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[bookmark: _Toc40233091]Introduction

Customer experience is determined as practical encounter that a customer holds against the facts of the product of service. The business world is intensely associated with the practice of delivering utmost satisfactory experience to the customers. Simultaneously, this study has also indicated critical elements of customer experience along with its practical implication.
The report will highlight customer value, service quality and gaps in Service (SERVQUAL) along with its dimensions. My chosen organisation for this report is Asda along side with the comparsion of sainsburys and tesco. Moreover, the study has also reflected a critical analysis and ranking of defined dimensions as per the selected brand in the report.
[bookmark: _Toc40233092]Part 1
[bookmark: _Toc40233093]Customer Value
According to Ma and Simchi-Levi (2017), every customer experiences certain satisfactory levels while consuming the offered product or service. This satisfactory force is determined as customer value (Cheung et al., 2017). For example, a customer tends to purchase a loaf of bread, if the customer gets satisfactory experience while consuming the bread, he/she will appraise the producer. This satisfaction is intensely associated with the quality of product or service being offered in the market. In explanation, the internal chain of sourcing, operations, sales, marketing and customer services altogether makes up the value for the customers. The customer value is an essential element for every brand as it creates loyalty that in turn give rise to brand equity (Fata, Ma, and Simchi-Levi, 2019). 
Market shares of a brand are also boosted through comprehensive customer value. As customer value is intensely associated with brand efficacy, it possesses certain dimensions. 

Simchi-Levi (2010) listed five key dimensions of customer value: 
1. Conformance to Requirements
2. Product Selection
3. Price and Brand 
4. Valued Added Services
5. Relationships and Experiences. 
All these dimensions of customer value represent the fact that every business is obliged to centre its objectives towards customers’ insight, production and relationship. An explanation for each dimension of customer value is offered below.

[bookmark: _Toc40233094]Customer value dimensions 
Conformance to Requirement
First dimension of customer value is conformance to requirement. In simple words, the developed customer value must be eligible as per the requirement paradigm of the customer’s demands. In detail, conformance is denoted as the ability of a product or service to specifically meet all the requirements of the customers. This dimension of customer value also reflects the fact that specific wants are catered with specific offers. For instance, a customer who is thirsty would be in search of beverages. At this point, if the marketers tend to offer meals instead of beverages then this market offering will be of no value for such a customer with different demand. On this ground, the marketers are responsible to identify each requirement and develop the value in accordance to each requirement.
This dimension is essential as it strengthen up the placement of products and services based on customer’s requirement (Fata et al., 2019). Moreover, a quality standard is also developed through the conformance content of any product. Conversely, a misuse of user’s perspective is practiced under this dimension. As this dimension enforces the marketers to create requirements that are based on fake user preferences and offered to real users. Altogether, the conformance of customer value is a critical dimension irrespective of its negative patterns, it assists the customer as well as the producers.
[image: ]
                                           Source: (Statista, 2019)





	Conformance to Requirements 
	Comparators
	Rankings

	Tesco
	7/10

	Sainsburys
	7/10

	Asda
	6/10



[bookmark: _Toc40287091]Product Selection
Second dimension of customer value is product selection. In association to this, Fu et al. (2016) denoted product selection is a process of decision under which the design team allocate one or more concepts to define the product. Further, developmental processes remain continuously practiced under this paradigm. For example, an entrepreneur initiates a business under a modest investment and target small scale market with limited products (Cheung et al., 2017). At this stage, the value that an entrepreneur is trying to develop is obliged to be designed as per the customer’s desire. This dimension deviates from other dimensions as it discusses the actual product and service offering rather than highlighting the attributes of market offering. 
Moreover, product selection is considered as an essential dimension as it is composed of four critical processes namely; material, colour, shape and price of a product (Fata et al., 2019). All these processes are significant for a producer is responsible for arranging the material, suppliers, designer, distributor and then set price for the value that is being delivered. In contrast to this, the product selection dimension is useless at certain vendor backed businesses. Still, this aspect is critically obliged to be analysed by the companies to deliver a smooth customer value.
[image: ]
                                        Source: (BBC, 2020)

