
Student Name:              Agnieszka Joanna Iwanowska
Student Number:          1805830
Module Number:          BMSW5103_LON
[bookmark: _GoBack]Module Title:   Understanding and Engaging in the Customer Experience 
Lecturer:                       Dr Kenny Tang








Understanding and Engaging in the customer experience 


Table of Contents
Introduction	4
Part 1	4
5 dimensions of customer value	4
Explanation of each dimension	6
Apply to TESCO	7
Ranking for each dimension of customer value	8
Repeat for all 5 dimensions	9
Summary table	10
Conclusion	11
Part 2a	11
5 dimensions of service quality	11
Explanation of each dimension	12
Apply to TESCO	13
Ranking for each dimension	14
Repeat for all 5 dimensions	15
Conclusion	16
Part 2b	17
Gaps in services	17
Explanation of each Gap	18
Apply to TESCO	19
Ranking for each dimension	20
Repeat for all 5 dimensions	20
Summary	21
Part 3	21
Overall Conclusion	21
References	22



[bookmark: _x7dy83fjbewv][bookmark: _Toc28342980]Introduction
It is very significant for organisations to effectively understand the needs and requirements of the customers. It benefits them to effectively enhance the quality of the services and it can enhance customer satisfaction (Ofek et al., 2018). Thus, the services help them to add value to the customers and quality of the services helps the organisation to attract more customers which leads them to build a strong customer base. It is very crucial for the organisation to understand the quality process as it benefits them to enhance the positive experience of the customers and profitability. It is very significant for the organisation to enhance their ability and capability to enhance the customer value as it leads them to improve their profitability (Rihova et al., 2015).
In this study, the evaluation of customer value and quality services of TESCO which is a UK based retail organisation that offers groceries and merchandise to the customers will be discussed. The organisation has several grocery stores and supermarkets operating in cross- border countries. Apart from that the understanding of the quality system of the organisation will be analysed. Thus, an evaluation of the experiences of the customers with the utilisation of the services of the organisation will be done. Alongside, the factors which have an impact on the maximisation of the experiences and value of the customers will also be one. 

[bookmark: _frmj7fwi9qn9][bookmark: _Toc28342981]Part 1
[bookmark: _hvi4d6uwvecu][bookmark: _Toc28342982]5 dimensions of customer value
Accessibility 
It is the major dimension which affects the ability of the organisation to increase customer value. The accessibility of the services and products to the customers is the leading factor which influences the satisfaction and value of the customers (Zhang et al., 2017). It is very significant for the organisation to take their service easily accessible to the target customers. Thus, the organisation is required to ensure that the buyer hare being able to identify and access their service and products successfully. It is important to make sure that the organisation is able to reach out to their target customer effectively so that they can communicate their issue and feedbacks which help the organisation to further improve their service and products (Hsiao et al., 2016). 
Personalised services
The personalisation factors of the services which the company offers to the customers is also a significant factor which helps in adding value to the customer. It would allow the organisation to improve its ability to attract more customers and maximise their customer value. Thus, it would benefit the organisation to build a good customer base (Payne et al., 2017). 
Convenience 
The convenience of the service to use by the customers also adds value to them. It is a significant dimension which is required to be considered by the organisation to effectively offer their services (Xu et al., 2015). It is an important element of a constructive and positive experience of the customers. It impacts the way customers make their buying decision. Thus, it enables the organisation to enhance its customer engagement.
Employee training 
The training and development of the employees is also a crucial factor which should be required to be considered by the company (Sweeney et al., 2015). A good and effective workforce would help the organisation to successfully offer quality services to the customers. It helps in enhancing the customer value which results in the development of a strong customer base. Apart from that he productivity eel of the organisation also enhanced with the effectiveness of the employees and team. 
Deliverability 
The deliverability of the services and products is also a significant factor which influences the customer value and experience (Ali and Raza, 2017). Thus, the organisation is required to make the successful delivery of their products and services so that the overall experience of the customer from the company can be increased. It would help the company to build a good brand image in the market which lea them to successfully improve their profit margin. Thus, the shipping and delivery should not be delayed by the organisation as it may hamper their brand image and customer base. 

