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Introduction 
Customer experience includes any element of the company's offering the value of customer satisfaction, of course, as well as ads, packaging service and product quality, simplicity of use and efficiency. While businesses know quite a lot regarding the consumer’s shopping habits, earnings, and other attributes used to identify them, they know almost nothing about the feelings, sentiments, and mental states that the customer's experiences with goods, services, and brands induce. Nevertheless, when organisations know about all these individual experiences and the part that each function plays in forming them, customer experience is much more a motto than an achievable objective (Schwager and Meyer, 2007).
This report will critically analyse the factors that influence the ability of an organisation, in this case Nike, to make the best use of its customer value. 
Nike Background 
Founded by Phil Knight and Bill Bowerman, Nike has become the global leader in sportswear and equipment manufacturing and enjoys more than 47% of market share. The mission of Nike is to deliver motivation and creativity to each athlete. As said by them, if a person has a body, then that person is an athlete. The business has approximately 700 stores all over the world and branches in 45 states beyond the U.S. Most of its factories are based in Asia, including India, Malaysia, China, Thailand, Philippines, Taiwan, the Indonesia, Pakistan, and Vietnam. The company benefits the power of being a global leader and of getting access to cheap material and workforce (Nike, Inc, 2018).
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                                     Fig. 1 Nike’s Logo
Source: https://www.miscw.com/nike-founded-men-6394.html 
Customer Value
The apparent customer value is a multi-faceted idea and there is a connection between the components that compose an offering and the subjective interpretation of people. With a similar item classification, various segments are increasingly significant to clients and affect forming their value recognition. Distinguishing the components of value and the parts that are important to clients in a given distribution context encourages advertisers to concentrate on the particular attributes that a value offering should have, in order to be increasingly successful and resonate with the biggest number of clients in an target market (Iannitto, 2019).
Customer value alludes to the capacity of organizations to make and increase the value of the goods and service, particularly to the service they offer to clients, or the service characteristics of their business. Basically, customer value involves exceptional delivery on these value-points or dimensions:
· Conformance to Requirements 
· Product Selection
· Price and Brand
· Value Added Service
· [bookmark: _Hlk29024335]Relationships & Experience
First Dimension is Conformance to Requirements
Conformance is an idea that conveys the outcome that falls inside the acceptable limit set by the quality necessity (Simchi-Levi, 2000). This implies that conformance is the capacity of the product, service, or procedure to meet the ideal specification showed by the purchaser and client. Conformance is usually measured within an acceptable range of tolerance thus a product that meets the acceptable range has a high quality of conformance.
What customers buy needs to conform to their requirements. So, when they buy a pair of Nike trainers, they expect the trainer to meet their requirements such as great designed, comfortable to wear and some element loft new up today. 	

Ranking
Based on my experience with Nike’s products, I will give 9/10 because its conformance to requirements. For one of Nike competitors, Adidas I will give also 9/10 because I found that the products conform to customer requirements. 
Second Dimension of Customer Value is Product Selection
The second dimension is about the range of products that a company has. Nike has a large verity of products. The company produces different outfits for a diverse range of goods, such as football, basketball, soccer, hockey, cycling, mountain biking, tennis, volleyball, and rugby. It also creates style accessories for customers like Mary Janes and slippers. Nike footwear are made both for optimal athletic performance and fashion (SportsRec, 2009). 
Ranking
The reason that I will give a ranking of 10/10 for Nike’s product selection is because they have a huge variety of products from where a customer can decide. For Adidas I will give 9/10 because compering to Nike, they have a lower range of products. 
The third dimension is Price and Brand
Price 
Price is the amount of cash that a service or product is delivered on the marketplace. It is the rate of trade of a good or service in terms of its financial (Fetter, 1912).
[image: ]