Product Selection
	Comparators
	Rankings

	Sainsburys
	8/10

	Tesco
	8/10

	Asda
	6/10




Price and Brand 
Third dimension of customer value include price and brand formation of the value (Ma, and Simchi-Levi, 2017). In association to this, the producers are responsible to identify the need and design a product or service as per the requirement of the customers. However, along with value for the customer, the producers are also responsible to extract value for themselves as well (Cheung et al., 2017). This is the point where the exchange rate in terms of price is shared between the producer and consumer. 
Practically, a producer produces the specialized marketing offer that is consumed by the consumer, in turn the producer charges a price for working on the need of customer and delivering a value. Another important practice at this stage is the development of uniqueness. There are several producers working on similar needs of customer, thus, a differentiating point is obliged to be denoted by the producers (Dimyati, 2018). Consequently, brand formation is introduced into the market. Price is a critical dimension of customer value as the customer compare the value that he has paid for experiencing the market value that has been offered to him/her. Simultaneously, a brand plays vital role in letting the customer highlight their experiences with simple names.
Price Rankings
	Products 
	Asda
	Tesco
	Sainsburys

	Fusilli pasta 500g
	0.5
	0.95
	1.05

	Bran Flakes 500g
	1.38
	0.66
	0.65

	Tinned plum tomatoes
	0.35
	0.35
	0.35

	Tinned tuna x 4
	2.84
	3.25
	4

	Organic semi-skimmed milk 4 pints
	1.5
	1.5
	1.8

	TOTAL
	£6.57
	£6.71
	£7.85


                     
Source: (Lovemoney.com, 2019)
	Comparators
	Rankings

	Asda
	6/10

	Tesco
	7/10

	Sainsburys
	8/10
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                                Source: (Brand finance, 2019)

Brand Finance Ranking
	Comparators
	Rankings

	Tesco
	7th

	Sainsburys
	18th

	Asda 
	19th




Value-Added Services
Fourth dimension of customer value is value added services that are delivered along with offered product or service. For example, telecommunication service provider delivers customer care services to assist the users. Simultaneously, after sale services to aid the customers in getting better experience of the product is also counted in as value added services. In simple words, value added services is a non-core service that is offered by the producers. This service is considered as important dimension of customer value as non-core services are offered to the customers to enhance their experience towards the core product. This dimension is important as it allows the customers to avail more satisfying experiences while consuming a product or service (Jordan, 2015). In contrast to this, value added services increase the cost for producers. In spite of this drawback, most of the famous brands have adapted the element of value added services to develop an effective experience for their customers and establish a strong bond with them. 
[image: ]

                              Source: (harrisinteractive, 2015)   
I would like to add that Asda does not have a loyalty card system, rather they still use paper coupons, which is not very accesible for most customers espeiscally those who prefer home-delivery to in–store shopping. Clubcards by tesco and Nectar cards by sainburys are more accesiable for everyone because they can be delievered to the home aswell as accessed online. They also have added benefits, for example, discounted rewards on both proudcts in-store and online aswell as, commerical products such as pizza express or railcards.       

Relationships and Experiences 
Fifth dimension of customer value is relationship and experience. In association to this, the producers tend to develop a sense of belonging with their potential and  actual customers to highlight their insights, demands and requirements (Ma and Simchi-Levi, 2017). This aspect is important because it allows the producers to work on customer-centric objectives and deliver a suitable value. In response, the producers charge their customers with relevant price for creating value for them (Jordan, 2015). Under all this procedure, development of an ongoing procedure is important for both the producer as well as the consumer. It is because, scalability is practiced to measure the customer insight and market potential through strong customer relations. 
Moreover, remote accessibility to direct expectation of customers is exercised through this dimension. Lastly, faster conversion rate from potential to actual customers is obtained (Simchi-Levi, 2010). Conversely, an abundant recording of all the potential customers is a complex process that require both time and money. Moreover, the actual probability of conversion rates is merely dependent on the customers rather than the producer. Thus, the risk remains constant throughout the procedure. However, the consistent relationship and bonding with the customer surely pays back in the longer-terms.
	Comparators
	Rankings