[bookmark: _3i1z9iqdjhcy][bookmark: _Toc28342983]Explanation of each dimension
There are several dimensions of customer value which influences the ability of the organisation to enhance their customer value. Therefore, it is the accessibility of the product has a deep impact on the behaviour of the customers in order to buy a product and services. Thus, this factor help the customers to make their decision on purchasing products. Accessibility refers to make the product and services accessible to the customer. The organisation are required to enhance the effectiveness of the supply chain management so that they would be able to effectively make the products accessible to the customers. The organisation can utilise a range of methods like social media platforms, internet and so on which would allow them to effectively communicate with the customers (Maruli and Tang, 2018). 
Apart from that, the personalisation of the service and product is referred to developing and providing services and products to the customs which help them to satisfy their personalised needs and requirements. The organisation is required to understand and identify the needs and requirements of the customers so that they can improve their product accordingly which leads them to generate a high degree of satisfaction of the customers. Thus, it would benefit the organisation to gain the trusted loyalty of the customer. The image of the organisation in the market would also improve which results in the profit maximisation and expansion. 
On the other hand, the convenience of the customer in order to use the service and products impact the experiences and behaviours of the customers. The organisation should strive to develop their products and services which are convenient to the customers. Thus, with the help of the consideration of this factor the positive experience of the customers can be generated. Therefore, it has several variables that are given below; 
Decision conveniences: it refers to the convenience of the customer to make a quick decision regarding which company they should choose. 
Access convenience: it refers to the easy accessibility of the store 
Benefits convenience: it deals with the benefits the customer generates with the utilisation of the products and services. 
Transaction convenience: It refers to the easy transaction of the payment from the customer to the organisation (Hamari et al., 2017).
Post- benefit convenience: It refers to the effectiveness of the organisation to handle the issue of the customers that is returns and replacements. 
Apart from that the training and development of the employees are also required to be considered by the organisation which help them to generate the maximum level of satisfaction from the customers. Thus, it leads the organisation to ensure success in meeting the objectives. 
Therefore, the organisation is required to enhance the effectiveness of their operation and function so that they can quality deliver their products and services to the customer which adds value to them. Thus, the consideration of the motivation need theory is very significant as it helps the organisation to effectively analyse the needs and requirements of the customer and employees so that better services can be provided which lead in the enhancement of the overall experience of the customers (Lăzăroiu, 2015). 
[bookmark: _4pnkefsq5nkc][bookmark: _Toc28342984]Apply to TESCO
TESCO required to apply all the dimensions of customer value within their organisation. It would help them to attract more customers. Tesco is required to improve their accessibility to the customers so that they can make their products easily accessible to the customs to use. The organisation is required to expand their business so that they would be able to reach out to a larger section of the customers. Apart from that, the effectiveness of the website of the organization also helps the company to make themselves accessible to the customers the buyers can communicate with the organisation regarding their issues and give them feedback which the organisation can listen to and take action to mitigate the issues of the customers. It would help the organisation to enhance the experience of the customers.
Apart from that, the organisation should provide the facility of personalisation to the customers. It would help the organisation to efficiently display the relevant commercials and products to the target customers. It ensures customers engagement which benefits the organisation to build an effective customer base. Thus, Tesco would be able to retain more customers with the consideration of this dimension.
Tesco is also required to provide convenience to the customer with the help of several strategic implementations. Thus, enhancing customer services would help the organisation to offer convenience to the customers. The payment transaction should be hassle-free and the delivery of the product should be done in time. Apart from that, the organisation is required to offer post- benefit convenience to the customers. They required to effectively listen and understand the issues of the customers and take effective measures which would help them to win the trust and loyalty of the customers. Training and development of the employees are also very significant for the organisation as it allows them to enhance the skills and effectiveness of the employees in order to meet the objectives. It ensures coordination and communication within the organisation that helps in enhancing the overall productivity level of the organisation.
Tesco is required to innovate and improve their supply chain management which would help them to timely delivery of its products to the customers. Thus, it is beneficial for the organisation as it ensures customer engagement. Timely delivery of the products helps the organisation to enhance its reputation in the market which leads them to maximise their market value. 
[bookmark: _p5adaydurt8k][bookmark: _Toc28342985]Ranking for each dimension of customer value

