. However, the colleague needs to login and logout in uniform using finger print system (Sainsbury's, 2018). 

[bookmark: _Toc533852193]3.8 Dealing with Customer Complaints, Returns and Refunds
	There is a customer care hotline of Sainsbury’s for major issues. However, complaints are normally settled on the store by the receptionist, employees or manager if needed. The golden rule is always listening attentively to customers out of respect and learning opportunities to improve services. Furthermore, customer may also complain using social media or make feedbacks to the official website of the store. Customers’ feedbacks are utilized by the management to either cheer on progress or make necessary adjustments to improve customer service. Feedbacks are printed by the manger to be posted on bulletin board and it is also essential part of the monthly meeting.
	With regards to returns and refunds, the customer can go to any branch of Sainsbury’s. Whether it is bought online or other stores, the company is making it more convenient to return or refund a product. Since Sainsbury’s has more than 2,800 stores, buying online items may increase because returning purchased items, if the customer does not like the product, is simple.

[bookmark: _Toc533852194]3.9 Strategic Placement System
	Sainsbury’s has a planogram provided by the central office to maximize sales. Fruits and vegetables sections are usually located near the entrance to signify the freshness of all products. In-store bakery products such as pastries, breads and rolls are at the back of the store however the smell of the freshly baked items all over the store would entice the customer to purchase. Basic commodities such as milk, eggs and cooking oil are usually hidden in the corner so that while customers are looking for it, some products will be seen first, and the customer may purchase other products for impulse buying. Special promotions are normally located in the corner plinth to target impulse buying of customer for the price is enticing even if the consumer does not need it. The science behind putting items which have a large margin of profit on eye level is that many customers may purchase products because that is the first thing the customers may see. Furthermore, many small items near on the checkout such as children’s treats, candies, chocolate bars, chewing gums and many more are strategically placed for impulse buying and the margin of profit for these items are huge. Lastly, the placement of some products is intentionally move so that regular consumers can also have the chance to see other products the store has.
		
[bookmark: _Toc533852195]4.0 Recommendations
	Although the system of operation is designed to work efficiently, the execution of implementing it in the real world may cause customer dissatisfaction and loss of profit. On the online fulfilment centre at Bromley-by-Bow, the quality of picking can be improved if the turnover rate of picker is lessened. Moreover, for better promotions of products inside the store, a digital signage for adverts may assist customers to identify offer of the day or new line of products. One digital screen may fit four kinds of promotion and it brings a sophisticated image of the store. Another angle to look at by the manager is the satisfaction of employees because it reflects on the quality of customer service. Furthermore, plastic packaging is a huge issue of the store to protect environment. If it is minimized, the reputation of the store being a green grocer may increase patronage. Moreover, change at the self-scan scan checkout should be monitored by designing a system so that the manager knows when it needs change.  Another issue to address is the increasing number of grocery thefts in the UK, there should be a law banning customers to use their own bags, backpacks or trolleys for shopping and may leave it in a designated place. Lastly, aside from continuous innovation of technology and ease of use of website or apps for ordering, data protection of customers and employees should be taken seriously by the management. 

[bookmark: _Toc533852196]5.0 Conclusion
	The factors that affect customer value are quality, price and time. Unlike many business organisations that focused only on either one or two factors, Sainsbury’s, retail giant in the UK,  has the luxury to compete on three aspects to maximise profit. Customer satisfaction is the main objective of the company. The five customer perceptions of quality service are reliability, responsiveness, assurance, empathy and tangibles. The aim of the business organization is to minimize the customer gap on customer service expectations and customer service perceptions. 
	There are 9 significant operations of the company for the daily activities of the store. These are supply chain management; online fulfilment centre activities; customer experience inside the store; product inventory, pricing and promotions; merchandise handling; loyalty scheme (Nectar Card); store staffing and schedules; dealing with customers’ complaints, returns and refunds; and strategic placement system. Modern technology and good management of resources play a vital role on each operation. Thus, continuous innovation on technology and investing on Sainsbury’s employees are keys to the success of retail operation. 
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Customers' Expectations



Service Quality


Responsiveness


Reliability


Assurance


Empathy
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Stock is delivered to the OFC


Products are carefully replenished in the right location ready to be picked


Bread is baked fresh for customers daily


Product quality and freshness is checked as customer orders are picked


Picked customer orders are carefully loaded into a conveyor belt


Customers' order are checked for freshness, quality and accuracy


Vans are fuelled, cleaned and parked, ready for customer orders to be loaded, and leave the centre on time


Paperwork and equipments are prepared to make sure drivers leave on time


Great service at the doorstep is delivered to all customers across lots of location in London


Any products returned to the centre are sorted and put into the right location


Customer service is reviewed and always looking for ways to deliver the best shopping experience


Relative importance of service quality dimensions 


Empathy	Assurance	Responsiveness	Reliability	Tangibles	16	19	22	32	11	
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