                                Fig.2 Competitors Price comparison Nike vs Adidas
Source:https://mpk732t22016clusterb.wordpress.com/2016/09/05/price-taker-to-price-maker-journey-of-pricing-the-nike-way/
Ranking
In base of my findings regarding Nike’s pricing, I am finding much more expensive than Adidas so because of that my ranking will be 9/10 for Adidas and 8/10 for Nike. 
Brand 
In the book Principles of Marketing, Philip T. Kotler and Gary Amstrong describes a brand as a name, word, logo emblem, or a mix of them that describes the manufacturer or seller of the product (Philip T. Kotler, 2017). 
On www.learnmarketing.net, P.Tailor,  describes a brand as "a marketing tool that allows consumers to recognize the manufacturer of a product."
The brand name allows a company to distinguish itself from its rivals. Under today's global marketplace, buyers expect goods to be advertised. Buyers also form a relationship with a brand which they value and buy products from that brand on a constant basis. Many consumers will only buy a specific brand, even if there are great alternatives on the market. 
There are four essential brand strategies:
I. Line extension
II. Brand extension
III. Multi-branding
IV. Introduction of new brands
Brand Equity 
How much is worth of a brand? Brand equity is the interest of a company. Brand equity does not grow overnight. The brand needs to be wisely nurtured and sold in such a way that customers recognize true value and confidence in the brand. Nike, Harrods, have a high level of brand equity. Such brands have a high level of consciousness and buyer loyalty. How much is the value of these brands? It is hard to put price on brands, however we all agree that a pair of Nike sneakers without any symbol on them is half the value of the cost of a pair of sneakers with Nike's symbol and branding (Moisescu, 2005).
Branding Strategies 
Once a company runs its brands, this one has a variety of strategies that it could use to further boost its brand value. These are the following:
Line Extension
Here is where a company brings new features to its existing product line by creating combinations of its products, an example of which could be a crisp and chips supplier expanding its line by incorporating more unique tastes (Linton, 2019).
Brand Extension 
If a brand name is popular, then the company can use the brand name to expand to business places. For example, Virgin Group is expanding its brand from documents, airlines, mobile phones and banking (Kushwaha, 2012). 
Multi-Branding 
A company chooses to add more brands to the current group. Kellogg, for example, has several brands in the cereal industry and the cereal bar market. Multi-branding may make it possible for a company to increase profits, but a company needs to be tired of fighting with each other over market share over its own brands (P. K. A. Ladipo, et. al 2012).
New Brands
A company can choose to market a new brand. A new brand could be used to compete with established competitors and could be sold as something ' new and fresh. '
After I defined what a brand is and clarified that brand equity refers to the value of a brand, firms will be able to implement one of four techniques to increase brand equity (Wood, 2013). 
The added value found in brand equity also comes in the form of perceived quality or emotional connection. For example, Nike connects its goods with professional athletes, believing that consumers can move their emotional connection from the athlete to the product. With Nike, it isn't just the shoes that sell the brand.
Between all participants on YouGov, Adidas has a very slight lead over Nike in terms of the Impression score (when someone has a positive or negative opinion of the brand). Each rank very high on this measure, with Adidas sitting comfortably on + 37, and Nike on + 36. Such levels have remained stable over the last 12 months. Looking precisely at anyone aged 18-34, Adidas and Nike are presently at the + 40-point mark in the neck and neck. 
 There is, however, a gap when it comes to gender. Although men are more likely to have a positive view of Adidas (+ 37 vs. + 31), the story is reversed among women, although the difference is smaller (Adidas is on + 38, Nike + 40) (Brophy, 2018).
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                         Fig. 3 Nike vs Adidas Impression score of the brand
Source:https://yougov.co.uk/topics/consumer/articles-reports/2018/01/15/who-top-nike-vs-adidas-battle
Looking at the respective marketing ads, during the year, each scored fairly high in Ad Awareness scores (whether anyone has seen a brand commercial over the last two weeks), while Nike outperformed Adidas at all times, rising in August with a score of + 19, against Adidas ' + 10 in October. With such little competition among brands it may rely on the person's understanding of the quality or value of a product. Of course, they will differ across the different product lines of the companies, but broadly speaking, Adidas is seen to be kinder on the pocket strings (Brophy, 2018).
The value for money ranking is + 12, compared to Nike's + 6. The German maker is seen as offering the best value for money from any of the sports brands that YouGov tracks. Nonetheless, when it comes to quality, Nike is best off, not just beating Adidas (+ 39 vs. + 36), but the sports clothing industry. Across the us, Nike has a greater dominance over its competitor in terms of Impression ratings across all participants. Nike is already on + 47, ahead of his German counterpart on + 41. In both cases, scores have improved by a few points since last year (Brophy, 2018).
