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This assignment will critically analyse the factors that impact the Wimbledon Tennis Championship’s ability to maximise customer value. In doing this it is crucial to define customer value and identify its importance in the context of sporting events and more specifically Wimbledon. 
Drawing on the work of Kano, Morgan and Holbrook & Hirschman supports the critical analysis of experience as one of a number of factors that impact Wimbledon’s ability to maximise customer value. The second of these many factors focussed on is quality, with the work of Dale and Demming allowing for the same critical analysis through the application of these academic theories and models in what is a Wimbledon context. 
In part two, further analysis of Wimbledon’s quality processes and their effectiveness in meeting customer requirements serves to highlight how this affects customer value. The work of Drucker and Garvin’s Dimension of Quality allows for the clear analysis of Wimbledon’s quality processes and how this relates to customer value.

1.1 [bookmark: _Toc108976652]Customer Value 

The success of a sporting event depends on the degree to which is satisfies the fans and spectators with a quality of service (Ko et al., 2010). When this is considered with Woodruff’s (1997) definition of customer value it is clear that a number of factors interlink to create what is deemed a satisfying experience that creates value for the customer. 
Customer value is a customer’s perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situation.
								(Woodruff, 1997)

Customer value is the worth of what a product is to the customer, it is what they perceive it to be, such as the quality of the product, service provided, brand or the experience. A consideration of customer value is regarded as essential for any organisation’s success and future, therefore understanding what that value means to the customer and what factors they value more highly than others is critical to gaining a competitive advantage in the market (Woodruff, 1996).
For example, Starbucks’ worldwide success has come from its three component marketing strategy (Moon et al., 2003). The quality of coffee beans, customer intimacy and the ambience, all three components focus on maximising the customer experience. Putting the customer’s name on the cup offers personalisation, creating a sense of belonging for the customer. Starbucks understands that these attributes are what the customers value and what provides satisfaction. This in turn creates a loyal customer base which ensures growth and financial sustainability for the company.
A further example is the National Football League (NFL). The NFL is the number one watched sport in America with the final, known as the Superbowl drawing 99.8 million viewers in 2022 (Statista, 2022). The Superbowl is a sporting event which is highly anticipated throughout the world and is notorious for being one of the best sporting experiences (Batat, 2020). Visitors not only experience the game and the renowned halftime show, but the NFL also host exhibitions and activities for all ticket holders (Dangelantonio, 2022). This gives fans the opportunity to connect with their favourite players and team, by doing skills challenges, taking ‘selfies’ with their team kit and even competing in a 40-yard dash in which fans can compare with their favourite players. 
[bookmark: _Toc108976653]1.2 The Championships Wimbledon 
The focus of this assignment will be The Championships Wimbledon; a grand slam tennis tournament founded by The All England Lawn Tennis Club (AELTC) in 1877 (Wimbledon Village Business Association, 2021). Wimbledon is the oldest tennis tournament in the world and the only major tennis tournament played on outdoor grass courts. It is widely known for its strict all-white dress code for players and its attachment with royalty. 
The Wimbledon experience is as much about attracting the best tennis players in the world as it is about the spectators and customers. It is an experience that is renowned across the world for its ‘Britishness’ (Zany, 2021), Wimbledon embodies a number of the characteristics synonymous with Britain, such as royalty, queuing, afternoon tea and the birthplace of lawn tennis. As the oldest tennis tournament, it is steeped in history and one that many players credit as being the pinnacles of their careers, especially in relation to playing on Centre Court where this honour is reserved for only the best and most prominent players. In this respect, the players themselves can be considered customers also. There is a shared experience here where the exclusivity of playing on centre court mirrors the exclusivity of the paying customers who attend. This shared experience creates a sense of togetherness and belonging which can be considered priceless. These factors culminate in creating a sporting experience which is largely unrivalled across the world tennis circuit and one which creates a unique experience for customers and players alike.  
[bookmark: _Toc108976654]1.3 The Experience 

