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[bookmark: _Toc26925954]Introduction 
Today’s competitive market industries need a constant evaluation of service delivery. With the identification of the dimensions of customer values and service quality, the organizations can utilize the demands of the customers to provide them with the necessary services. There are also some gaps within the service delivery that needs to be avoided to have an effective delivery. This report will discuss these in-depth taking the example of the fashion wear company Howies based in the UK. 
[bookmark: _Toc26925955]Part 1 
[bookmark: _Toc26925956]Five dimensions of customer value and their explanations
The customer value is referred to the quality definition by the internal measurements of the company according to the perceived values of the customers by which the various service offerings and value generation of the company for their customers are being understood. Some other factors are also addressed and known by the measurements of customer value for an organization including the cause of purchasing by the customers, the reason of continuation of purchasing, the occurrences that impact on customer defections, various levels of customer needs and demands along with their individual preferences, targeting the profitable customers from the market, the valuation of the customers based on the pricing strategies in contrast to the customer services, the delivery issues of the goods and services and their impacts, etc (Worldcat.org, 2019). 
Within the service chain management systems of the organizations, customer value is a necessary evaluation by which the company can access the requirements of the customers and follow responding nature to meet those requirements. Generally, the low pricing strategy is being adopted in companies such as the service chain company Budgens or Wal-Mart through the SCM process by the reduction of various costs including the manufacturing and distribution costs to attract the customers and satisfy their requirements sufficiently (Estrella-Ramón et al., 2013). The values of the different elements of the offerings for the customers are necessary to analyze such as one offering could be a large range of goods and choices for the customers who prefer the one-stop shopping option. On the other hand, the flexibility of the supply chain management is adapted upon understanding the preferences of personal customization of the customers by the organizations. The different strategies taken to value the customer choices are impactful in having the necessary competitive edge in the competitive market industry (Chowdhary and Prakash, 2007). To cater to the choices of the customers can be summarized as the customer value for the organizations. 
There can be five dimensions of the customer value for the organization which also lead to building the experiences of the customers during the purchasing and impact on the buying decision behavior of them. The five dimensions of customer value are the conformance to requirements, selection of products, pricing and branding, value-added services, relationships and experiences (Lax and Mau, 2013). 
[image: ]
The dimension conformance to requirements includes the various levels such as market mediation, functional items and other high-variability of items for the customers. The market mediation analyzes the various needs and demands of the customers and follows the offerings to fulfill those needs. Various costs of organizations can also be measured which are closely related to the market mediation process (Maleki, Shevtshenko and Cruz-Machado, 2014). Within the supply chain management, it is very much required to differentiate the demand and supply in the market. When the supply is high in contrast to the demand in the market, the costs of the company rises such as the inventory costs. When the demands are higher than the supply to the market, companies like Dell computers lose their sales and profitability. This can also lead to the loss of probable market share. The functional items refer to the occurrences when the market demands of the goods and services of the company are known and can be predicted easily due to the history and vast loyal customer bases. In this case, the market mediation analysis is not actually necessary and the company can follow through the demands in the market to supply their products. The other variable is the increased variability items which are also similar to the market mediation were the demands in the market influence the sales or market share loss or the overflow of inventory costs. For this to manage, a proper supply chain is required (Estrella-Ramón et al., 2013). 
The dimension selection of products refers to the proliferation of the product options by which the customers are able to choose the products or services according to their likings. There are also some issues associated with the large collection of variety within the organizations including the supply management due to the huge range of products and the proper demand prediction prior to the supply. There are three trends that are followed by the organization of different types to proliferating their product options (Chowdhary and Prakash, 2007). One of which is the offering of one specialized product or service line such as the coffee served by Starbucks. There are multiple options from which the customers can choose based on their preferences, but the main offered product or service is similar. The other trend is the one-stop shopping which is basically providing a large collection of goods or services within a single premise for the customers to shop as their wishes. This trend is followed by mega shopping malls or stores such as Tesco or Wal-mart. The third kind of product selection is the specializing one area of product which may also be served within the same premises such as the multi-level store of Home Depot products where the product range is limited by the offerings within the products are increased for catering the needs of every customer. With the digitalization, these trends of product selection offerings are also being seen within the online markets such as there are e-commerce businesses offering a large variety of products and choices for their customers such as Amazon.com. There are other companies online which specialize in specific product lines such as the bag company Arctic Hunter sells its large variety of baggage products on their website. The companies within the internet often have a combination of virtual and physical stores. The product selection online also focus on the less popular items and brand them for increasing the revenue generation. This is being supported by the offerings which can’t be made by the retailer having physical positions (Lax and Mau, 2013). 
