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[bookmark: _Toc29082723]Critically analyse the factors that influence your organisations ability to maximise customer value.
[bookmark: _Toc29082724]Introduction. –
Maximising customer value can be done in many ways and has different techniques that need to be analysed for it to work with a set company. First of all, in this case it has been decided that IKEA (Furniture Retailer) will be analysed as it has different branches and as well as having great success in the market we can also check some of its faults that might need some overlooking.
Everything will start by analysing the customers value, this is perceived as the main idea to a company´s success. The company that is being subject of analysis will be assessed on the 5 dimensions of customer value, each of the dimensions will be ranked and given a final score in contrast to another company that offers the same services. 
Once this has been done, this work will move on to the analysis if the dimensions of service quality that IKEA gives its consumers, in this case it will also present a table of results according to the ranking given and comparison with another company. 
Lastly, the dimensions of service gaps will also be analysed due to the problems that are also presented in IKEA with the service that they offer in some branches and how they tackle these problems.  
[bookmark: _Toc29082725]Organisation is IKEA (Furniture Retailer).
Ikea is one of the largest furniture company in the world, it was formed in Sweden by Ingvar Kamprad, in 1943. By the early 70’s it was the largest furniture retailer in Sweden, the company is the first one to distribute its products by flat-pack design and furniture at affordable prices.
Today Ikea has become a franchise business, that means many people and companies with different owners work under one Ikea brand.  Therefore 957 million people around the world had visited Ikea, their retail sales grew by 4.5%, total retail sales which includes sales of products and service (FY2018) 
Ikea retail sales were 38.8 billion, this cover sales of Ikea products, food and related services, Ikea has 422 stores in more than 50 markets most of them in Europe, North America, Asia, Australia and India. (FY2018) 
The biggest advantage of Ikea is the knowledge about the costumers.  The aim of the business is to maintain the high-quality standards of the product also making reductions in price, Ikea faces the challenges of rapidly- changing retail landscape.
Ikea’s main concern is to find out what the consumer wants; this is the reason that Ikea is in continuous research to find out about consumer lifestyle, what benefits are consumers seeking from a range of household furniture, the perception of the customer towards existing products and detail analysis of customer needs. 
[bookmark: _Toc29082726]Part 1. Customers Value.
Customer Value is perceived to be fundamental to competitive advantage and long- term sustainability of business organisations. (Salem Khalifa 2004) 
Customer value from the management perspective has to delivery services and quality together with pricing strategies to maximize the value proposition in other words customer-driven value-creating methods will gain a competitive edge in the 21century.   Companies must anticipate and react to customer needs faster and better than competitors (Art Weinstein 1999)
Value is created through process development and improvement, just like other things in your business, it is also a shift that puts more emphasis on creating value for the customer and better customer experience, value or value perception that could change over the course of the customer journey. (James Dipak, Pradcep 1983)
In addition, consumer value is a measure of the commitment of a business to its consumer based on the broad range of products, services and intangibles provided by the company.

[bookmark: _Toc29082727]Dimension of customer value.
One leading authority on the value of the customer is that proposed by David Simchi-Levi (2004) with his 5 dimensions of Customer Value which are:
- Conformance and requirements
- Product selection
- Price and brand
- Value-added service
- Relationships and experience
[bookmark: _Toc29082728]1st Dimension Conformance and Requirements.
According to David Simchi-Levi the ability to provide what the customer wants and needs is a fundamental requirement to which supply chain management contributes by ensuring quality and choice. The costs associated with the function of market mediation occur when there are supply and demand differences, if the supply meets the demand, the supply will be reduced if the demand exceeds the supply.
 One of the important tools of SCM is to optimize the physical flow of goods and materials, the way to storage and track product in real time is important to make multi-warehouse operations less complex and support third party logistic can turn a slow warehouse around.
A company should be willing to spend money on anything that will make its supply chain fast and responsive, the company should use the investment in production and distribution facilities 
There are major implications in the ability to adapt to the demand when the supply chain approach does not suit the consumer characteristics. (D. Simchi-levi, P. Kaminsky, E. Simchi-Levi, 2004) 