[image: ]                                     Fig. 4 Brand Comparison Nike vs Adidas
Source:https://yougov.co.uk/topics/consumer/articles-reports/2018/01/15/who-top-nike-vs-adidas-battle 
Ranking 
My ranking for Nike’s brand is 9/10 and for its competitor Adidas is 8/10.
The fourth dimension is Value Added Services
Value-added services are major benefits that customers will obtain once they pay for a service or product. These are "add-ons" that could go a long way towards establishing good will when they are free or can dramatically increase sales if they are sold at a lower price to clients. Understanding some important value-added services will help a company improve the benefits offered to its clients and make good deals when shopping for itself (Reilly, 2010). 
Nike+ website it is a site where athletes can share information on their recent runs and can see the record of their running on maps. They will share them with their families, receive ideas and post data on future events. Nike has offered to its clients a purpose to want to return on their page daily and actively engaged-to connect with Nike, to communicate with their friends. Everybody receives added value: shoppers get something that benefits them maintain their fitness routine and makes them connect with others, and Nike receives useful information on how clients buy its products. By establishing a two-way conversation with buyers, Nike has an effective perspective into their demands and, as the results demonstrate, they are not just listening, they are reacting. Discovering the value of the customer is not easy. Nike is close to the needs of the top athlete. The company is putting sensors on the athlete’s bodies and monitors how they perform with the products. Not every organisation has the kind of connection that Nike has with its clients (Petro, 2016).
Unlike Nike, Adidas does not have a responsive desktop site. The company depends on a single m. site for catching the interest of small screen consumers. 
Ranking
Based on my findings regarding the Nike’s Value-Added Service, I will say that Nike is not without its flaws but compared to Adidas it is a much more fleet-footed athlete. Because of that my ranking is 9/10 for Nike and 8/10 for Adidas. 
The fifth dimension is Relationships & Experience
If clients feel an emotional bond to a brand, the customer's loyalty may increase by 300%. There is lot more about business success than an efficient profit margin. Sadly, several marketing departments and sales executives are so caught up in reaching their goals and rising conversion rates, that they forget about the most essential part of building a good brand: the customer-business relationship and experience (Anu and Carol, 2010).
Sometimes, the reason a buyer returns to buy from a company is the view they have about the company's brand. Presuming that their experience was good, and they liked the good they purchase, there is little convincing needed to get them to convert again. That is why it is so important to develop positive relationships with clients. As consumers feel an emotional bond to a company, the customer's loyalty value will rise by 300 per cent, and they are much more likely to regularly promote the product to others. Clearly, it takes time and effort to develop this kind of relationship, just as any other relationship, but if  a company’s departments such as customer service, sales and marketing are all working together then they will build an important connection with every single client (Anu and Carol, 2010).
Nike is building its customer relationship and experience by providing websites for clients where they can post their experiences and connections. Nike will develop relationships and confidence with the Nike+ audience and experiment with new offerings, while at the same time improving its image.
 Adidas also put together its advertising, marketing, and technology departments so that they are all focused on creating a better customer experience. In placing consumers first, Adidas has made customer experiences the baseline for developing new methods and working models. This has enhanced the potential of the company to bring new products to the marketplace (Ramaswamy, 2008).
Ranking 
My ranking is 9/10 for Nike and 7/10 for Adidas. I give 7/10 to Adidas based on a previous experience that I had, when I purchased tow custom shoes on 3rd December 2018. I received one pair in mid-December on time. Regarding the other pair, I have been calling the customer service line throughout December and it will hang up the phone after a lengthy recording. I have sent emails and not one response. I finally got through to someone in Jan on the phone with promise to check on the status and get back to me by the end of the day but never happened. I have paid a high price for customized shoes and Adidas Canada has FAILED to send me my full order within a reasonable time frame and with next to no customer service or update as to what is going on with my order. They have failed to be accessible or to respond to my many attempts to contact them. 
[bookmark: _Hlk29244228]Summary Table:
	[bookmark: _Hlk29244265]
	 