	Dimension 
	Ranking 

	Accessibility 
	7

	Personalised service 
	6

	Convenience 
	8

	Employees training 
	7

	Deliverability 
	8


Table 1: Ranking for each dimension of customer value
(Source: Kaura et al., 2015)

From the above table, it can be seen that the ranking of the dimension within Tesco is adequate at the organisation consider all the dimensions of customer value within its business. It helps the company to successfully reach its objectives and ensure the sustainable growth of the organisation. Therefore, the meaning of the accessibility in Tesco is 7 as the organisation has been successful in making themselves and their services and products available access to the customers. Thus, the organisation strives to make their products accessible to the customer through expanding its business overseas and cross- border nations. Alongside, the ranking of the personalised services aspects of the organisation in order to develop their products as per the requirement of the customers. The personalised facility which the organisation offers to the customer enables them to keep their customers engaged and build an effective customer base. It helps organisations to stand out from the competition and win a competitive edge. 
Tesco highly considers the training and development of the human resources, with the help of an effective leadership style the organization strive to motivate its employees that helps in enhancing the productivity and efficiency of the customers. Thus it contributes to the fulfilment of the objectives and goals of the organisation. Thus, the aspect of deliverability is also required to be considered by the organisation as it allows them to ensure the loyalty and trust of the customers. It improves the goodwill of the organisation in the market. 
[bookmark: _b6hdl3ifnuqx][bookmark: _Toc28342986]Repeat for all 5 dimensions
It is very significant for organisations like Tesco to consider and apply the dimension of customer value within its strategic implementation. It allows the organisation to ensure customer engagement and gaining the trust and loyalty of the customers. It is beneficial for the organisation to improve its accessibility of the products as well as the company to customers in the market. It helps them to improve their brand image in the market. Thus, the development of the human resources is can also be done through training. It benefits in keeping the employees satisfied which leads to the enhancement in the retention rate of employees (HASSAN, 2017). 
Proper and timely delivery of the products and services that enable the organisation to maintain a good image in the market. It benefits them to gain the trust and loyalty of them along with that the achievement of the competitive benefits can also be ensured. 
[bookmark: _esombyfdpnb4]

[bookmark: _Toc28342987]Summary table

	Basis 
	TESCO 
	Sainsbury 

	Accessibility 
	The image of Tesco in terms of accessibility is very high as they strive to make their products accessible in the market to the products. The extensive expansion process by the organisation helps them to ensure their accessibility to the customers. 
	Sainsbury has also strived to keep the products accessible to the market. Thus the ranking of the company in the context to the accessibility is 5. The expansion process of the organisation is relatively lesser than TESCO. Therefore, there is a need for the organisation to enhance their expansion process.

	Personalised service 
	In personalised services, the ranking of Tesco is6. It is required for the organisation to need the 
	The organisation raking in respect to personalised services is 5. Thus, it is important for them to enhance their personal services providence to the customers. 

	Convenience 
	The convenience aspect within the organisation is ranked 8 which makes the organisation maximise its customer’s value 
	The ranking of convenience is 7. Thus, effective management is required in order to enhance the effectiveness of the convenience of the services. 

	Employees training 
	The training of the employees is ranked 7 within Tesco. It helps the organisation to effectively implement strategies with the effectiveness of the human resources. 
	The employees training dimension within Sainsbury is ranked 6. Thus, consisting of a range of training development programs is necessary. 

	Deliverability 
	The deliverability of the organisation is ranked 8. Therefore, the effective supply chain management of the organisation helps them to timely deliver the product in the market. 
	The deliverability of the Sainsbury allows them to effectively enhance their customer value. It is ranked 7 as compared to the Tesco.