The third dimension of customer value is the pricing and branding of the organization by which they are able to offer the prices and build up their individual brands within the markets. However, some industries don’t support the differentiation of pricing (Maleki, Shevtshenko and Cruz-Machado, 2014). These companies can utilize the various strategies including the cost-reduction of the production and operation for handling the required profit. The pricing strategies are very important for the organizations as the general customers are often interested in the low pricing of the goods and services sold. The competitive pricing strategy helps the customers to compare different prices offered by multiple organizations and take the buying decision according to their personal needs and preferences. There is various pricing strategy which is closely relative to the strategies of marketing. As an example, the niche pricing strategy is taken for the niche customers who want a limited amount of high-quality services often disregarding the pricing. The branding is a very important marketing tool to reach out to their customers by the organizations. Sometimes the effective branding may translate into the quality measurements of the products and companies, such as the premium prices offered by the premium car brand Mitsubishi. Thus with the growth of branding, companies can utilize their brand values and increase their product pricing. The maintenance of the service quality along with the demands within the market may result in the increased cost and funding for the brands but the profitability from the higher product prices can manage the costs in balance. The pricing strategies taken within the brands that provide various services for their customers such as the financial services or technical service companies are often more complex than observing a pricing strategy within the commodity lines. However, there is a huge opportunity for these companies to increase their service offerings like the massage parlors offering different kinds of massaging according to the needs of the sportsperson, men and women. The variation of offering is very effective in attracting the targeted consumer bases for these services (Lindberg-Repo and Dube, 2015). 
The fourth kind of dimension of customer value is the value-added service offerings by the organizations which are simply the additional services offered by the companies to attract the customers, increase the revenue with high sales amount and the growth of competitive advantage within the industries. The differentiation is very important in today’s market where the customers may be confused to buy similar types of product offerings by different brands. The companies offer special services like discounts, coupons, and lottery to their customers to influence their choices. This is particularly important in today’s standard because the companies might understand their customer’s choices and needs by getting closer to them. Targeted customer bases may also be analyzed through value-added services (Ganguli and Roy, 2010). The companies within the digital spaces are known for their additional service offerings. As an example, the proprietary software added by the giant mobile company Samsung for their customers within their product lines so that the customers who use the services of this company can be identified easily and the customer value is maintained (Urban, 2009). 
The last dimension of the customer value is the relationships and experiences which mention the relationship building with the customers by the companies which also helps to increase the positive experiences within the customers. When a sustainable relationship is built with the customers, the customers may find it difficult to switch to other brands. In other words, the loyalty of the customer's increases by the experiences gathered and the feeling of connectedness with the companies. The companies which provide the quality after-sales support to their customers can sufficiently increase customer loyalty. As an example, the computer supplier company Lenovo provides services including assistance in configuring their customer’s choice of products and offer them a warranty by which the after-sales support is established. When the product is damaged or affected by any manufacturing defects, the company changes the product which creates a positive experience within the customers. This process helps to build a strong relationship and connectedness with the company and the customers feel that their further occurring issues are taken care of by the company beforehand. Even if the quality of the product is not satisfactory or up to the mark of the competitors, the customers don’t like to switch to other brands. The customers also help in increasing the brand awareness of the company by the process of word of mouth where they let know their individual experiences and perceptions of the company which results in the increasing sales for the company and the number of loyal customer bases (Lindberg-Repo and Dube, 2015). 
There are eight steps to build the customer experience which starts with the distinctive and compelling service offering for the customers which might be relatable to the customers. The mind maps of the customers are built by which the touchpoints of the customers are being influenced and the companies are able to deliver seamless service experience throughout their channels and mediums. This also helps in increasing customer satisfaction. The companies need to be caring and empathetic to their customer's needs and align their services according to their wishes. The measurement of the most important factor for the customer to have an all-around experience helps them in obtaining a positive customer experience. The companies also need to focus on their operational excellence and value the time and efforts of the customers. The designing and delivering of the services might be flexible and changed as per the various demands and requirements of the customers (Ervasti, 2013). 
[bookmark: _Toc26925957]The application of five dimensions of customer value in Howies
The conformation to the requirements of the customers is very well established within the business structure of Howies. The company can manage its inventory cost and market share with an effective understanding of the demands and supply of the products. The company generally manufactures its fashion products in-house. The production is categorized into batches and the company has the capability to do the whole product development process including designing, distributing, marketing by them (Urban, 2009). The selection of the products for the customers is limited within the company as Howies only produce eco-friendly T-shirts, pants and sportswear. The company provides necessary values to its pricing and branding. The products with high-quality materials used are asked with a premium price and vice versa. The supply chain process of the company is also very responsive and the cost of this can be maintained with the aligned pricing. The value-added services of Howies are also given with enough focus such as the commoditization of the products has been done and there are various offerings and discounts along with the necessary information are given to the customers in the context of maintaining their produced wears properly. The technological adoption of the company is also pretty effective in identifying the necessary value-added services for its customers. The relationship and experience value of the customers are given the most preference by the company. Howies not just want to sell the products and earn some revenues but also want to develop a sustainable relationship with their customer bases. The company also produce custom wears for their customers including the custom T-shirts and jeans according to the design preferences of the customers. 
[bookmark: _Toc26925958]The ranking for each customer value dimension and comparison with summary table
	Dimensions of customer value
	Ranking (1-10; higher number means higher value) of Howies
	Ranking (1-10; higher number means higher value) of Budgens