IKEA’s conformance and requirements 
Ikea was a forerunner in pioneering concepts which are becoming increasingly important in modern business, these includes:
· Ethical business practice.
· Providing a fair deal for and being led by consumer’s needs.
· Securing fair and equal conditions throughout the value chains for all suppliers.
· Building diversity and gender equality at all levels across all Ikea business.
· Designing new product to be repurposed, repaired, resold or recycled.
· Sourcing 100% of cotton and 85% of wood from sustainable sources.
· Aim to phase out all single use plastic products from Ikea stores and restaurants from January 2020.
Ikea meets the demand to solve essential human needs such as creating furniture and practical products by offering a wide range of well-designed, functional home furnishing products at such low prices that they can be afforded to as many customers as possible.
Core business industry manufactures Ikea home furnishing products and develops unique Ikea capabilities and capacities in relevant parts of the value chain e.g. material, manufacturing and distribution, global Distribution network, large volumes, flat packages, low cost. Industry produce approx. of 10-12% of the local Ikea range with its main focus on furniture, they operate 40 production units including forestry, sawmills and production of board material, wood components and ready furniture. (FY2018)
The supply chain at Ikea involves a flow of production and processes. A key part of Ikeas success is due to its communication with materials suppliers and manufacturers. In the tertiary sector Ikea’s retail stores add value to manufactured goods by providing form of shopping different to the usual high–street experience. Within each store, there are several realistic room settings that unable customer to see what the product would look like in their own home. (Ikea’s Web site).
In another hand in contrast with Dunelm.
Dunelm remain the Uk homewares market leader focus on style, quality and value but Ikea is an international retailer that manufact most of the product and it is based on offering a well-designed, functional home furniture at low price.
 From my point of view, I ranked Ikea 9/10. Dunelm 8/10
[bookmark: _Toc29082729]2nd Dimension Product selections.
Product definition has been recognised as one of the key factors in the design of a product for success in the marketplace, it is a time-consuming process of development between customers, marketers and designers.
Marketers are not generating what they believe is consumer interest, but what the customer perceives as value.  Company takes strategic decisions about the product to be made and location where they need to be stored. Also, how the product flows between and from supply chain stages in order to maximise productivity, it must determine the main consumer segments where marketing and advertisement are aimed for the brand. (A. Maund 2018)
For my research company Ikea, evidence from Ikea’s annual report. 
Ikea meet the demand to solve essential human needs creating furniture and practical products by offering a wide range of well-designed, functional home furnishing products at such low prices as many customers contribute to keeping prices low, they select and pick up the product themselves, transports and assemble it, Ikea claims this allows them to reduce cost.
The products offered by Ikea approximately 10.000 and 50% are made from wood or wood fibres, this is a good resource as long as it comes from sustainable sources, it can be recycled and is a renewable resource. Ikea offers can be widely divided into outdoors furniture, baby and children’s items, food bathroom stage, tables. Beds and mattresses, storages for cooking and clothes, decoration and safety products. (Ikea sustainability report 2018)
As a contrast Furniture Dunelm provides a different kind of service to customers like free delivery, over £49, free return, made to measure curtains, 30000 products in stock from different suppliers. (FY2018)
Despite of Ikea and Dunelm having similarity in products, Ikea manufacture most of it and Dunelm not the way to approach them are different.
From my observation I would rank IKEA 9/10 and Dunelm 7/10  
[bookmark: _Toc29082730]3th Dimension Brand and Price. 
Brand perception is developed over a period of time by means of various marketing activities carried out by companies to attract consumers, (A. Mound 2018)
Jean-Noel Kapferer says in his book about brand that today the capital of many companies is their brand, the differentiation between brand and product is important, product is what the company produces; Brand is what customers buy.
For a potential customer, a brand is a symbol like cash that encourages trade. The price of the product determines its monetary value; its name defines the product and shows the aspects of its differences; the functional value, the pleasure value and the symbolic value represent the self-image of the buyer.
Brand encapsulates personality, origin, characteristics and distinction. This evokes the concentration of this information in a word or symbol. (Kapferer 1992) 
 Brand loyal consumers perhaps be willing to pay more for a brand because they perceive some unique value in the brand that no alternative one can provide.
Ikea’s Brand
Ikea likes to do things differently. It’s in their DNA to try new ways and to look for solutions in places they haven’t looked before; but they do it for a reason, they do it because they think it’s the best way to stay creative, surprising and close to people. Ikea do it because it keeps their brand fresh and exciting. Ikea’s brand represents the sum of everything that they say and do – and have said and done. 
Their relation to co-workers, suppliers and partners is also reflected in the image of their brand., it’s the symbol of what it represents and it all links IKEA retailers and other IKEA businesses together. Ikea brand based on existing and new strengths in their value chain together with retailers and suppliers. (FY 2017 report of Ikea).
Forbes ranks Ikea’s brand as the 46th most valuable in the world.
In another hand Dunelm brand is well known and trusted by millions of UK consumers they are working hard to build awareness of Dunelm (FY2018 report)
[bookmark: _Toc29082731]Price  
Price is the consumer's perception of what they feel about the cost of buying a specific product or service, consumers will have a certain range of price acceptability and different customers will have different limits in their understanding of the cost within their ranges.
Customers are now well informed of alternative products or services, consumer advantages, features, performance and price, customers nowadays know exactly how to purchase a product without looking for information about the service or product. 
Customers demand preferences and customer responses indicate whether or not a market is very demand sensitive, the definition of price elasticity is generally known to advertisers and researchers because price changes have a much greater impact on consumer demand than is known as elastic demand. 
In another way, inelastic demand speaks of the situation where price changes have a slight effect on the demand. (Al-Mamun, Rahman, Robel, 2014, pp, 01-09)