	Asda
	7/10

	Sainsburys
	8/10

	Tesco
	8/10




[bookmark: _Toc40233095]Practical Application of Dimensions
Asda is a giant grocery store chain operating in Britain. The brand offers grocery items to their customer through both online as well as offline channels. In response to this practice, the company has established a comprehensive customer value for their customers in terms of product offering, delivery, and services. Besides, groceries the company also offers financial and telecommunication services. To maintain a table standard, this report has only highlight customer value offered by Asda to its main business customers only. 
To begin with, conformance of requirement is observed at Asda through its wide range of products under daily usage criteria. The company aligns with more than 1000 brands to deliver a complete household package to their customer (ASDA, 2020). The company has a keen understanding of its customers’ needs, wants and demands. Moreover, the firm targets three income groups starting from lower-middle, middle and upper-middle strata of the society (ASDA, 2020). The product selection as made by Asda is also wide in range, As the firm has targeted its market offering in terms of grocery and household products, it offers them in five major categories. Briefly, the categories involve dairy products, consumer goods, grocery items, home and living, and fresh fruit, vegetables and meat. 
Next is the price dimension of the customer value as offered by Asda. The company targets three different income groups on the grounds of which the price ranges are also variable. Under this, company’s work-records with different brands assist it in developing a competitive pricing strategy at the same market ground. Similarly, the company practice its value added service dimension through customer care services, online store and free-home delivery. The store is equipped with friendly and happy staff to assist every shopper in their experience to the Asda Store. The company also offers free-home delivery to its customers so that they can avail their groceries even if they do not have time to shop (Jordan, 2015). Lastly, the company delivers strong relationship dimension through effective communication and direct association with their customers. the company also regularly updates its customers through promotional activities and advertisement of the same paradigms. In this manner, Asda store manages to practice all five dimensions of customer value. However, there are still certain areas that can be highlighted by the company to execute more effective customer value. For instance, the company have no feedback scenarios to list the customer insights. This addition can also assist the company in growth and development of the brand as per the customers; desires.

From the ranking perspective, Asda stands at third rank into the services of a grocery retail chain in Britain. Also, Asda is a subsidiary brand of Walmart whilst Tesco and Sainsbury are direct retailers. Moreover, Asda’s pricing structure is also ranked as lowest in comparison with Tesco and Sainsbury. In this regard, Asda is indicated as an attentive and creative business in terms of product offering and customer conformance. However, there are certain limitations that ranks the company at third level. These limitations are due to size and structure of businesses.
[bookmark: _Toc40233097]Summary Table
	Dimensions of customer value
	Evaluation ranking score for Asda
	Evaluation ranking scores  for comparator organisation: Tesco
	Second 
comparator 
organisation: sainsbury 

	Conformance 
to Requirement
	6/10
	7/10
	7/10

	Product Selection
	6/10
	8/10
	8/10

	Price and Brand
	7/20
	14/20
	9/20

	Value Added Services
	5/10
	8/10
	8/10

	Relationship 
and experiences
	7/10
	8/10
	8/10

	Total Evaluation Scores
	31/60
	45/60

	40/60



In regards to the scores given in the summary table, it shows that sainsburys and tesco are far more superior while Asda is not, when it comes to customer value. For example, Asda is 5% lower than sainsburys and 7% lower than tesco (Jordan, 2015; Lovemoney, 2020) when it comes to price and branding. It illustrates that price and branding quality is significantly more important when it comes to sainsburys and tesco. It is also clear, as shown in the summary table, sainsburys and tesco have a better product selection which is accessed through supermarkets, hypermarkets, superstores (which are usually 24 hours), convenience and online stores. However, asda seems to lack in this area with general merchandise, online store and supermarket. Therefore, what the table is demonstrated with the total evaluation score is that Asda still needs improvement in regards to its customer value aspect while sanisbury and tesco seem to customer value as the centre focus. 

[bookmark: _Toc40233098]Conclusion
In conclusion,  customer value dimensions has analysed that every business is centred around its customers and there experience. Customer value possesses five peculiar dimensions that ranks up the quality of the delivered value towards the customer. These dimensions are conformance to requirement, product selection, price and brand, value added services and relationship and experience. The report has critically indicated the practical implication of each dimension as practiced by Asda aswell, as looking at the comparators Tesco and sainsburys. Lastly, it has been determined that Asda is ranked at third position in comparison with competing organisations Tesco and Sainsburys.