 Evaluation Ranking scores              for Nike
	 
Evaluation Ranking scores for Competitor / Adidas

	Conformance to Requirements
	               9/10
	                 9/10

	Product Selection 
	               10/10
	                 9/10

	Price and Brand
	                8/10
	                 9/10

	Value Added Services
	                9/10
	                 8/10

	Relationships & Experiences
	                9/10
	                 7/10

	Total Evaluation Scores
	                45/50
	                 42/50


[bookmark: _Hlk29245079]According to the ranking provided for the five dimensions of customer value Nike has 45/60 compering to its competitor Adidas that has 42/60 which makes Nike better than Adidas in customer value. 
Service Quality
Nowadays, it is called "Customer's Day." While companies seek to achieve market power, they realize that the quality of services and goods still differs little among rivals. For this purpose, the ability to satisfy consumer expectations more efficiently by significantly improving service quality could become a crucial factor in the consumer's purchasing decision from one manufacturer over the other (Anderson and Caldwell, 2017). 
The phrase "Service Quality" is a combination of two different words: "Service and quality." Service means any action or advantage that one party can give to another that is fundamentally intangible and it does not end in the owning of nothing  (Chand, 2019). Quality has come to be identified as a tactical method for achieving efficiency and productivity and improved company success. 
Service quality refers to the ability of a supplier to fulfil the client in an effective manner from which the success of a company may be improved. Throughout the service industry, quality is an essential component for the growth of companies. This is due to the success of its strong relationship with sales, greater market share, and customer loyalty. Many previous studies and researchers have found out that the meaning of quality of service is distinct from the definition used in the product sector (Ridwan, 2014).
The expression ' service quality ' seems to be more difficult to define and assess. There are several authors that tried to describe it and to offer definitions in different viewpoints. 
Below are two definition of two authors: 
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                              Fig. 5 Service Quality Definition  
Source: https://www.slideshare.net/rikbhattacharjee165/service-quality-customer-satisfaction
[bookmark: _Hlk29237353][bookmark: _Hlk29242549]The service quality is evaluated by the use of the SERVQUAL model in five dimensions, wich are reliability, assurance, tangibility, empathy but also responsiveness, is a smart idea for the effectiveness of the service quality rendered. Such dimensions are usually used to determine the level of client satisfaction, to correlate their impression of the service they obtained with their desires. Although this may sound obvious, the service quality is viewed as adequate if demands are met,  if demands are not met, the service quality is considered to be insufficient. This dimensions are being used mostly in research to assess how a business is viewed by its clients and to provide input into where the organisation might need to make changes in order to meet the desires of its clients (Yarimoglu, 2014).
First Dimension of Service Quality Reliability 
According to certain statistical studies, reliability is the most crucial dimension of service quality which is also an essential dimension of the SERVQUAL measure. 
In the virtual environment, it is esse ntial to make customers trust that the company should do what it promises to do (Arlen, 2008). 
Nike's high-quality products, public relations, loyal customer base and good marketing strategies all lead to the company's success. Being able to communicate successfully with clients is essential to Nike's excellence. This approuch helps Nike to maintain a very high reliability. One of the Nike’s competitors, Adidas as good reliability as well. 
Ranking  
My ranking for first dimension of service quality, reliability, is 9/10 for Nike and 8/10 for Adidas.
Assurance is the second dimension of service quality 
Assurance was described as the decency and competence of staff and their ability to transmit loyalty and trust to clients. Assurance involves keeping clients updated in their mother language and listening to them, independent of their level of education, background and race. This dimension is likely to be especially valuable for the services that consumers perceive as including high rises and/or that they feel unsure about the ability to assess (Yarimoglu, 2014). 
From wellness to economic well-being, Nike is keep investing in their employees to help them accomplish great things, both inside and outside the work. NIKE's objective is to empower and help their employees to achieve their greatest potential (Nike Benefits, 2019). Adidas workers are given a huge range of training and development resources that develop on their skills, improve their abilities and help them manage personal obstacles. Adidas ' top priority is to align the desires of employees with their corporate needs (Adidas, 2019).
Ranking 
My ranking for this dimension is 9/10 for Nike and 7/10 for Adidas.
The third dimension of service quality is Tangibility
Since the services are tangible consumers gain their impression of the quality of the service by evaluating the concrete services they offer. It concerns the image of physical equipment, facilities, personnel and engagement materials (Yarimoglu, 2014).
Nike Inc. is using several decision to  cover a variety of problems, taking into account the business's world market for footwear, clothes and supplies. Nike successfully manages these decision-making fields by principles regularly applicable to the administration of operations across the global organisation (Nike, Inc, 2018). 
Adidas is using modern equipment and its employees have a orderly professional appearance.
Ranking 
My ranking for this dimension is 9/10 for Nike and 8/10 for Adidas. 
Empathy is the fourth dimension in service quality
Empathy is the particular interest and service provided by the company to its clients, and includes giving personalized attention to clients and flexible opening hours (Neupane and Devkota, 2017). 
In this competitive world Nike has customer best interest at its heart by giving to its clients individual attention alowing them to costumise their products. Adidas is caring a personal attention to its customer.
Ranking 
My ranking is 9/10 for Nike and 8/10 for Adidas.
The fith dimension of service quality is Responsiveness
Responsiveness means the  interested in helping clients and also provide quick service (Arlen, 2008). Nike’s resonsivenes is that the company is willing to help its customer by responding to their requests. On the other side Adidas is keeping its clients well informed as to when services will be performed. 
Ranking 
I will give a 9/10 for Nike and 7/10 for Adidas. 