Ikea Price
Ikea is a private organisation that takes a long term view on cost and investments, Ikea is dedicating important resources to make Ikea more affordable, accessible and sustainable for Ikea customers. To support Ikea’s low prices to the customer it constantly reduces costs by developing more efficient supply, logistic and procurement processes, in addition to this Ikea cut costs and keep prices low because of the way that it sells its products (Ikea report FY18).
The most important reason why Ikea has many customers is because of low prices.
Ikea in contrast with Dunelm for the Brand and price I say that Ikea is ranked 9/10 and is a 7/10 for Dunelm.
[bookmark: _Toc29082732]4th Dimension Value - added services
Describe the way that an organisation gives its product or services before offering it to customers, adding value to a product or service helps companies attract more customers, value can be added in different ways, such as adding a brand name to a generic product or assembling a product in an innovative way.
Value-added services have become the focus of many successful business, we seen in a diversity of product and service- oriented industries. (Marvin D. Shepherd)
Ikea’s Value-added 
Ikea is adding value to its services supplying Kitchen planning, Office planning, installing services and that is not all now Ikea removes the old kitchen from your house to install the new one, Ikea is getting closer with customers wishes. Comparing to Dunelm do not provide these kind of services.
Take into account the main different about this service I ranked Ikea 9/10 and Dunelm 5/10
[bookmark: _Toc29082733]5th Dimension Relationship and Experiences
From the point of view of the company it is very important to build a good relationship with it customers because makes it difficult for consumer to switch to another one. 
The length of the relationship between provider and consumer is postulated depending on the subjective expected value of the relationship of the customer, which he / she updates according to a method of anchoring and adjustment.
The revenue effect of service enhancements can be estimated in the same way as other resource allocation decisions by modelling the length of the provider-customer relationship, these improvements in customer satisfaction can have significant financial consequences for the company because each customer's lifetime income depends on the length of their partnership as well as the pound amount of their purchases over billing cycles. (Ruth N. Bolton 1998)
Customers are searching for compelling shopping experiences that are in line with their specific needs and are already compatible with their needs.
Whether consumer choose to shop online, in a store or on a smartphone or tablet, shoppers want instant access to the items, reviews, information, photos and offers that are most interesting and appealing to them, and you want choices for delivery or pick-up that match.
Since the online shopping era began, most retailers have treated any new touchpoint, network, and device as a potential revenue opportunity rather than a potential partnership opportunity. (F. Baumann and at 2017)
Schmitt present a model based in three stages that help to enhance the importance of positive experiences for customers.
Experiential Positioning, which brings out the important of the brand.
Experiential Value Promise, that explains the importance of customer expectations.
The Overall Implementation Theme, which summarizes the message that the company will use when creating the experiential platform. (Schmitt 2003)
Ikea relationship and experience
Ikea is one of retailers that create a unique shopping experience for its customers.
Ikea’s acquires goods on a global scale and has offices around the word in a way that allows it to work with local suppliers, so Ikea build up relationships with them not only in the regular basis but permanently.
Another way that Ikea has a relationship with its consumer is through loyalty cards, Ikea has launched a loyalty card called Ikea Family, this card is to be use to obtain discount on special range of products, in conjunction with the card Ikea has published a catalogue where customers find what their offers are.
Over all Ikea has made a good experience for each customer because planning for consumers needs not only providing inspiration and ideas but Ikea also encourage people to touch, feel and use the product on display to see how it would fit into their homes.
Whereas Dunelm has shops but not the same as Ikea where customers can go and see how it would look like if they fit it in their own homes
In my opinion I would ranked Ikea for this dimension 9/10 and Dunelm 5/10.
Summary table of 5 dimensions of customer value
	Dimen. of customer value
	Ikea
	Dunelm

