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[bookmark: _Toc49265523]Introduction
This report critically evaluates the factors that influence organisations ability to maximise customer value and identify the systems that supports organisations quality processes and provide critical understanding of the extent to which those systems are effective in meeting customer requirements. In this report, the chosen organisation is Tesco. The background of Tesco will be outlined and then discuss what is customer value and the five dimension of customer value. This is where engaging and understanding of customer experience by Tesco will be discussed and comparing and rating the status of Tesco. The five dimension of service quality and their gaps will be discussed before giving recommendation and conclusion. 
According to Mahajan 2016, Customer value has quite a few meanings depending on the viewpoint of every consumer. Some customers see value as the price for purchasing an item while others see it as the benefit obtain after purchase, it is also stated to the worth of a product. Other people consider valuable either the brand, improved product or more convenience for them is usually ‘’value for money’’. 
Apparently, companies offer only that which is treasured to customer for a sustainable business. Organisations cannot make it without its customers therefore, customers are the prime asset of an organisation. In promotion, value indicates the benefits the customer acquires in the process or after buying. Customer value is constructed on quality, time, and price; therefore, it is important for organisations to consider customer value during the production of products (Yan, B. 2019).
Occasionally, customers have a positive encounter with an organisation and would likely remain loyal to the company, but because of estimated travel distance can result not returning. According to Maund, 2016, these customers can however increase the sales ultimately by recommendations and reassuring potential customers based on their experience.  As a result, Tesco is accessible at every other doorstep of its customers to reduce the level of such incidence and increase the capability to increase customer value. 
[bookmark: _Toc49265524]Background of the chosen Organisation
[bookmark: _Hlk24224571]Tesco was pioneered with a vital objective, which is to be the title holder for customers and providing better quality of goods and services for a better way of living. The key objective of Tesco is to deliver customers with an upgraded value and engaging customers at the centre of all and directing decision taken. Tesco customers expect the best goods and service at a better rate (Tesco Annual Report, 2019). 
Tesco was established 100 years ago and have more than 450,000 workers that have the same persistence to serve customers well. The expected market value of the entirely possessed assets of Tesco has increased, of this progress following from the combination with Booker. The market value indicates an addition over the net book value (NBV) (Tesco Annual Report, 2019).
According to the 2019 Tesco annual report, “Group freehold property ownership percentage, by value, has remained stable at 58% year-on-year. In addition to an increase in market value of existing properties, Tesco regained ownership of three stores in the UK. This was offset by the impact of consolidating Booker’s 183 leasehold properties. The repurchase of the three UK stores will result in an annualised rental saving of £7m. Tesco continue to seek opportunities to further reduce our exposure to index-linked and fixed-uplift rent inflation where the economics are attractive”.
Based on the 2019, annual report, Tesco has been displaying outstanding value, the best quality, and supportive service and have created value in a wider awareness, for people and humanity. Tesco is devoted to handle problems by placing aims and measuring development together with them.
[bookmark: _Toc49265525]Customer Value
[bookmark: _Hlk24574411]Customer value is one of the theories that best voices consumer decision making. Its aim is to understand how consumers read product or service qualities and outcome of use into specific self-importance values (André Luiz M et al, 2007).  The customer value reassures several viewpoints on value evaluation and profitable value benefits (Paananen & Sepanen, 2013). Understanding customer choice is a factor that increase the ability to increase customer value. When an organisation has knowledge of its customers, customer satisfaction is easily achieved.
[bookmark: _Hlk25602675]Sahoo and Telang (2019), Customer perceived value over the years has realized a huge status due to its important place in studying consumer buying behaviour and for reaching a stable benefit in the competitive market. Customer Value are tactical weapon in drawing and maintaining customers and one of the extremely useful elements in the success of CRM schemes (Zeithaml et al., 1996; Parasuraman, 1997; Woodruff, 1997; Zeithaml, 1998).