	Conformance to requirements
	9
	6

	Selection of products
	4
	9

	Pricing and branding
	6
	8

	Value-added services
	8
	5

	Relationships and experiences
	9.5
	7



[bookmark: _Toc26925959]Conclusion 
It is very important to measure the five dimensions of customer value and maintain them within the organizational structure. The requirements of the customers needed to be addressed along with their needs for product selection and justifiable pricing. The branding process also needs to be effective as well as value-added services. The company can also develop a long-lasting relationship and maintain positive experiences with their customers. 
[bookmark: _Toc26925960]Part 2 (a) 
[bookmark: _Toc26925961]Five dimensions of service quality and their explanations 
At first, there were two dimensions available to measure the service quality which asked what and how the services are provided to the customers. With the advancements of learning the service quality now is the overall excellence judging of the provided services by the customers according to their expectations and derivations. There are three basic types of judging criteria are set which are the quality of the outcome, the quality of the interaction and the quality of the physical nature or environment. There are five dimensions within the service quality which are the reliability defining the capability to deliver the promised services, assurance which describes the customer’s knowledge as well as their ability to influence the trusting relationship, tangibles mentioning the various physical facilities and appearances, empathy defining the individual attention and care provided to the customers and the responsiveness which is the willingness to assist the customers by the organizations with their fast service delivery (Ganguli and Roy, 2010). 
[image: Image result for Five dimensions of service quality]
If we look into the broad perspectives of the dimensions of service delivery, the reliability is the accurate and promised service providing by the companies to their customers including the service provision by which the customers may trust the companies dependably. The resolution of various issues within the service delivery process might be helpful in increasing the reliability factor. The pricing also impacts a lot in having a reliable service quality (Bruhn and Georgi, 2000). The customers like the companies which can keep their promises and can meet the customer expectations properly. The promises may include the outcomes of the services and the various attributes with the core services provided. As an example, the Coca-cola Company maintains its reliability by close inspecting of their customer's interests, violation of which can result in the lack of trust within the customers (Lindberg-Repo and Dube, 2015). 
The assurance refers to the generation of confidence within the customers due to the inspiration by the companies. The employees of the company need to be able to inspire the courtesy and knowledge. The services where the perceptions of the customers are built as taking a risk such as buying a house in an unknown area can be effectively be helped with the assurance dimension of service quality. The inability to evaluate the uncertainties of the customers is being handled by the provided assuring knowledge and information. As an example, the marketing department of the real estate businesses helps the customers to find out the best house according to their preferences and other variables such as prices and locations and enables the confidence boost into the customers with assuring the proper service delivery according to the knowledge and information. This dimension can be hugely profitable for the organization along with having the necessary competitive edge (Matai and Bhat, 2012). 
The third dimension of the service quality is the tangibility. This means the customers associate the various physical attributes with the provided services. The tangibles are the various forms of a physical entity, facilities, equipment and other materials. The appearances of the employees can also be said tangibles (Raval, 2012). Basically, the physical layout of the businesses and services can influence the purchasing behavior of the customer and build a strong response to these tangibles. Such as the physical structure of the car company Honda is pretty impactful on the customers. The judge the services based on the outlooks and inner decoration along with the appearances of the company. The comparison with the appearance of other companies may also be included here. If the companies only provide focus to their service quality maintenance and forget about the influences of appearance, they might lose some of their interested customers based on unattractive tangibles (Bruhn and Georgi, 2000). 
The fourth dimension in the service quality is the empathy which describes the personalized attention and care to the customers. With this nature of the behavior, the companies may successfully influence the individual customer into thinking that they are having the best services available on the house. This increases their decision making and selecting a product or service. The loyal customers are often being born with the empathetic nature of service providing of the customers (Ramadass and Dr.C.Swarnalatha, 2012). An example can be given to the customers of Blackberry cell phones. When the individual customers are not given the necessary focuses on letting them know about the new features and abilities that they have with the phone, the trust of the customers with the company decreases. The customers also feel uninterested in buying the product or service from the company (Ervasti, 2013). 
The last dimension of the service quality is responsiveness which is basically the willingness to provide the customers with what they need according to the services. In today, customers may have several questions, complaints, requests and issues with their products or services. If their queries are not responded with the proper attentiveness and promptness, the customers may think that the companies are not careful enough to focus on their individual perspectives. Proper responsive nature within the companies may also help in catering to the individual customer needs with their individual needs flexibly. One example is the process of CRM or customer relationship management of the telephone operator companies. For them, it is very much important to respond promptly to their customer queries (Matai and Bhat, 2012). 
[bookmark: _Toc26925962]The application of five dimensions of service quality in an organization
The reliability within Howies is higher because the customers of the company trust the company and its services provided. The assurance is also higher as buying the products from Howies does not mean a threat and the customers already know that because of the materials used for the production by the company. However, the tangibles of the company rated a bit low than other dimensions as the physical appearance of Howies might not be enough to satisfy the customers from many preferences. The company is properly empathetic towards its customers and provides individualized service. The responsiveness of the company is also being maintained by the effective customer service and solution department with the company’s effective CRM. 
[bookmark: _Toc26925963]The ranking for each service quality dimension and comparison with summary table 
	Dimensions of service quality
	Ranking (1-10; higher number means higher quality) of Howies
	Ranking (1-10; higher number means higher quality) of Lonmin