	Conformance and R.
	9/10
	8/10

	Product Selection
	9/10
	7/10

	Price and Brand
	9/10
	7/10

	Value Added  S.
	9/10
	5/10

	Relationship and Exp.
	9/10
	5/10


total	45/50		32/50
As conclusion in this table I will say that Ikea is a well formed organisation where it has full filled all the requirements of the five dimensions. They are very aware of the needs that their customers have and try to meet all their expectations as much as they can, even though it’s a self-service shop and DIY assemble at home.
[bookmark: _Toc29082734]Part 2. A.- Services Quality
It is a customer judgment and attitude formed by a long term, overall evaluation of the company performance, in relation to the quality that was expected.
Service Quality will allow an organisation to distinguish itself from other organisation and to achieve a sustainable competitive advantage, quality can be broadly defined as excellence and by definition perceived quality can be characterised as the opinion of the customer on the overall excellence or superiority of a product (Ghobadian. At el 1994) 
Perceived quality is the quality of service received by the customers.  Expected quality is the quality expected by the customer before received the services. (Boothe. R. 1990) 
[bookmark: _Toc29082735]5 Dimensions of Service Quality:
1-Reliability
2-Assurance
3-Tangibles
4-Emphathy
5-Responsivene
[bookmark: _Toc29082736]1. Reliability. 
The ability to perform the promised service dependably and accurately.
Reliability is mainly concerned with the outcome of the service; consumers consider reliability as the centre of the service and continue to expect it to be higher; in meeting customer expectations, reliability is the most critical aspect, it is possible to impress customers with exceptional pace, elegance, courtesy, integrity, dedication or understanding and to surpass customer expectations. (k. Hoffman and J. Bateson 2016)
Ikea Reliability.
Ikea business promise was to provide many well-designed functional home furnishing products at low price that as many people as possible will be able to afford them.
Ikea over the years has been keeping that promise for satisfaction of the costumers and their expectations and that is not all, Ikea has a customer services adviser at all time from the moment the customer arrives to the premises until the customer finishes with their shopping, in addition to this, Ikea also counts with returning policy in case the product is not the way the customer expects. (Ikea report FY2018)
Dunelm has a promise to customers that they have a choice and value in their product, easy and inspiring to shop and convenient to buy and return.
As a contrast in my personal opinion I will ranked Ikea 8/10 and Dunelm 7/10.
[bookmark: _Toc29082737]2. Assurance. 
Knowledge and courtesy of workers and their confidence-building capacity of a service provider is highly qualified, it is important to communicate that experience to consumers, but customers do not see that their trust in that provider will be lower. Providers can help manage customer expectations by communicating skills and affecting their service quality evaluation in advance. (K. Hoffman, J Baterson 2016)
Ikea assurance
Ikea has the ability to contract people who are fit for the job because Ikea believes that the customer satisfaction is the first step to succeeded, Ikea counts with two specific sections one is to find the way customers behave and people’s lives at home. And the second is Customer Relations which anticipate what customers need and want in every contact with Ikea in store, on the phone, online and at home. Customers find they have a friend in Ikea. (Ikea.com) 