[bookmark: _Toc40233099]Part 2 (a): Service Quality
[bookmark: _Toc40233100]Dimensions of Service Quality
Service quality is determined as a comparison of perceived expectation regarding a service and actual performance of the service (Dimyati, 2018). In association to this, service quality is quite important for the business as it allows the firms to satisfy their customers by meeting their expectations (Andrianto and Santoso, 2019). In response, there are certain dimensions of service quality that are underpinned by the past studies to assess consumer perception and expectation regarding a service. These dimensions are:
1.  tangibility
2. reliability
3. responsiveness
4.  assurance 
5.  empathy

Tangibility
First, tangibility of services is considered by the analysts. It has been denoted that services are intangible elements; thus they are perceived on the basis of tangible associations. For instance, a customer care service is perceived as satisfactory or not-satisfactory on the basis of the performance of product associated with the service (Colette, 2018). Therefore, every service quality is obliged to be efficiently aligned with it tangible obligations. 
Tangibility is also used when advertising items in order to boost recognition of the brand and loyalty of customers (Ding and Keh, 2017). It is an organisational competency that permits an organisation to quickly answer to changing demands of market similarly it can be defined as the quality of responding positively and quickly (Aya Pastrana, Somerville and Suggs, 2020).
[image: ]
Source: (which.co.uk, 2019)


Tangibility Ranking
	Comparators
	Rankings

	Asda
	4/10

	Tesco
	6/10

	Sainsburys
	8/10


Source: (which.co.uk, 2019)

Based on the tangibility ranking table, asda is the lowest to it’s comparators sainsburys and tesco.
Reliability
Secondly, reliability of service quality is determined as another important dimension. Reliability of services delivered is denoted as consistency in the level of service being delivered by the producer (Kumar, 2019). In other words, promised services are delivered in a consistent manner along with accuracy. Therefore, this dimension is critically essential to be considered while delivering services to the customers.
	Comparators
	Rankings

	Asda
	6/10

	sainsburys
	10/10

	Tesco
	8/10


Source: (which.co.uk, 2019)

The ranking table above indicates that sainsbury’s is the highest when it comes to reliablity of service quality whilst tesco is the second and asda ranks last in reliability. 

Responsiveness
Third dimension of service quality is responsiveness as per the customer’s requirement (Ahemed et al., 2018). This dimension also coincides with the conformance dimension of customer value as the marketers are responsible to interpret customer’s expectation and perceived values for serving them in the desired manner. 


Responsiveness rankings
	Comparators
	Rankings

	Asda
	4/10

	Sainsbury
	6/10

	Tesco
	6/10


Source: (which.co.uk, 2019)

The table shows that Asda’s responsiveness is the poorest, while sainsbury and tesco are on the leading side.

Assurance
Fourth dimension of service quality is composed of assurance (Andrianto and Santoso, 2019). Here, assurance denote trust and confidence in the minds of customers that is built by the producers. Particularly, services with high evaluating abilities are scaled on the grounds of assurance. In simple words, employees are obliged to develop trust and confidence among their customers through assurance that also wins a competitive advantage for the producers. 






Assurance Rankings
	Comparators
	Rankings

	Asda
	4/10

	Tesco
	4/10

	sainsburys
	6/10


Source: (which.co.uk, 2019)

It is shown in the table above that both Asda and Tesco lack in Assurance towards customers, while sainsburys looks as though it is improving it’s assurance towards customer as it is leading in the rankings. 

Empathy
Fifth dimension of service quality is empathy that is referred as individualized attention towards the customers. Empathy is the capability to identify and share the sentiments felt by another individual (Martini, Suardana and Astawa, 2018). In this scenario, the producers are expected to adapt user-centric perspective while designing services. In simple explanation, the marketers produce certain level of service that they would prefer satisfactory while experiencing the same service as they are offering. This dimension acts as an addition into the establishment of strong relationship, trust and confidence on the brand. Therefore, this dimension is treated as a top up among the service quality measurement scales. Eventually, customer demands are enhancing with upgradation of the business world, competition is also increasing and resources are getting limited as well. On behalf of all these variable of the modern business world, the organizations are actively implying tactics such as customer value and service quality to both retain the existing customers and attract the new ones. 
Empathy Rankings
	Comparators
	Rankings

	Asda
	6/10

	Sainsburys
	4/10

	Tesco
	4/10


Source: (which.co.uk, 2019)

The table shows that Asda is leading in the aspect of empathy as opposed to sainsburys and tesco who are lacking in the service quality aspect. 