Table 2: Summary table
(Source: Kaura et al., 2015)
[bookmark: _hfvmso83cp3w][bookmark: _Toc28342988]Conclusion
From the above study, it can be concluded that it is very significant for the organisation to consider all the dimensions of customer value. It benefits them to enhance the experiences of the customer which leads them to build an effective customer base. Thus, with the help of the several dimensions of the customers’ value, Tesco would be able to ensure its customer retention. Thus, the overall profitability of the organization would also enhance. It would help them to win a competitive edge in the market
[bookmark: _fhv25lsziamk][bookmark: _Toc28342989]Part 2a
[bookmark: _ej4jtiap2410][bookmark: _Toc28342990]5 dimensions of service quality
Tangibility 
It is the major dimension of service quality. It refers to the appearances and the physical facilities of the services (Kaura et al., 2015). Thus, the organisation is required to effectively consider this dimension within its organisation as it enhances the quality of the services. The communication material also comes under this dimension. 
Reliability 
Reliability refers to the ability of the organisation to perform the services accurately and dependably. It is very significant for the organisation to consider the reliability of the service. It helps them to win the trust of the customers so that the overall customer base can be ensured. It helps in the better retention of the customers. The company would be able to ensure a good brand image in the market with the effective consideration of the reliability dimension (Badarch and Zanabar, 2017). 
Responsiveness 
Responsiveness dimension rise to the willingness of the organisation to provide help to the customers in case of any issue as well as the providence of prompt services to the customers. Thus, it is very significant for the organisation to ensure the effectiveness of the customer service. It helps them to generate a high level of customer satisfaction which enables the organisation to retain more customers. Thus, with the effectiveness of the after-sales services of the organisation the overall enhancement in the sale volume can also be enhanced with the help of mouth of word promotion. 
Assurance 
It refers to the knowledge as well as the courtesy of the employees within the organisation. It means their ability to effectively convey the trust and confidence to the customers. The organisation is required to effectively consider the assurance dimension as they strive to provide best quality services to the customers. Thus, the organisation can enhance its assurance through conduction of several training and development programs. It helps in enhancing the knowledge and trust of the employees. 
Empathy 
It refers to caring as well as individualised attention which the organisation provides services to the customers. Thus, every organisation is required to consider this dimension within its business as it helps them to enhance the quality of the services (Hussain et al., 2015). 
[bookmark: _lk7pz3a4ooel][bookmark: _Toc28342991]Explanation of each dimension
The tangible dimension of the quality services helps the organisation to ensure the quality providence of the services. Thus, the organisation can consider the theory of total quality management theory which would help them to effectively incorporate all the dimensions of the quality services and enhance the effectiveness of the service which they provide to the customers (Aquilani et al., 2017). Thus, total quality management is a constant process of detecting as well as eliminating the errors and issues within the manufacturing and supply chain management streamlining. It helps in the improvement of customer experiences. The organisation would be able to enhance the speed and effectiveness of the employees with the help of training and development. With the consideration of this theory, the organisation puts emphasis on the involvement of all the parties and department within the organization so that the overall quality of the final service and product can be enhanced (Hobfoll and Freedy,2017).
Apart from that the organisation also puts focus on the reliability aspect of the business. It leads the company to increase its market value. Thus, the overall performance of the company also improves. Sustainable development can be ensured which would lead the organisation to expand its business to cross border nations and reach out to a larger section of the customers. Thus, it is very significant for the organisation to be responsive to the needs and requirements of the customers. It benefits the organisation to effectively listen to the requirement of the customer can strive to provide positive responses and take action and measures to mitigate their issues. Effective communication is significantly important between the customers and the organisation as it enhances the experience of the customer a well as it also helps in the further development of the services and products so that quality products can be consistently provided to the customers (Psomas and Antony, 2017). 
[bookmark: _e0p2pk5flhtf][bookmark: _Toc28277669][bookmark: _Toc28342992]Apply to TESCO
TESCO required applying all the dimensions of service quality within their organisation in order to derive their overall business and managerial success. Through providing effective service quality the organisation would be able to create proper customer oriented business environment in their organisations structures. However, in accordance with the managerial point of view the organisation needs to make some certain improve in their overall service quality. In accordance with the using of tangible dimension of the quality services the organisation is able to ensure the quality providence of the services (Ali and Raza, 2017). With the application of this particular quality TESCO would be able to consider the theory of total quality management or TQM, theory that would used to  provide relevant help them in order to effectively incorporate all the dimensions of the quality services and enhance the effectiveness of the service the customers. For the purpose of providing the relevant focus on the overall customer’s experience the organisation TESCO needs to make some efforts on the aspects of reliability through providing relevant support of training programme to the employees.  In order to provide relevant support on behalf of the customers’ requirements the organisation needs to implement the overall strategy of responsiveness dimension in order to provide essential support and help to the customers in case of any issue as well as the providence of prompt services to the customers. Along with those the organisation needs to take proper effectiveness while providing some efficient support on behalf of the empathy. 
[bookmark: _Toc28277670][bookmark: _Toc28342993]Ranking for each dimension 
	Dimension 
	Ranking 