Whereas Dunelm has different way to approach to customers’ service for example it counts on with a 24 hour Sales Consultant dedicated only to measure department and one adviser in each store dedicated only to sell and satisfied customer requirements (Dunelm.com)
I will rank in this dimension Ikea 9/10 and Dunelm 7/1 
[bookmark: _Toc29082738]3. Tangibles. 
Requires company representatives, physical facilities, appliances, contact content and staff presence, physical environmental conditions also tend to be clear evidence of the service provider's care and attention.
Customers infer efficiency from their understanding of physical factors. Therefore, as services are intangible and often involve the consumer to be present during the process, tangibles or physical factors can have a significant impact on the perception of the quality of service encountered. (Rias and Fries 2000)
Ikea Tangibles 
Ikea stores are usually very large blue buildings with yellow. They are designed around a one-way layout which leads customers to visited different kind of show rooms from living rooms, dining rooms, bath rooms, kitchens, children rooms, these show rooms are very attractive and family friendly environment also give the perfect nature of a house and different assortment of furniture and products with the purpose of showing to consumers most of the product that they can take home.  
In addition to it Ikea has different facilities in each store to make the Ikea experience unique, on the other hand Ikea has small stores as well where they do not have the same facilities as the big one but the customer just goes and picks up the things they have ordered on-line.
Dunelm look is with a glass front and good availability of products and room sets at the front of the store to show products and furniture.  Dunelm has facilities for customers it depending on the size of the store and place. 
From my analysis I would rank Ikea 8/10 for this dimension and Dunelm 6/10
[bookmark: _Toc29082739]4. Empathy. 
Dimensions of empathy service quality demonstrate how a company thinks about its customers and gives individual consideration and caring with regard to building customer confidence about their management with the intention of feeling additional esteemed and extraordinary This dimension demonstrates the emphasis on knowing that customers require attributes on the basis of reality. (Zeithaml, et, al, 2006)
Ikea Empathy
Customer contact is front line operations by listening and working with each individual customer, help development of Ikea, improving communication between employees and customer.
Ikea timetable is 8 hours every day from 10 a.m. to 6 p.m. it depends of the locations
Dunelm focus in their customers being committed to their desire. And the timetable is 8 hours a day usually open by 10 a.m. and close 6 p.m.   
From my analysis I would rank Ikea 9/10 for this dimension and Dunelm 6/10
[bookmark: _Toc29082740]5. Responsiveness. 
Concerns to help or provided services to customers when they need it.  This dimension shows the company's understanding of delivering high quality of service to its customers (Zeithaml, et, al.2006) 
Ikea Responsiveness 
Ikea investment in its team member in order to delivers good services to its customers, is the way it achieves its customers first quest. Also customers can order on-line and they will see information the delivery specific schedule for their orders, customers can order by seeing the schedule.  Customer will receive the delivery exactly time of their had choice. 
Dunelm training it employee to have a good customer services  
From my analysis I would rank Ikea 8/10 for this dimension and Dunelm 7/10
Summary table of 5 dimensions of service quality.
	Dimen. of service quality
	Ikea
	Dunelm