Tesco customer approach have preserved concentration on delivering customers with valuable products. Tesco customers’ perceptions of quality and value have continued to develop all the way through out the turnaround, as a result more customers are advocating Tesco as the supermarket worth spending. Tesco customer deal is improved, with almost 10,000 different range of products restored in the UK. Considerably, this involves the operation of the roll-out of the entry-level creation stage in the UK, introducing eight new entirely at Tesco goods. These products present exceptional value and consumers are reacting positively. Tesco has increased a lot in customer approach in reaction to unpredictable market dynamic (Tesco Annual Report, 2019). 
Tesco preserves its marketing strategies to be prepared and utilized in requests of customers’ needs and performance interpretations. Equally, Tesco essential factor of an effective promotion approach is to reason in relations of the “consumption system” in which the products plays a role. Tesco ensures customer get satisfied after consumption of a product or service so that the customer recognised joining which impact to a return and a trustworthy customer that eventually recommend Tesco (Tesco Annual Report, 2019). 
[bookmark: _Toc49265526]Five Dimension of Customer Value
Customer perceived value is the extreme comprehensive used philosophies in marketing literature. It is held as the leading key to preserve businesses especially in high market competition. Consequently, realising its dimensions and the effects on customer attitude and behaviours develops significant for all marketers (Maas & Graf, 2008).  
The five dimension of customer value are undeniably significant. They all emphasis on the fulfilment of customers which lead to customer trustworthiness and to a sustainable business. Tesco is branded by its salutation, concern and trustworthiness that it inspires consumers. These values did not only empower the development of Tesco's main UK grocery trade business but also assist Tesco's awareness in new commercial zones, such as e-tailing, monetary services and non-food trading (Tesco Annual Report, 2019).
Customer Relationship Management (CRM) philosophy was made known to by Levitt in the 60s with the fundamental impression: ‘’ the raison d’etre of a business is to create and keep a customer’’ (Riadh et al 2014). CRM is not a change; it encourages handling a one -to -one considerate at a very large level. CRM combines technology and business tactics to offer customers with the products and services they request and willing to pay for. Refining CRM has developed a key urgency of every organisation as it has been known vital section for founding and preserving relationship with customers 
The five dimensions are all in one means or the other answering the questions of customers. Buyers buy to realise a necessity or requirement and if this is realized, the buyer becomes reliable to the company that accomplish the requirement. Therefore, it is very important to manage the relationship between the customers and the company. 
Below are the details of the Five dimension of customer value:
[bookmark: _Toc49265527]Conformance to Requirement
The 1st dimension of customer value is Conformance to requirement.  The ability to achieve what the customer is expecting from the organisation in terms of satisfaction. According to Arora C. et al 2013, this is also realized when production is followed by limitless advancement of happenings for effectively summiting to the requirements. Conformance at the manufacturing phase is a subgroup of the overall excellence description.  Conformance is self-importance for developments in realizing the requirements consequently, whatever produced should be in process and uniformity with the requirement. The capacity of any organisation to fulfil the anticipation of its customers to win their loyalty and preserve its brand business name is conformance to requirement.
For my study organisation, one of the factors that maximise Tesco capacity to withstand customer value is by being devoted to long term tactical relationship with supplier agents. Tesco support to finance in increasing the value of products and refining the efficiency of supply chain and had worked with suppliers to make a rational basis for example Brexit and Covid 19, looking for sustainability to preserve quality service and pleasing their customers ( Tesco Annual Report, 2019). Working closely with producers and dealers is very vital because the production procedure will be directed and supervised for the purpose of realizing the essential products. According to the study on Tesco annual report, they are working closely with the customers and have a knowledge of customer value requirement for a better fulfilment of conformance to requirement.
As a contrast or similarity to Tesco, Sainsbury is one company that offers products in a more expensive price but have similar quality products with Tesco. For this reason, Tesco is offering comparable products at a better price than Sainsbury. Tesco concentrate on identifying customers and meet the needs of customers first and also work reliably towards the community which make it possible to be at the top companies in the world of retail industry (Top 10 Retail Companies in the World, 2020). As of the review and inspection, Tesco will be rank 9 out of 10 for the first dimension.