It is important to satisfy customers to ensure they receive the best experience. Wimbledon creates an attractive, satisfying experience for the customer, it “elevates it from just another sporting event to one of the great traditions of the British summer” (Tennis365, 2019), making it the best sporting experience for fans. Throughout its 145 years of existence, Wimbledon has enhanced and refined its customer experience which has in turn resulted in increased loyalty and expectation from its customers. 
Customer satisfaction is crucial as indicated by Kano (1984), (Appendix 1) who developed a metric to measure customer satisfaction. Wimbledon strive to improve customer satisfaction to maintain the reputation it has developed over a number of years. 
Considering the customer journey, Wimbledon creates a unique and exclusive method of attending the event. Random balloting allocates two tickets to successful candidates. This ensures that most tickets are allocated in a fair and transparent way. 
The second method is the famous queuing system prior to each day of the event. While the concept of queuing for a prolonged period is largely perceived to be negative, the Wimbledon queue is synonymous with the tournament itself and the organisation have capitalised on this by making the queue a part of the experience. The queue is iconic, having its own position on google maps, picture opportunities and drink spots, highlighting how Wimbledon maximises the experience for those who aren’t guaranteed entry. This extends to the creation of a Wimbledon Guide to Queuing (Wimbledon, 2022) which not only serves as a keepsake of the experience but also ensures that individuals adhere to the stringent procedures put in place to uphold the Wimbledon brand and create a safe and positive environment. 
Wimbledon is confident in its brand and identity. Significant effort is made to ensure that this is a big part of the experience. Brand exposure begins at Wimbledon train station, with the recognisable Purple, Green and White flowing seamlessly throughout the journey to the grounds and within the grounds themselves. This extends from utilising nature with Purple, Green and White flowers providing a living exhibition to all that is Wimbledon to the design of Centre Court providing a centrepiece to the grounds, reinforcing clear brand representation, constantly exposing visitors from all vantage points. 
Morgan (1990) states that constant brand exposure encourages further sales, by increasing value and presence, for example through the purchases of branded merchandise. 
Wimbledon capitalises on this by providing customers with numerous opportunities to purchase memorabilia and branded merchandise. A notable example of this are the replica towels which can be purchased from numerous shops within the grounds. These towels are the same towels that players use during play and are a sought-after memento. In 2019, over 27,000 towels were sold at the championships – a record figure (Edworthy, 2021). Not only is this a key source of income generation but it’s also an example of clever marketing by Wimbledon, as something as practical and portable as a towel ensures that marketing opportunities extend well beyond the championships themselves. Individuals which have purchased a towel will be keen to use them to show others that they have attended the tournament, increasing customer value and creating free exposure for Wimbledon. This is especially important as a two-week window is a relatively brief period of time in which to drive up anticipation, engagement and momentum for the next tournament.
The Wimbledon experience also extends beyond the court, providing a home experience. Live coverage via BBC TV streaming services allows fans across the world to follow the tournament on-demand, multiple games are shown throughout the day which provides viewers autonomy over who they watch. Holbrook & Hirschman (1982) concluded that experience is defined as a whole event experienced by a person, often affects emotions, and occurs when the interaction takes place through the stimulation of goods and services consumed. Therefore, a personalised experience further enhances customer satisfaction and meets their expectation. Not only does this serve to meet the needs of the customer but it also builds anticipation and a desire to attend in person. 
Wimbledon exploits the home experience through providing exclusive ‘Wimbledon picnics at home’, offering those unable to attend the grounds in person the opportunity to feel a part of the overall experience. This maximises customer value beyond the grounds in that customers can enjoy a slice of Wimbledon without the full expense of travelling and purchasing tickets. There is also an element of added inclusivity here as it is more affordable, more accessible and in many ways more convenient than actually attending the grounds. This extends to being able to purchase the same memorabilia from the online shops. This creates a different kind of customer value than that experienced by those attending in person and Wimbledon has done well to consider this and maximise it for the benefit of the customer and the organisation. 
To this end, the Wimbledon experience does feature some areas requiring improvement. Labelling the event as a high-end experience, leads to the exclusion of some members of the wider community. For example, a £70 centre court ticket for day 1, may be affordable to some, however, it is not something everyone can afford. Whilst research indicates that Wimbledon’s pricing strategy is in line with and in some instances more affordable than similar tickets for the other grand slam tennis tournaments (Rookie Road, 2022), this may be little consolation to those wishing to attend that can’t afford it.