	Reliability
	8/10
	7/10

	Assurance
	9/10
	7/10

	Tangibles
	8/10
	6/10

	Empathy
	9/10
	6/10

	Responsiveness
	8/10
	7/10


total	42/50	         33/50
As conclusion in this table I will say that Ikea is an organisation that has full filled all the requirements of the five dimensions, they are not perfect however with all the research that they do on their customers and the way they put their staff into action when serving customers makes them successful in the five aspects. 


[bookmark: _Toc29082741]Part 2. B.- Dimensions of service Gaps:
There are a variety of main inconsistencies or Gaps in the understanding of service quality by managers and the activities associated with service delivery to consumers. Such differences can be significant obstacles in attempting to provide a service that will be viewed by customers as high quality. (A. Parazuraman, V. Zeithaml, L. Berry 1985)
There are five Gaps in the service quality concept.
[bookmark: _Toc29082742]Gap:1 Many of the executive perceptions of what consumers expect in a quality service were in line with consumer expectations shown in the focus groups, however, there were inconsistencies between executive perceptions and consumer expectations.  (A. Parazuraman, 1985)
[bookmark: _Toc29082743]Gap:2 Management understanding — service quality specification gap This discrepancy exists when the company discovers that customers want, but there is no way to deliver to demand. Resource constraints, market conditions and management indifference could be some of the factors that could affect this gap. These may influence the consumer's view of service quality.
[bookmark: _Toc29082744]Gap:3 Service quality standards – service delivery gap Organizations may have requirements for good service efficiency and proper treatment of customers, but this does not mean high quality service output is guaranteed. Employees play an important role in maintaining a good perception of service quality and their success cannot be standardised.  This affects the delivery of services which has an impact on the perception of quality of service by consumers
[bookmark: _Toc29082745]Gap:4 Service delivery – external communications gap External communications can influence the service delivered service's consumer expectations as well as consumer perceptions.  Companies may fail to inform consumers of special efforts to ensure quality that is not obvious to them, and this may impact consumers ' expectations of service quality.
[bookmark: _Toc29082746][image: ]Gap:5 Expected service – perceived service distance Their study showed that reaching or exceeding what consumers expect from the service is the key to ensuring good service quality and that assessment of high and low service quality depends on how consumers view the actual performance in the light of what they expect. 

[bookmark: _Toc29082747]Fig. N1 Gap Model (Parasuramar, Zethaml, Berry, 1988)

[image: ]Figure 2: Frequency of Complaints (Minski Adnan, International Journal of Scientific & Engineering Research, Volume 5, Issue 1, January-2014
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Figure 3: Benchmarking (Minski Adnan, International Journal of Scientific & Engineering Research, Volume 5, Issue 1, January-2014
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Figure 4: Cause and Effect analysis (Minski Adnan, International Journal of Scientific & Engineering Research, Volume 5, Issue 1, January-2014
ISSN 2229-5518


Figure 5: Suggested Improvements (Minski Adnan, International Journal of Scientific & Engineering Research, Volume 5, Issue 1, January-2014
ISSN 2229-5518