[bookmark: _Toc49265528]Price and Brand
The 2nd dimension is recommended by Malik, M. E et al (2012), reasonability plays an important role in creating the customer satisfaction. Price and brand are one of the direct influences that affect customer satisfaction. When the price is reasonable, it affects the customer in a positive way but also the fairness can affect the customer satisfaction in a negative way. For example, when a product is known for a specific price and suddenly the price goes down, regular customers will be doubtful of the quality to buy it at the reduce price.
There is an obvious difference between the buyer’s profile of store brand and national brands. But there is no proof of any connection between demographic variables and national brands or store brands (Cataluna et al, 2007).  According to Tesco Annual Report (2019), Executives are repeatedly challenged with a position where they are required to plan if they want to go along the way of trading their brand with the highest margin or handle customers as a precious asset and concentrate on generating and preserving this asset. In addition to developing brand strength by offering low prices, Tesco also makes remarkably good use of information technology to communicate with customers on an individual basis.
Tesco have maintained offering customers with quality products at a better price. Tesco customers’ opinions of quality and value have continued to improve throughout the turnaround, and many referrals by customers as the best place to shop. Tesco customer offer is stronger, with almost 10,000 Own Brand products relaunched in the UK. Significantly, this consist of completing the roll-out of our entry-level product tier in the UK, introducing eight new ‘Exclusively at Tesco’ brands. These products offer exceptional value and customers are responding very positively (Tesco Annual Report, 2019).
High customer-perceived value means the correct brand impression left in the customers’ opinion, thereby influencing the consumer loyalty and regularity of buying again, indicating the importance of the brand. A customer will see a value-added product and perceived its importance compared to the previous product (Liu & Sun, 2015). 
As a contrast or similarity, Tesco’s products are almost the same or little different in price but with a better brand than Sainsbury. There are some products with better brands that Tesco offer in a reasonable price possibly or the same as Sainsbury.  Tesco online shopping significantly improving due to the most popular brand name in its sector and maintain customer loyalty. 
From my evaluation and opinion, I will rank Tesco 9 out of 10 for this dimension because it has been able to maintain its brand name and at the same time manage to offer a reasonable price of products to satisfy its customers and sustainable business. 
[bookmark: _Toc49265529]Product Selection
Product selection is the choice of product made by customer out of the available products that a company offers a customer. The process and procedure for controlling consumers through a complicated assessment process for selecting a product that fulfils required aesthetic and basic objectives. Example of the process that allows a consumer to select a fabric by thoroughly and effectively assessing a variety of colours and other reasons, such as, design and material creation. Excellent design does not just occur, except in nature. Instead, design includes a mindful, independent process of selecting and coordinating materials and ideas in a visually attractive way. Therefore, manufacturing companies tend to take competitive advantages by producing products with more valued elements, such as quality, flexibility or reliability (Dirisu Dr., et al 2013)
[bookmark: _Hlk26797961]Having different variety of products helps customers to make shopping easy as one would always have an alternative in case the preferred product is not available. Customers choice may differ in colour, design, package, quantity and quality. Therefore, Tesco has been working tirelessly to ensure that all customers will find the kind of products that satisfied their needs while there are basic standards for model choices, the most valuable device a customer has is his/her eyes. Customers are observant, have alternatives, identify things that please them, and consider why (Hansen, P. & Heinsbroek, H. 1979).
A contrast or similarity to Tesco could be Sainsbury. Tesco have a variety of products that have given their customers the opportunity to select preferred product at any given time. At any Tesco store, there are different products displayed to ensure that customers are free to make a choice. Sainsbury is similar in terms of having different choices given to their customers. Base on the assessment and observation, Tesco will be rank 8 out of 10.