Frow et al, (2007) assert that the perfect customer experience can be achieved at a more affordable cost. However, if the experience is good enough people will pay. Maslow (1974) discussed what motivates humans in relation to consumer behaviour indicating that whilst needs are structured in a hierarchy, a consumer may forgo those factors at the bottom of the hierarchy such as functionality and economic impact in favour of focussing on personal value. In the context of Wimbledon, the organisation is confident in its ability to attract consumers regardless of the pricing strategy (Appendix 3). 
As a general rule, customers will focus first on the needs at the bottom of the hierarchy. Once those lower-level needs have been met, their attention will shift to the need in the next higher level of the hierarchy.
								(Dodd, 2022)
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Service quality is variously defined, but essentially is to do with meeting the customer needs and requirements and with how well the service level delivered matches customer expectation (Dale, et al., 2007). Before buying into any experience or product, the customer has a certain level of expectation on what they believe will be the outcome. This anticipated expectation is what Wimbledon strive to achieve with the quality of the experience. Deming (2000) stated; customer satisfaction is not enough, and Wimbledon recognise this by offering customer service and value that exceeds what is merely satisfying. This extends to the cleanliness and easy access to comfort facilities, exceptional grounds maintenance, very good digital connectivity, seamless broadcasting with on-demand options, the enhanced security measures for the protection of guests, ample food and drink options and the opportunity to be a part of the wider community. 
Wimbledon’s slogan ‘In pursuit of greatness’ (Wimbledon, 2022) indicates the high standard of quality that they strive to adhere to as a brand and organisation. These high standards and quality levels radiate throughout the Wimbledon experience and is to the benefit of all customers regardless of whether they have queued in the morning or if they have pre-paid tickets. Garvin (1984) “Quality is innate excellence”, with the consideration that although people’s styles and tastes differ, everyone (within reason) can recognise when something is of a high standard. This is based on their perception of quality and is influenced by a number of factors, namely, their socio-economic background, their experiences of quality and what they consider their benchmark. What people define as quality is subjective, Wimbledon recognise this, ensuring they provide customer value that meets the needs of every type of customer.
This is pertinent and relates back to the way in which Wimbledon looks to continuously improve. They are acutely aware that individuals attending will always have a comparison or benchmark in mind, this may be a previous visit to the championships or a visit to a similar sporting event. What is clear is that consideration is given to these benchmarks with Wimbledon striving to not only be good enough but to be better. 
Wimbledon continues to lead as a perfect blend of tradition and etiquette along with the delivery of high-class modern sport (Dheere, 2019). They do not promote and advertise their event, instead selecting high-quality sponsors, referred to as ‘suppliers’. These suppliers align with the Wimbledon brand and are selected based on the quality and alignment of their company ethos and values, which are to pursue greatness by heritage, integrity, respect and excellence. 
For example, Rolex’s 40 year partnership with Wimbledon highlights the identity of striving for greatness, perfection and continued improvement, which is important in the consideration of quality and what that means. “Live for greatness” one of Rolex’s slogans (Rolex, 2022) showcases their alignment to Wimbledon in this respect. Rolex is known for producing high quality watches, therefore in a marketing sense the two become synonymous in the customers mind. For example, a consumer recognises Rolex for producing quality products and will therefore expect Wimbledon to provide the same level of quality in terms of the experience and value. 
Wimbledon is a non-profit organisation, in which profits generated are fed back into the Lawn Tennis Association of Great Britain to develop tennis throughout Britain. Additionally, in 2013 Wimbledon set up the Wimbledon Foundation, whose mission it is to ‘make a positive difference to people’s lives’ (Wimbledon 2022). This shows how they implement corporate social responsibility (CSR), reflecting on their commitment to the well-being of communities and striving for positive change. This is directly related to quality in that organisations and people want to be associated with organisations that make a concerted effort to use their status for good (Van Doorn, et al., 2017). This is a mark of quality on Wimbledon’s part and shows that whilst they market themselves and are viewed as a high-end customer experience, it is more than that. Not only do consumers gain customer value from the experience of attending but they also feel as though they have contributed to something bigger. This is closely aligned to the reasoning behind why customers are willing to pay the £250 price for a ticket to the final, it is not merely about being there but also there’s an awareness that their money will ultimately be used in a positive way. “The Wimbledon Foundation’s goals are to strengthen our local community, promote healthy and active lives, inspire the next generation and respond in times of need” (Wimbledon Foundation, 2021). In addition to the social impact on communities and societies, Wimbledon make a conscious effort with regards to the climate and nature emergencies. 