[bookmark: _Toc40233102]Apply to your organisation
For the critical assessment of this report, the selected organisation is Asda UK. Concerning tangibility of Asda UK a value proposition is contained and at a certain time the clear promise made by the breadwinner of a product or services. The tangible or intangibility of a product of an Asda along with the satisfaction of customers. This particular characteristic associated to the tangibility of the product comprises all kinds of utility that can be relished bu the customers of Asada, manifested in certain areas such as areas as sentiments, self-actualisation and status advantages to be attained from the pattern of consumption. Similarly, the sustainable quality of product and services of Asda is its reliability. Asda came lowermost of the table of in-store and joint last at the end of entire ranking. Likewise, the responsiveness is related to the footprint of customers which is increasing by the time is a responsiveness an Asda. Moreover, the customer value proposition of Asda is the empathy of customers and others which also creates an assurance of the Asda. Hence, all dimensions are important for Asda in order to ensure the growth and sustainability of the store. 

Summary Table
	Dimensions of Service Quality
	Evaluation ranking score for: Asda
	Evaluation 
ranking scores  
for 
comparator organisation: Tesco
	Second 
comparator 
organisation: sainsbury 

	Reliability 
	6/10
	8/10
	10/10

	Responsiveness
	4/10
	6/10
	6/10

	assurance
	4/10
	4/10
	6/10

	empathy
	6/10
	4/10
	4/10

	Tangibility 
	4/10
	6/10
	8/10

	Total evaluation scores:
	24/50
	28/50
	34/50



Conclusion 
In conclusion, service quality is important when it comes to satisfying customer as well as, ensuring that organisations such as Asda, Sainsburys and Tesco are running smoothly. Service quality is needed in regards to service and actual performance of the service given by the organisation. It is clear that service quality is an important aspect for business because it allows organisations satisfy their customers by meeting the customers’ expectations that they may have. The summary table demonstrates the difference between the organisations, For example, responsiveness is one of the service qualities which Asda does not possess however, and Sainsburys and Tesco are very good in this respect. As well as, reliability which shows that, Asda is not reliable when it comes to service quality as indicated but, Sainsburys and Tesco have this quality within their organisations.

[bookmark: _Toc40233105]Part 2 (b): Gaps in Service – SERVQUAL
[bookmark: _Toc40233106]5 Gaps in services
There are 5 gaps that are mentioned for the Asda online grocery store. Following below are mentioned and explained each dimension accordingly: 
1. Not knowing what customers except 
2. Wrong service quality standards 
3. service performance gap 
4. promises do not match delivery 
5. Difference between customer exceptation

Not knowing what the customers except
Customer expectation is one of the underlying reason the gap can be found in the service of the Asda Online grocery store. Uncertainty in the expectation negatively add value to the sales of the company. Customer orientation at service organizations are tailored to needs, wants, desires and taste of customers. It is one of the key strategic issue for the organisation  in the promotion of the service quality (Azizi, Jafari, and Moghadam, 2014). The service quality is used to remove the customer expectation gap in determining the service gap due to the higher expectation and demand which influences the customer buying behavior.

[bookmark: _Toc40233108]Wrong service quality standards
Organizational quality gap is one of the service gap that is where the quality is compromised such as online grocery shopping service can be main management problem, specific quality gaps and the mismanagement in the quality assurance of the service can lead to the wrong service quality standards (Urban, 2009). Quality holds a significant importance in the management of the service specifications such as quality must be maintained by the company in order to enhance the shareholders point of view. In today’s modern day, service organizations strive to build enhance competitive service quality to enhance their target market (Sharabi, M. and Davidow, 2010).

[bookmark: _Toc40233109]Service performance gap
The service performance gap is associated with the resource mismanagement and employee unproductivity. The productivity of the employees is directly linked to enhance the serviceperformance of the company. The performance gap of the service is associated to the customer satisfaction, engagement and knowledge management, resource management, and communication that add value to the service performance (Villatoro, 2014). Customer service is one of the major areas at which Asda online grocery store are striving to minimize the gap and to shape strategies for the better service p-performance

Promises  do not match delivery
Maintaining quality is one of the major task that each company whether product manufacturing or service can influence the major perception of the consumer buying behavior. The external communication can be improved with via matching the quality of the service with the customer expectations (Large, and König, 2009). The quality assurance must be maintained in order to remain competitive and to build a value of their promises. 