[bookmark: _Toc49265530]Value Added Service
Customers are looking for more, and so value-added service are becoming an ever-important element for companies. According to David Laws (2014), In some cases, a value-added service is an extra thing that is offered to a customer at no added fee. At other times, the additional service is presented to an existing customer for an added fee. The real pricing arrangement for a value-added service usually base on whether the provider sees the service as an element that is aimed to establish a stronger relationship with customers or as a cause of extra income. 
Value added services is a mutual benefit for both the customers and the service providers. Customers can receive services above and beyond their essential requirements. Providers gain from an improved relationship with the client, which could transform into more revenue. These extra business services sometimes cost the company little extra but have the possibility to significantly improve the development and the reputation of the company. The transforming need of customers reflects the expectation of value-added services for essential needs by way of eradicating customer limitations (Khanna & Kumar 2015).
The value-added plan of Tesco has clearly indicated difficulties for other supermarkets. Tesco went to the extent of adding value to the online shoppers by delivering products to the customer’s door with a secure payment procedure.  PEST analysis reveals the Tesco is still solid to contend politically, economically, socially and technically and is well informed of its target customers and doing well too (Tesco Annual Report 2019).
For my study organisation Tesco, Tesco value added service is an element that has played a major role in their sustainability.  Tesco add values to their products in different ways to ensure customers get what they always want. 
Sainsbury is a comparation of value-added service to Tesco, yet still Tesco is above in maintaining and sustaining its customers when it come to value added service. As a result, Tesco will be rank 8 out of 10.
[bookmark: _Toc49265531]Relationship and Experience
It is very important for companies to meet their customers and have a better understanding of their needs. Customer relationship and experience should be well managed with efficient approaches and means for a sustainable business. According to Shavazi, et al (2013), Customer relationship management (CRM) has remained the most significant strategy for companies besides being the key element and in the centre of all marketing activities for every organisation due to the competitive environment. Concentrating and focusing on customer relationship management is a huge advantage of every organisation. The knowledge of what kind of activities, strategies and procedures by an organisation and how these activities can influence the performance is extremely important. These activities and strategies to interaction with customers can help to identify the impact of every customer to the organisation. It also helps organisation to know how well they are doing towards satisfying customers, customer expectations and increase customer retention. 
Club card is a strategy applied by Tesco to identify their customers and attracting shoppers from another supermarket. Tesco offers club cards to everyday shopping clients to get all the information needed. Club cards simplifies Tesco to store information about what they shop, rate of shopping, how much they spend, what product they shopped. Some companies even go beyond by dividing the most loyal customers among them selves to be responsible for all the customers transactions and services they required to effectively manage the relationship with their customers. 
In the case of Tesco, Tesco have worked hand in hand to create and maintain customer relationship and experience both with online shoppers and store shoppers. The understanding of customer want has strengthened Tesco to offer customers with what they expect and ensure good experience with first time shopper to repeat shopping and eventually maintain a smooth relationship. Therefore, Tesco could be rank 8 out of 10.
Having discussed all the 5 dimension of customer value above, here is the summary table below:
	Dimension of Customer Value
	Evaluation Ranking for Tesco
	Evaluation Ranking for Sainsbury