	Tangibility 
	8

	Reliability 
	7

	Responsiveness 
	9

	Assurance 
	6

	Empathy 
	7


Table 2: Ranking for each dimension of service quality
(Source: Developed by the Researcher)

With the using of this above table, it can be seen that the ranking of the dimension within Tesco is adequate in order to consider all the dimensions of service quality within its business. Through the use of those effective service qualities the organisation is able to get their overall business success in accordance with its relevant visions. According to the evaluation of overall service quality along with the use of ranking process, it can be concluded as a result that the present tangibility of the organisation is holding the rank of 8 because TESCO has effectiveness in their overall  appearances and the physical facilities for providing their relevant services. Along with such the organisation was ranked 7 on behalf of the reliability. The reliability is basically used to refer to the overall ability of the organisation in order to perform the services accurately and dependably (Tamura et al., 2019). It is very significant for the organisation to consider the reliability of the service. It helps them to win the trust of the customers so that the overall customer base can be ensured. It helps in the better retention of the customers. On behalf of the overall responsiveness the organisation was scored as 9 because it is used to present the facts of relevant willingness of the organisation in order to provide relevant support and help to the each level of customers in case of any issue as well as the providence of prompt services to the customers. However, in the case of assurance the organisation scored as 6, as it knowledge as well as the courtesy of the employees within the organisation. It means their ability to effectively convey the trust and confidence to the customers. However in case of TESCO, the organisation is not able to provide effective support to their customers in order to get completion of their overall organisational objectives (Upadhyai et al., 2019). 
[bookmark: _Toc28277671][bookmark: _Toc28342994]Repeat for all 5 dimensions 
It is considered as the most significant and essential for organisations TESCO in order to measure and evaluate the overall dimension of service quality of the organisation along with the implementation of effective and efficient managerial and operational strategies of the organisation. With the using of particular strategy in accordance with those effective dimensions the organisation would be able to make proper ensure about the customer engagement and gaining the trust and loyalty of the customers. It is considered as one of the beneficial factors for the organisation in order to make effective improvements to its accessibility of the service as well as the company to customers in the market. With the use of effective managerial qualities relating to service, TESCO is able to make development their overall value of goodwill in a competitive marketing environment. 
Summary table 

	Basis 
	TESCO 
	Sainsbury 

	Tangibility 
	The overall value of Tesco in terms of tangibility is very high as they strive to make their service accessible in the market. With the use of extensive expansion process by the organisation would be able to provide effective service to their customers (Hamari et al., 2017).
	On behalf of the ranking of the company in the context to the tangibility it was scored as 5. The expansion process of the organisation is relatively lesser than TESCO. Therefore, the organisation needs to enhance their overall service quality.   

	Reliability 
	In reliability, the ranking of Tesco is 7. It is required for the organisation to implement some effective strategy on behalf of their reliability. 
	The organisation raking in respect to reliability is 5. Thus, it is important for them to enhance their level of reliability in order to providence support to the customers. 

	Responsiveness 
	The level of responsiveness aspect within the organisation is ranked 9 which make the organisation maximise its customer’s value regarding the responsiveness. 
	The ranking of responsiveness is 7. Thus, effective management is required to enhance the quality of responsiveness. 