[bookmark: _Toc40233111]Difference between customer expectation and perception
Matching the performance with the customer expectation and the perception that is made by the mass customers that are desiring the value from the firm. On the other hand, firms are striving to update their performance to balance the service quality with the customer perception to enhance consumer value with the service offering. People expects a high quality of the service and in return companies tend to hold their promise by adding value via maintaining the quality of service at their end (Ali, Ali, and Ahmad, 2019). 
[bookmark: _Toc40233112]
Explaining each gap
Various external factors are affecting the dimensions of the company, thus affecting the growth of the company. Shareholders of the organisation are striving to achieve the expectations that are desired by the stakeholders such as customers. The service should influence the consumer buying behavior. Wrong service quality standards can become a serious problem for the organisation and customers that are expecting a specific quality and not getting the product as per their expectation can lead to the decrease in the sales. Service performance gap is entirely depends on their offering of the service and how the firms are designing each element of the service as per the demand of the customers. The gap can be created if the performance of the company such as employees are not up to the mark that eventually causes the lower performance.
Promises do not match delievery is one of the major element in assessing the high sales and thus incrementing revenue for the firms. The poor quality control and delivery check could cause the gap regarding the quality and customer desire. The difference itself is a gap that is common among the global firms that are serviceproviders. The service of the quality should be well controlled in order to minimize the difference of the   customer expectations and perception. 

[bookmark: _Toc40233118]Applying service gaps to Asda 
This section provides an overview of the service gap and how it can be applied to Asda as an organisation. Customer expectations regarding the groceries are common and more people are encouraged to buy if the uncertainty is low in terms of the customer expectations. Asda store should be capable of knowing the customer demand and analyse it to provide and overcome all the expectations of customers.
The wrong service quality standards could decrease the sales revenue as the customers visiting the store are supposed to also, buy high quality standard of groceries online. Low rate of service quality standards such as high delivery time could cause an effect on the online traffic. 
Service performance gap could become problem as the service of providing the fresh grocery items online and to enrich the customer experience with eliminating the gap of service performance. It includes the,  influence of the online presence such as website design, customer service 24/7 and to facilitate the customer beyond their expectations.
Promises do not match delivery could be made if the grocery store fails to maintain the quality of their grocery items such as freshness and hygienic food service.
The gap could be applied in a way if the company is not meeting their customer service after building a high customer perception regarding their food or vegetable quality. 
[bookmark: _Toc40233124]Ranking for each Gap
This section provides ranking for each gap.
	Service gap
	Ranks

	Difference between customer expectation and perception.
	1

	Promise do not match delivery 
	2

	Not knowing what customer expect

	3

	Wrong service quality standards

	4

	Service performance gap
	5



The above table provides a ranking of the service gap and on which gap is a threat to how the company operates. The ranks explains the extent of each service gap and how it could be problematic for the Asda online grocery store to cater in order to remain competitive in corporate market (Corporate – ASDA, 2020). 
[bookmark: _Toc40233125]Summary Table
The four major players on the British grocery scene that are enhancing the online grocery shopping system (Statista, 2020). 
	Description 
	Ranking
	Comparator organization

	The first service gap that is not knowing what customers except and Sainsbury's leading with the high investment in the research had development department. 
	3
	Sainsbury's

	The second service gap is the wrong service quality and that is catered best catered by the Tesco and leading in the area via minimizing the risk of wrong service.
	4
	Tesco

	The third gap is service performance that is not a major gap to any market leader as it is ranked as the lowest service gap that can be found in one of the competitors. 
	5
	Sainsbury's, Morrison’s and Tesco

	The fourth gap is promise do not match delivery and it is best lead by the Morison’s that are investing huge amount of finances on their quality check and control.  
	2
	Morrison’s

	The last service gap is the difference of the perception and expectations that could lead to the either market leading position or could provide threat to the survival of the company and Asda itself is leading in this service factor (statista, 2020). 
	1
	-



[bookmark: _Toc40233126]Conclusion
This report provides a detailed overview of the various service quality and its gap of the Asda grocery online store that is one of the market leading online stores at UK. One of the 4 major companies that are leading in the online shopping experience and hence providing a rich customer service. This report provides a 5 dimensions such as Tangibility, Reliability, Responsiveness, Assurance, and empathy via that company are enhancing a large market share and catering to mass customers all around the UK. There are also 5 major service gap that are explained such as, Not knowing what customer except, Wrong service quality standards, Service performance gap, Promises do not match delievery, and Difference between customer expectation and customer perception. The company, in this instance, Asda is striving to minimize all the risk that are associated to their service gaps. The customer service value section is also described with the dimensions through which the company are adding positive value to the customer buying behavior. 
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