[bookmark: _Toc29082748]Figures 2, 3, 4, 5 The Gap analysis Models of services quality
Miski, A. (2014).’Improving Customer Service at IKEA using six Sigma Methodology International. Journal of Scientific & Engineering Research. Vo, 5, issue 1/01/2014.
IKEA GAP ANALYSIS
IKEA has been experiencing difficulties in some of its branches as far as sells are concerned, according to a survey conducted by Adnan Miski published in the International Journal of Scientific & Engineering Research, customers show their discontent with the delivery service that IKEA offers, it is also mentioned that the state in which the product arrives is also considered poorly as well as customer service. If IKEA does not take care of these problems mentioned above and also stated in the figures given above, then they are risking loosing time and money in trying to fix the damage caused to the customer which in effect jeopardizes their overall efficiency and earning potential. 
[bookmark: _Toc29082749]GAP 1: Executive perception vs Consumer expectations
In the table above (fig.2) it is mentions that one of the faults is misleading customers to purchase, that where the perception comes in. The way IKEA´s executives’ perception might have something in mind that does not generally meet the consumers’ expectations because they are not thinking like a customer and what they want but they are thinking on selling and making money. 
From my analysis I would rank Ikea 7/10 for this dimension and Dunelm 7/10
[bookmark: _Toc29082750]GAP 2: Management Understanding 
In the table above (fig.4) under the management difficulties it is mentioned that it is one of the areas that has difficulties due to complicated return policies and difficulties to accept a more improved system which results in poor customer service. IKEA needs to train workers on how to deal with customer calls, process orders, and enquiries faster also introduce a service feedback from the customer after each call from the customer. 
From my analysis I would rank Ikea 7/10 for this dimension and Dunelm 7/10




[bookmark: _Toc29082751]GAP 3: Service quality standards 
In the table above (fig. 2) poor communication between departments is mentioned, IKEA has difficulties because of the lack of communication that they have between themselves which has an effect on the way their service is provided to their customers, they need to improve this situation as a start or them to get back in track with their sells and in that way the complaints would probably decrease dramatically. 
From my analysis I would rank Ikea 6/10 for this dimension and Dunelm 6/10
[bookmark: _Toc29082752]GAP 4: Service delivery 
In the table above (fig. 3) communication with customer is marked as a 3 which means is acceptable however this marking is not how it should be as it shows that they are having problems on how they communicate with customers and it might also reflect that this is not being done the best way possible which causes problems in the service expectations held by the consumer. 
From my analysis I would rank Ikea 6/10 for this dimension and Dunelm 6/10
[bookmark: _Toc29082753]GAP 5: Expected service 
If all the gaps above have difficulties the experience that the customer has will be the thing that determines the reputation that IKEA is making for itself, with late deliveries or no communication between customers and employees will cause a bad experience and this will cause recommendations to go down as a company´s prestige is built by word of mouth from satisfied customers. 
From my analysis I would rank Ikea 7/10 for this dimension and Dunelm 7/10

Summary table of 5 dimensions of service quality.
	Dimen. of service quality
	Ikea
	Dunelm

	executive perception vs consumer expectations
	7/10
	7/10

	Management Understanding
	7/10
	7/10

	Service quality standards
	6/10
	6/10

	Service delivery
	6/10
	6/10

	Expected service
	7/10
	7/10


total	33/50	         33/50
As a conclusion according to this table we can see that IKEA has problems like any other company when it comes to the difference in perception and how the consumer sees the actual service. They need to change a few things in the way they do things and how they can actually get real data and opinions from customers in regards to their service. 
[bookmark: _Toc29082754]PART 3.- Overall Conclusion
IKEA is a company that has existed for a long period of time and has managed to succeed even though they are working in a challenging market. However, they have done things differently which has proved very successful for them and how their consumers see them, anyone that is asked about IKEA will know who they are and what the company has to offer. 
 The fact that everything come in a flat pack package but consumers are able to see first-hand how it would look in their home makes purchasing them easier, IKEA has accomplished many of the dimensions that have been analysed in this work, not only have they been able to succeed in them but they have also conquered any difficulty 
that has arisen in the way they do things. 
Customer value is one of the main things that they have managed to work properly with and when it comes to the dimensions of service quality it has been noticed that IKEA can do well. Consumers are content with everything they offer even though their ways are different and innovative. When it comes to the dimensions of service gaps as any other company we can find faults and problems not in all of their stores but nevertheless we can see that IKEA has managed to solve its problems to the best of their capabilities and done something about the problem. 
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