	1. Conformance to Requirement
	             9/10
	          8/10

	2. Price and Brand
	              9/10
	          8/10

	3. Product Selection
	              8/10
	          7/10

	4. Value Added Service
	              8/10
	           8/10

	5. Relationship and Experience
	              8/10
	           7/10

	              Total
	            42/50
	          38/50




[bookmark: _Toc49265532]Conclusion
From my analysis and ranking, Tesco offers better customer value base on the details of all the five dimensions of customer value and according to the ranking and profiles of retailers in the UK(2014), Tesco led in the most important retail sector which is food. Tesco emerge number 5 in the ranking of the world’s top 10 retailers. 
Tesco have huge factors that maximise customer value considering the reputation and customer service they provide to their customer. Tesco focuses on what is meaningful to their customers by acquiring knowledge of their customers. Maintaining better price of their product, improving brand and service quality. Also introduce their Clubcard and encourage online shoppers by giving the same value. 
[bookmark: _Toc49265533]The five Dimension of Service Quality
According to Malik, M. E (2012), Part of the key components which impact the customer satisfaction is the quality of service; Quality of service is not only an essential element of customer satisfaction in manufacturing industries but also in-service companies. Tangibles, reliability, assurance, responsiveness and empathy are five dimensions that construct the service quality.
Customers are the sole judges of service quality, they asses the service received by evaluating it with the service they wish. Organisations can attain solid status for quality service only when it constantly meets up customer service expectations. This can be met when service providers know what customers’ expectations are. All 5 dimensions are very important, but some are more important than the others. Below is a diagram that detail the 5 dimension of service quality (Chris Arlen, 2008).
[image: The 5 Service Dimensions relative to each other]
(Arlen, C. 2008)

[bookmark: _Toc49265534]Reliability  

[bookmark: _Hlk25791119]According to Chris Arlen, (2008), the 1st dimension of service quality recommended that to be reliable, whatever you said that you will do have to be done when the time comes just as you said.
Customers want to rely on their service providers because they value that trustworthiness.  Service providers invest on finding out what their customers value because that gives them the capability to execute the promised service without fail and exactly. Customers significantly value reliability than having polished brand-new products because that polished new equipment might not be what was promised, but service providers need to be reliable and provide refined brand-new products as well. Tesco employee are trustworthy, honest, and reliable in dealing with their customers because there are policies and procedure laid for them to follow and there is also a consequence for not adhering the rules. 
[bookmark: _Toc49265535]Responsiveness 
[bookmark: _Hlk30154754]The 2nd dimension of service quality recommends the responsiveness of the service providers. The readiness, willingness and eagerness of service providers to assist customers and provide timely service. The fact that organisations ensures to provide what the customers expect it is also very important to be make the customers feel welcomed and important. One-time customer becomes a repeat customer when made feel welcomed and important on top of providing what they expect (Leonard, Valarie & Parasuraman, 1990). Tesco provide responsible staff who are always fully prepared to serve their customers by providing indoor and outdoor trainings of customer service.
[bookmark: _Toc49265536]Assurance
[bookmark: _Hlk30158592]The 3rd dimension of service quality recommends organisation to be assurance to their customers.  Service providers should ensure that their employees have the knowledge and courtesy of what is expected from them and how to present that package of expectation to the customers. Customers need to be confident that they are receiving a quality service from a trustworthy service provider who know the value of customer time and requirements (Leonard, Valarie & Parasuraman, 1990). Consequently, Tesco ensures that their staff have knowledge of almost all the products it sells, so that they will only assure the customer with the right information of the product to better secure return customer.
[bookmark: _Toc49265537]Empathy
The 4th dimension of service quality proposes organisations to provide considerate employee as service providers to customers. Customers are different in all aspect therefore service providers should be mindful in the way every customer is treated. Each individual customer needs their own way of attention to satisfy their needs. There is no empathy in the quality of service If a customer who is blind is expected to read and understand a flyer or an old woman to stand on a queue for an hour or two (Leonard, Valarie & Parasuraman, 1990). Therefor, Tesco is very considerate when it comes to recruitment to serve a little better to their customers. 
[bookmark: _Toc49265538]Tangibles
The 5th dimension of service quality recommends tangibility. The physical presence of assistance, equipment, employees and communication materials is a significant impact of customer satisfaction. This refers to the customer receives quality service from the service provider only when there is a physical presence that proves the reliability.  (Leonard, Valarie & Parasuraman, 1990). Tesco have proven to be one of those retailers that provide tangible or physical support to its customer by assisting customer to find their products, and during self service as well. (Tesco Annual Report, 2019)