	Assurance 
	In order to provide assurance to the customers it is ranked 7 within Tesco. It helps the organisation to effectively implement strategies with the effectiveness of the human resources. 
	The assurance within Sainsbury is ranked 6. Thus, the organisation needs to implement some effective strategies for their overall service assurances. 

	Empathy 
	The overall level of empathy of the organisation is ranked as 7. Therefore, the effective supply chain management of the organisation helps them make proper level of empathy towards the customer’s effectiveness (Kaura et al., 2015). 
	The level of empathy of the Sainsbury allows them to effectively enhance their customer value. It is ranked 7 as compared to the Tesco.  



[bookmark: _acwqs62pua1z][bookmark: _Toc28277672][bookmark: _Toc28342995]Conclusion
It can be concluded from the above discussions that the overall level of service quality for the organisation TESCO, it is very essential for the organisation in order to consider and evaluate all the dimensions of service quality. With the use of effective service qualities and benefits the organisation would be able to enhance the experiences of the customer which leads them to build an effective customer base. Thus, with the use of those above mentioned, several dimensions of the service qualities the organisation, Tesco would be able to ensure its customer retention. Thus, the overall profitability of the organization would also use to expand and to provide relevant help them to win a competitive edge in the overall marketing environment. 
[bookmark: _Toc28342996]Part 2b
[bookmark: _Toc28342997]Gaps in services
Trustworthiness
Trustworthiness is one of the most effective elements for an organisation to bridge the gaps in providing services. This can be considered as a staircase for organisational growth that can be accomplished only with the help of gaining customers' trust (So et al., 2016). This may help the respective organisation enlarging the base of customers and further enhancing the scale of financial turnover.
Reliability
Reliability can be defined as one of the significant organisational capabilities for performing towards and providing services to its customers with a greater accuracy. This is considered as an element of increasing the level of trust for an organisation. Along with the implementation of reliability standards at all levels in an organisation, it can be seen that the company may be able to impose a strong brand image within the operating market (Kunz et al., 2017).
Service Quality
Service quality is the major factor that helps and organisation in retaining it's customer for a longer period. This can be achieved by deploying the most skilled and experienced people towards providing services and performing after-sales services accurately (Chathoth et al., 2016). Relating to this, it can be stated that the respective organisation can achieve service quality to a greater extent by maintaining the quality of raw materials.
Customer Orientation
Customer orientation and relative strategies may help and organisation in fulfilling the entire base of aspirations and expectations of customers. Therefore, it can be stated that if an organisation has developed strategies and relative actions being oriented to its customers at a higher level, it can be seen that the respective company can be able to gain a huge base of customers and the scale of potential customers can also be increased. Customer orientation is effective for meeting the level of customer satisfaction for an organisation and that can help the company to attract a huge base of people (Thakur, 2018).
Communication
Effective communication and the relative system is important for an organisation to build up interpersonal relationships with its customers. The effectiveness of communication of an organisation can be evaluated through the frequency of responsiveness towards its customers.
[bookmark: _Toc28342998]Explanation of each Gap
Due to the increasing level of competitive advantage for Tesco, it can be seen that the scale of aggressive business has been increasing in the respective company. As per this reason, the company has been facing different types of gaps related to its personal financial operations along with annual turnover (Lemon and Verhoef, 2016). The increasing level of success along with competency of the considered business has decreased the level of competition as well as relative threats. This has been creating the gap related to trustworthiness of the company. 
Reliability has come to a question for Tesco due to the decreasing level of product quality. This is because of the huge base of suppliers, in which some of the inauthentic suppliers are also existed who are not being audited before being deployed. In addition to this, the level of service quality is also decreasing in the case of Tesco as it has been aiming at increasing the level of financial turnover. This may be leading the company to compromise with its operational qualities (Chathoth et al., 2016).
The level of communication and customer orientation of the considered company has been decreasing, which may be seen through the responsiveness of the company towards its customers.