Ensuring sustainability is at the forefront of the experience, Wimbledon provide low carbon options at the food and drink courts. Coffee cups are recyclable and if returned at the end of the day customers are refunded £1.00 or they can choose to donate the cup to charity. This demonstrates that Wimbledon take additional measures to make a difference and encourage customers to feel that they are a part of something bigger by making what can be considered a relatively small donation to charity. Once again, this adds to customer value, making Wimbledon look good and the customer feel good. 
Although Wimbledon is a non-profit organisation and evidences their contribution to local community and grassroots tennis, they have been subject to criticism around one of their renowned products – the Wimbledon towel. Criticism arose after Wimbledon claimed the towels were made under the brand ‘Christy’, known for their English roots, but were made in India. The product was reportedly being made by workers earning 45p an hour and selling at the championship for £35 (Mirror, 2019). 
Fast fashion has revolutionised the way people use and purchase clothes. This cheap manufacturing method is causing environmental problems, in particular the mass use of water and pesticides for cotton. It is also renowned for poor working conditions. Academic evidence, Bick (2018) highlights that these worldwide issues are being driven by increasing consumer demand. Large brands such as Primark, GAP and Ripcurl continue to use unethical manufacturing practices whilst selling a different image to consumers. Whilst Wimbledon rightly received negative criticism regarding the reported working conditions of their manufacturing partners, it appears that sustainability is a factor that has been considered. Wimbledon’s manufacturing partners Welspun India Ltd ensure that the towels are MADE IN GREEN certified and have opted for the use of FSC-certified card rather than harmful plastics for packaging (Welspun India Ltd, 2022).
Furthermore, strict policies around event attendance could be interpreted as exclusionary. Children under 5 are not permitted to access the show courts, with Wimbledon stating that this is due to the grounds being large and crowded. This acts as a barrier to some people who would want to attend and may be interpreted by some as being unfair. It may also be argued, however, that this is a responsible approach given that courts are expected to be silent when matches are in play and there is a greater risk of a young child not understanding these rules. This could potentially affect the overall experience for both players and customers if noise disruption were to occur. This once again, relates back to finding the balance between creating a high-end quality experience for those in attendance with stringent policies. 
Wimbledon also encourages people to dress smartly when attending the grounds (Gibbs & Gibbs, 2022). Guests are encouraged to dress appropriately, avoiding garments with large slogans or political messages, ripped jeans and dirty trainers. Whilst this can be perceived as being an integral part of the experience and upholds the standards associated with Wimbledon, some may perceive this negatively. There is an argument to say that as paying customers, individuals should be entitled to dress as they please. This is important given that the way someone dresses is an integral part of their identity and is an important form of self-expression. 
There are examples across a number of sporting events where a dress code is accepted and celebrated, a primary example being Royal Ascot (Ascot, 2022). There are also examples where a dress code is not necessary and results in an equally good experience, an example being the Rugby Union Six Nations Championship (Guinness Championship, 2022). In this instance, there are clearly more similarities between Wimbledon and Royal Ascot, the most notable being the attachment to Royalty and the high-end tradition and lifestyle that both events embody. 
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To conclude, there is compelling evidence that suggests that Wimbledon maximises customer experience for every spectator, through marketing, communications, aesthetics and hospitality. 
Although price is a factor, along with the exclusionary nature of attendance and rules around the dress code, there is a clear argument to suggest that these elements factor together to enhance the experience and increase customer value. The experience created is much more than simply watching a tennis match, it is one that brings together a range of high-quality elements which culminate in creating a day which is remembered by those in attendance for much more than the tennis alone. 
The championships can’t and don’t rely on the tennis alone to create the experience and provide the value, of course the tennis is the focal point but if a match is delayed or cancelled, they ensure that there are plenty of other positive elements to counteract any resulting feelings of disappointment. Wimbledon have done well to consider customer value and, in many instances exceed customer expectation. This makes it the best sporting experience.