	Reliability
	7
	8.5

	Assurance
	8
	5

	Tangibles
	6
	7

	Empathy 
	10
	3

	Responsiveness
	9
	8



[bookmark: _Toc26925964]Conclusion 
The dimensions of service quality should be identified to cater to the individual requirements of the customers and building a trusting and assuring bond with them. The physical appearances might not be thought of as impactful as the maintenance of the quality of services, but it is very necessary to maintain. The empathetic responsiveness should also be maintained by the company for effective support.  



[bookmark: _Toc26925965]Part 2 (b) 
[bookmark: _Toc26925966]Five gaps in service quality and their explanations 
The five gap model of service quality or SERVQUAL is the widely used method utilized by the organizations to find out the quality of their service delivery and the satisfaction level of the customers. This model has been developed by the researchers Parasuraman, Zeithaml and Leonard Berry in the year 1985 (Palacios, 2016). This model usually helps in understanding the different deviations within the service delivery process. There are five items within the service quality gap model which are the gap between customer expectation and management perception, gap between service quality specification and management perception, gap between specification of service quality and the delivery of services, gap between the delivery of services and the external communication, gap between the services expected by the customers and the services experienced. 
The first gap of expectation of customers and management perception occurs when the needs, demands, and requirements of the customers are not being properly analyzed and evaluated by the management of the organizations. The imbalance of communication within the management and the employees may also increase this gap. The sufficient amount of researching the market industry leads to this gap. The market segmentation is very important to avoid this gap. For example, the management of a restaurant in the area of non-exclusive cafes may think that the customers are concerned about the environment of the restaurant, but in actuality, the pricing along with the food quality is the main requirements for those customers (Šapić, Topalović, and Marinković, 2014). 
The second gap is the gap within the specification of the service qualification and the perception of the management. This gap is increased when the management or leaders of the organizations may not sufficiently set a parameter for service quality standard although they understood the requirements of the customers properly. The lack of knowledge to design the services, poor amount of physical evidence, changing the service development process in an unstructured way, etc. can be the reason behind the occurrence of this gap in the industries. One such example can be given to the software solution company where the management understands that the customers need a quick solution for their problems. But they fail to set the standard of the time which may be justifiably said to be a quick solution (Raval, 2012). 
The gap between the specification of service quality and the delivery of the services is the third gap within the service quality measurements (SAGE Journals, 2019). This may be caused by different complex situations arising within the companies which may result in the complex nature of the working of the employees. The lack of proper training and development of the workforce may lead to this issue. Also, the incapable manner of achieving the set service quality standards may result in having a gap within the specified service quality and delivery (Palacios, 2016). The management needs to be effective in evaluating the abilities and willingness of its employees to avoid this gap. They also should devise a proper recruitment and selection process by which proper service delivery according to the service specification is maintained (Kang and James, 2004). Other reasons behind this gap happening within the companies include the alignment of demand and supply. The empowerment of the workforce should be developed by which the decision making abilities in complex times for better service delivery in accordance with the specification can be increased. The total framework of the specification and service delivery must be properly addressed by the management of the organizations. One example can be given to the restaurant having a proper service quality specification on how to serve the foods within proper time with an instruction for the workforce but the delivery of the service is not effective due to the improper or non-existing guidance on the ways to follow these instructions, resulting in a gap (Santos, 2003).  