[bookmark: _Toc28342999]Apply to TESCO
Trustworthiness
In the case of Tesco, it has been seen that there are huge rate of Trust-related issues with respect to providing services to its customers. The trust gap has been seen Tesco in the case of its personal finance-related performances. As it has been known that the respective company is having a huge base of market share, it can be stated that it is operating the respective business with an enlarged base of employees, suppliers, and customers. This is indicating that the respective company is running its business functionalities with aggressiveness. Therefore, it can be seen that the level of threats from market competition is comparatively lower for the company as Tesco is having a larger scale of business experience. The trust gap has been created due to the lack of suppliers’ bargaining power for the company. This is because of choosing any supplier without scrutinising their authenticity. As per this reason, it can be seen that the company is having issues in its financial turnover.
Reliability
Reliability is one of the major issues that currently faced by Tesco due to the non-improving range of audit of the operations that are taken into account by the company. In this case, it can be stated that the respective company may require to accumulate a huge base of qualified raw materials. With the assistance of this, the respective company may be able to gain a higher level of brand loyalty from its customer base.
Service Quality
Quality of services is another significant aspect for mitigating service-related gaps for the respective organisation. In this case, Tesco may have the requirements to provide an adequate level of after-sales services to its customers so that there is no issue regarding the fulfilment of customers' needs. As it has been known that the level of competition is comparatively lowered for Tesco, it can be stated that the respective company is having a lower level of threats from the bargaining power of its customers. This may lead the respective company towards a compromise with Service Quality for increasing the level of financial inflows.
Customer Orientation
In accordance with the lowest level of threats from customers' bargaining power, it can be seen that the respective organisation is operating the entire business aggressively. Relating to this, Tesco is adopting and implementing strategies as well as actions in relation to the needs and orientation of the respective organisation instead of the orientation towards its customers. This may lead the respective organisation towards a diminishing level of customer satisfaction due to the not fulfilling their aspirations and expectations.
Communication
Communication may help an organisation to develop and maintain the effectiveness of interpersonal relationships with its customers. Nonetheless, the increasing level of aggressiveness in the business operations of Tesco is leading the organisation towards an aggressive communication system as well. This may be adversely affecting relationships between customers and Tesco in the case of delivering services.
[bookmark: _Toc28343000]Ranking for each dimension

	Gaps
	Ranks

	Trustworthiness
	5

	Reliability
	4

	Service Quality
	4

	Customer Orientation
	5

	Communication
	6



Table 3: Ranking on Every Dimension related to Service Gaps
(Source: Developed by the Researcher)
[bookmark: _Toc28343001]Repeat for all 5 dimensions
It is considered as the most significant and essential for organisations TESCO in order to measure and evaluate the overall Gaps in services. With the implementation of effective and efficient managerial and operational strategies relating to the level of gaps in service the organisation would be able to derive overall managerial success relating to their visions (Demir et al., 2015). With the using of effective trustworthiness the organisation TESCO would be able to derive their customer’s trust along with the level of reliability. Through the using of efficient service quality in overall customer orientation program the organisation can get completion of their overall managerial qualities in an effective and efficient manner. 
[bookmark: _3ru4q7nnrmm9][bookmark: _Toc28343002]Summary
The identified gaps related to services provided by Tesco have been indicating that the company is having a huge base of customers and suppliers. Therefore, the respective organisation is having a lower level of rivalry from its competitors and that has been increasing the level of aggressiveness of the company. In this case, it can be stated that the effectiveness of the company is decreasing due to its negligence towards achieving customer satisfaction.
[bookmark: _Toc28343003]Part 3
[bookmark: _Toc28343004]Overall Conclusion
After studying and analysing all the relevant facts about the above mentioned topic it can be concluded from the above discussion that Understanding and Engagement of the customer experience is considered as one of the relevant fact for the overall organisational objectives. This report is particularly based on this particular topic and the overall application of this fact on the organisation TESCO. In the first part of this report it is used to describe the overall viewpoint about the different dimensions of customer value and the impact of such on the organisation TESCO. In the next part of this report it is presenting the overall view regarding the dimensions of service quality and also the application of such on the organisation TESCO. At the ending part it is providing the relevant details about another dimension of relevant gaps of service, which is normally faced by an organisation during the performance of overall operational strategies. 


[bookmark: _iijvq9bwk191]
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