[bookmark: _Toc108976657]2. Quality Process

Total quality management (TQM) plays a significant role in the success of a business or organisation and its ability to compete in the global market (Dale, et al., 2016). It is also crucial to meeting the demands of their customers.
Being part of the sporting industry, Wimbledon faces uncertainty, given the unpredictability of the players and subsequent matches they play. It is crucial therefore that Wimbledon understands how they balance the experience with this uncertainty whilst staying competitive in the market through applying strategies to differentiate themselves from others. 
Quality processes relate to the quality assurance procedures, methods and mechanisms that assure consistency and control in producing a product or service (Law Insider, n.d). This relates to Wimbledon through manifesting as stringent training and selection policies, a cycle of review and feedback, efficient planning and an appreciation of customer value.
Detailed discussion of the meaning and measurement of customer value and how companies can use customer value information in designing their strategies makes a major contribution to marketing theory and practice. It also offers suggestions for companies to foster customer value learning and incorporate it as a cornerstone of their competitive strategies.
									(Woodruff, 2017)

[bookmark: _Toc108976658]2.1 Garvin Dimension of Quality 

Garvin (1987) segmented the quality procedure of organisations, to allow an aggressive approach to hold value in the marketplace. It is important to understand that quality control considers avoidable and unavoidable costs allowing improvements to be made. Further research by Feigenbaum (1991) proposed total quality control (TQC), allows teams in the organisation to distribute responsibility, for each phase of the product or experience design. 
Garvin (1987) proposed eight critical categories to divide the quality process for organisations. It is not always possible to apply all eight segments to an organisation’s approach at the same time, however some factors may reinforce others, some could result in a decline whilst others succeed. Forming push and pull results.
The most pertinent to Wimbledon are; 
The performance of the event is measured for the overall organisation but also the individual objectives within the organisation. Ensuring everything can be measured, Wimbledon, despite experiencing losses due to the covid-19 pandemic in 2020, proceeded to gain profit in 2021. 
Further research shows not only did Wimbledon benefit from a profit point of view, but also benefitted from a substantial insurance pay-out. Following the SARS outbreak in 2003, the AELTC have paid pandemic insurance as a precautionary measure in turn offering quality assurance protection. When the Covid-19 pandemic hit, Wimbledon and the AELTC received $114million from the insurance, providing financial protection and ensuring that quality standards and customer value were protected as a result. 
Understanding what features appeal to their customers is crucial. In 2020, Wimbledon saw an opportunity in the digital market and hosted its first digital-only championship. The main purpose of this was to provide customers with a sense of community and connection with Wimbledon through difficult times. This feature allowed Wimbledon to showcase its facilities beyond the court, providing fans with the ultimate online experience. The value this brought to the audience was undeniable, but it also served to keep Wimbledon in the consciousness of their customer base.
The changeability of British weather poses a significant risk at Wimbledon. Following years of rain causing play to stop, Wimbledon realised the weather was causing logistical fixture issues. This caused spectators and players alike misery with delayed games creating anxiety and pressure. 
Recognising this effect on the customer experience, Wimbledon completed the retractable roof project (2009) allowing players to play a whole game without disruption, enhancing the customer experience. It also enhanced the experience for home viewers; allowing them to follow games from start to finish without delay. This serves to enhance the Championship’s durability and strengthens its ability to counteract the effects of uncontrollable external factors. 
Arguably the roof should have been a priority and built prior to 2009. The Principality Stadium for instance, built in 1999 is the second largest stadium in the world with a retractable roof (Stadium Guide, 2020) and was built with this in mind. However, arguably the retractable roof project was more complicated for Wimbledon, especially given, the ambition to have the roof close as quickly as possible to minimise disruption and maintain the very specific conditions needed to ensure the quality of the grass court. Wimbledon did well to capitalise on this opportunity taking advantage of the works to expand the court’s seating capacity by 2,000 people. Once again this is a clear example of how Wimbledon maximise every opportunity available to them to improve customer value. 
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Drucker (1988) understood the importance of putting people and their ethics first. Looking at the management structure of an organisation and prioritising innovation and creativity. This holistic approach is one that Wimbledon adopts through various methods, utilising factors such as psychology, science and its ethics. 