[bookmark: _Toc49265539]Gaps in Service - Servqual
According to Shahin and Samea 2010, Executives in the service sector are in rising tension to prove that their services are customer-focused, and that continuous execution improvement have been generated. The fact that budgetary and means limitations in which service organisations must manage it is important that customer expectations are well recognized and assessed and that, from the customers’ perspective, any gaps in service quality are identified. This information then assists a manager in finding cost-effective methods of ending service quality gaps and of highlighting which gaps to focus on – a crucial judgment provided inadequate means.
[bookmark: _Hlk30597823]Customer perceptions are needed to be met and improved. It requires from organisations to review the behaviour of their current and prospect customers and to create systems and projects to give exceptional customer service (Dudovskiy, 2012).
 Gap1
[bookmark: _Toc49265540]Customers’ expectations versus management perceptions: The result of this gap is the absence of a marketing research orientation, insufficient higher communication and too many levels of management. The ability to go beyond customer expectations and to ensure customer satisfaction, service providers management needs to come up with a transparent and perfect awareness about customer expectations. The unavailability of such information produces a gap that can be one of the key justifications for service customers not being satisfied (Dudovskiy, 2012). Therefore, organisations that have the absence of effective marketing research team to ensure the right procedure of marketing has been done and communicated effectively leads to delivering dissatisfied results. 
Gap2
[bookmark: _Toc49265541]Management perceptions versus service specifications: Lack of dedication to service quality, a perception of unlikelihood, insufficient task regulation and lack of setting goals. Even if management accurately perceive customer expectations there are still the possibility of customer discontent that can be caused by the gap in planning quality of the service according to customer expectations (Dudovskiy, 2012).  Organisations that lack the focus on delivering quality service by ensuring that task are allocated to responsible people and targets and deadline are given as well for a better outcome leads to dissatisfaction of customers. 
Gap3 
[bookmark: _Toc49265542]Service specifications versus service delivery: Lack of confidence in responsibility and tension, poor employee-job fit, and poor technology-job fit, improper management control systems, lack of perceived control and lack of teamwork.  Another possible spot for customer discontent connects to the failure of effectively precise quality service due to several causes, including unskilled staff, and ineffective working situation (Dudovskiy, 2012).  Lack of enrolling skilled and knowledgeable employees for a precise service and lack of taking the responsibility to provide a conducive working environment for a better-quality service causes a huge gap. 
Gap4
[bookmark: _Toc49265543]Service delivery versus external communication: Inefficient flat communications and tendency to over-promise.  In cases where service company employees have appropriate skills and committed to offer effectively precise quality service, yet customers may be left unsatisfied due to external factors. External factors that directly or indirectly influences the society, environment and circumstance which has immediate impact to the customer is possible to lead an unsatisfied customer (Dudovskiy, 2012).
Gap5 
[bookmark: _Toc49265544]The discrepancy between customer expectations and their perceptions of the service delivered: because of the influences exerted from the customer side and the gaps on the part of the service provider.  In this case, customer expectations are influenced by the extent of personal needs, word of mouth recommendation and past service experiences.  Lastly, one of the common causes for customer dissatisfaction in service sector relates to the gap between what customers expect from the service and what they think they have received (Dudovskiy, 2012).
[bookmark: _Toc49265545]Conclusion
The fundamental reasons that impact organisations capacity to increase customer value is the understanding of customers’ needs to improve and deliver quality product and service which relies on every member of the organisation regardless of their designation. A successful organisation focuses on their customers to find out what their expectation is because a customer will not come back to the organisation that do not provide their expectation.
The five dimension of customer value are not the only elements the influence the ability of the organisation but also customer overall experience of the organisation. Employees require to engage with the customers wisely and with extreme care and competence to look forward to delighted and loyal customers. 
Knowledge of the gaps are as important as any other strategic means to satisfy customers. This leads to being able to tackle issues that bridges the gap between the customer and the service provider. Therefore, it is very important for every organisation to engage and provide the best experience to customers by understanding or having knowledge of their customers value or expectation for productivity and sustainability.
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