The fourth gap is the gap between the delivery of services and the external communication which is a very important measurement to analyze by the companies. Within the marketing or delivery of services, the company representatives must be very effective as the expectations of the customers are very much impacted by their statements or advertisements. The purchasing behaviors of the customers are influenced too. But when the effort of the companies to influence customer perception is not effective enough, this gap arises. Thus it is very necessary to conduct effective external communication with the customers, may it be by the service delivery personnel or through the advertising. One such example can be given to fashion retailing companies that sell both of the men’s and children’s wear and accessories but the catalogs show only the products for the men. For this, the company loses the expectations of the customers who were interested to buy the products for the children. Also, the buying behavior of customers is negatively influenced (Santos, 2003). 
The last or fifth gap is the gap between the service expectations from the companies and the services experienced by the customers. The misunderstandings of the customers according to the perceived value and quality of the services may result in this gap. While all other targeting the market and understanding their needs and providing the proper services available according to their needs and demands by an effective communication is successful in generating an expectation within the minds of the customers, this gap between the expectations and negative experiences of the customers lead to losing the interests of the customers about the products or services provided to their customers or even the service quality (SAGE Journals, 2019). The company loses a huge portion of its loyal customer base by this occurring gap. As an example, the real estate agents may often visit the customers who are interested to buy a house and deliver the proper specifications and quality of their services accordingly. But this behavior of the agents may seem like the negative marketing to the customers and they might interpret this with a self-built story that there can be something wrong with the estates mentioned. This is a form of misunderstanding the expected behavior of the customers (Kang and James, 2004). 
[bookmark: _Toc26925967]The applications of the gaps in service quality in Howies
Within the clothing company Howies, the gaps between the customer expectation and the perception of the management are nearly non-existing because the management clearly understands the requirements of their selected customer base who likes the eco-friendly products and services. The gap of specification of the service quality and the perception of the management is also pretty low considering the management clearly specifies and designs their services by which systematic delivery is possible. The gap between the specification of service quality and the delivery of the services is also very much low as the company is capable to maintain the supply and demand of the products necessarily. The workforce of Howies also has been provided with the effective instruction for following the set standards. The gap between the service delivery and the communication externally is also lower as the customers are given the standard selection of products from which they can select according to their preferences and clear communication has been built with the pricing and the raw materials used for maintaining the manufacturing process properly. The gap between the expectation of the services and the services experienced may not be lower like the other gaps discussed here because there are some customers who misunderstand the eco-friendly product line of the company to be more fashionable as the other fashion companies. 
[bookmark: _Toc26925968]The ranking for each service quality gaps and comparison with summary table
	Gaps in service quality
	Ranking (1-10; higher number means higher gaps) of Howies
	Ranking (1-10; higher number means higher gaps) of Tesco

	Customer expectation and management perception
	2
	5

	Service quality specification and management perception 
	1
	4

	Specification of service quality and the delivery of the services
	3
	3

	Service delivery process and external communication
	5
	4

	The expectation of services and the services experienced
	7
	1



[bookmark: _Toc26925969]Conclusion 
With the service delivery gap model, the identification of the overall processes can be done with a roadmap to avoid the lacking for effective delivery and maintenance along with the customer experience. 






[bookmark: _Toc26925970]Part 3
[bookmark: _Toc26925971]Conclusion 
The discussion above has been in-depth analysis of the customer expectations and service quality of the organizations. The experiences of the customers and the expectations from the company along with other gaps have been properly described. The five dimensions for the service delivery and customer value has been given so that the overall understanding of the service delivery of an organization along with the quality managing can be effective. 
[bookmark: _Toc26925972]
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