Summary Table:
	
	
Evaluation Ranking scores              for Nike
	
Evaluation Ranking scores for Competitor / Adidas

	Reliability
	             9/10
	            8/10

	Assurance
	             9/10
	            7/10

	Tangibility
	             9/10
	            8/10

	Empathy
	             9/10
	            8/10

	Responsiveness
	             9/10
	            7/10

	Total Evaluation Scores
	           45/50
	          38/50



According to the ranking provided for the five dimensions of service quality, Nike has 45/50 compering to its competitor Adidas that has 38/50 which makes Nike better than Adidas in service quality.
Service Gaps 
The Gap Service Quality Model is a structure that can help a business to understand  the consumer satisfaction. The analysis shows the five big quality problems that companies need to fix in order to satisfy consumer expectations. The concept was first introduced by A. Parasuraman, Valarie Zeithaml, and Leonard L. Berry, 1985.
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                                                      Fig. 6 Gap Model of Service Quality
                                                                   Source: Google 
The Gap 1
The knowledge gap is the discrepancy between the customer's demand requirements and the company's service execution. Essentially, this gap exists when management does not know precisely what consumers demand.
Gap 2
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WHAT IS SERVICE QUALITY?

“ A service is any activity or benefit that one party can offer to
another which is essentially intangible and does not result in
the ownership of anything.”

By Kotler, Armstrong, Saunders and Wong

“Services are economic activities that create value and provide
benefits for customers at specific times and places as a result
of bringing about a desired change in or on behalf of the

recipient of the service.”

By Christopher Lovelock
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