Further studies by Drucker highlighted how the adoption of the management by objectives (MBO) principle plays a key role in the success of a business or organisation, through measuring employee performance compared to the usual job specification. Wimbledon adopt this method, stating clear objectives for all staff. Furthermore, outcomes for the previous year are utilised to ensure continued improvement (Wimbledon, 2021).

To expand, Drucker believed that to improve the company’s culture, managers should empower employees to create a nurturing and ethical work environment. All Wimbledon staff believe in the organisation’s ethos, following the etiquette standards and providing quality customer service. Creating this consistency among the team working at Wimbledon allows the customer to feel fully satisfied with their experience (Wimbledon, 2020).
[bookmark: _Toc108976660]2.3 Bureaucracy in Management 


Drucker (1988) encouraged a creative management style rather than bureaucratic. However, Weber (2016) introduces a bureaucratic form of management, this systematic formation allows efficient working amongst the staff. Similarities are recognised at Wimbledon, whereby all staff adhere to a formal working method, code of conduct and strict rules, with task specialisation taken seriously to effectively execute tasks (Wimbledon, 2021). 

Wimbledon employees follow a structured working format along with extensive training, favouring bureaucratic management features. Structured management style, specialised skills and set working hours are all key features of working practices at Wimbledon. For example, the 250 strong team of ball people working throughout the two-week tournament, have been through a rigorous and extensive selection process. They are all trained to the highest standard and understand how they represent Wimbledon on an international stage. This precision allows seamless transitions throughout the game, allowing a faster and more intense game, resulting in an improved customer experience.
	
Graeber (2015) states that consideration should be given to allow a form of organisational and equal treatment of customers as well as the need to ensure security measures and privacy. Applying an integrated approach allows Wimbledon to foster long-term strategic thinking and break down silos. 

Wimbledon continue to profit year on year, even with the drop in 2020 due to the pandemic, (Statista, 2022) which shows their resilience and their ability to achieve growth under challenging circumstances. Juran, et al., (2010) states the importance of responding to the customers’ needs with creative and innovative solutions, using the process to create these new ideas. Constantly improving with innovation, in 2009 Phillips, former chairman of AELTC revolutionised the sport by commissioning hawk eye technology (Top End Sports, 2022). This cemented their reputation as an organisation at the forefront of technological advancement in both the tennis and wider sporting world. 
[bookmark: _Toc108976661]Summary 

To conclude, there is strong evidence highlighting the AELTC have transformed Wimbledon with a blend of innovative technologies and stringent quality control methods to continually improve customer experience in a competitive global market. 

Improved technology and increased globalisation have meant that it is now easier than ever for people to benefit from and access experiences of a high quality. Wimbledon has consistently shown over its long existence that it is able to respond to changing times and trends and capitalise on the opportunities available to them. To remain increasingly competitive is a challenge for even the biggest organisations and one of the most important examples of this is how Wimbledon responded to challenges arising from the pandemic. 

Wimbledon ensured that through learning and sound business decisions, the organisation and its staff were financially protected, reflecting progressive development which ultimately enabled them to flourish with no financial issues and continue to provide the customer with the best experience, both physically at the grounds and digitally. 
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