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[bookmark: _Toc28029117]Introduction
Companies give importance to customer experience and engagement. A company which succeeds in offering quality service to customers enhance customer experience. On the other aspect, a company needs to have the ability to engage customers in its decisions. It can be conducted through various measures such as maintaining contact with customers, making decisions following communication with customers, assessing customer issues and problems. Companies such as Tesco, Sainsbury constantly attempt to improve, modify strategic management to improve customer experience. A company that attempts to stress on customer engagement would have high opportunity to attract customers. Companies need to focus on certain fundamentals to engage customers. It would be helpful to retain customers and acquire customer loyalty. As stated by Lemon and Verhoef, (2016), companies need to give importance to customer value, service quality and service gaps to engage customers and improve customer experience in the process. Since Sainsbury is one of the most popular brands when it comes to supermarket chains, it is necessary for them to bring their best foot forward in order to hold on to their position of one of the market leaders in this widely competitive market. Therefore, adapting practices which are effective in customer engagement is regarded to be necessary by the company. The procedures which may be adapted by the company has been tried to be described in this section. 
[bookmark: _Toc28029118]Part 1 Customer value 
It is worth stating that a company needs to make effort to give value to customers through various measures. Chiefly speaking, five dimensions of customer value are present, conformance to requirement, product selection, price and brand, value added service, relationship and experience, relationship and experience. Customer’s value is important because it is related with the satisfaction in order to customer’s requirements (Lanier and Hampton, 2016).
[bookmark: _Toc28029119]Conformance to requirement 
Each and every organization tries to satisfy customers through their products or service. As pointed out by Lanier and Hampton (2016), a company needs to make effort to manage and improve business. A company that fails to adapt and modify its services would experience loss to a significant extent. For the purpose, a company needs to have insight to understand purchase pattern, product demands, current product popularity, and preferences and so on. For instance, Tesco need to consider requirements of customers and conform to their demands to ensure that appropriate products are offered. The company fails to take various initiatives such as e-commerce, online shopping along with offline facility. As reasoned by Afridi, (2016), a company needs to encourage customers by offering relevant services. However, Tesco lacks farsightedness and insight to change its company approach for customers. As its consequence, it fails to create positive changes in the company. Bilgihan et al., (2016) mentions that that it has led the company to become one of the companies which finds it difficult to change with time. The company strives to be a quality grocery and food product supplier to customers. However, in recent times, the company fails to conform to its company goals and objectives. It has limited the company’s insight to consider demands and needs of contemporary customer groups. De Keyser et al., (2015) points out that the company tends to focus on more on building real estates than offering quality products to customers. In certain cases, the company offers products that are irrelevant as per customer requirements. It demotivates customers to consider purchase from the company. 
 A company needs to focus on the fundaments of providing a good quality of products or services to customers. For instance, Tesco’s initial products chiefly stressed on offering groceries and fresh produce to customers. It has ensured customer satisfaction. However, in recent times, the company has broadened its service in several fields. The problem is, in most cases, customers find it challenging to acquire and purchase relevant products (Grewal et al., 2017). While developing products, companies need to consider varied demands of customers. For instance, Tesco, need to consider different needs of customers and work accordingly to offer products. It is important to consider that a company need to take measures such as market research to develop insight regarding customer demands, product demand and preference. It would be helpful to offer products that would conform to requirements of customers.
In regards with the functioning of Sainsbury as well, it is essential that the concept of conformance to requirement is being considered to be crucial. The market trends are required to be understood properly on the basis of which they are required to design their services. The desired specifications anticipated by the customer sets are necessary to be understood. Therefore, initiatives are needed to be taken for better market research. Similar to Tesco, Sainsbury requires providing quality products at affordable prices to the customers in order to ensure that their specific needs are addressed properly. Furthermore, it is also crucial that the e-commerce scope is maintained. Moreover, offering organic products are likely to have better appeal for the people having a positive lifestyle and better environmental awareness. 
[bookmark: _Toc28029120]Product selection 
It needs to be stated that the customers purchase a product on the basis of their choices as well as their requirements. Keeping this thing in mind, the marketers and the employees of the organizations try to make and satisfy their customers through their products. For instance, Tesco and Sainsbury needs to understand demands and criteria of customers that determine product purchase such as fresh produce, variety of food products.
It is important to highlight that companies need to give importance to product selection. A company that fails to improve and develop its products as per necessity finds it difficult to attract customers. For instance, Tesco which used a leading company constantly tackles with competitors to keep its position in the market (Homburg et al., 2017). Lack of relevant products, absence of product variety and so on are responsible. It is reasonable to state that a company needs to reconsider its existing strategies and measures to improve its product selection.
For Sainsbury as well as Tesco, it is important that suitable product selections are done. For both the companies value for money is the major focus. It is important that the ‘Tesco Finest’ and ‘Tesco Value’ is selected with proper attention given to the quality of the products. In addition to this, there has been significant increase in ranges of products available within the varied stores of the company. Thus, apart from the regular retailing goods and clothing are also offered. However, it is important that the key focus is maintained by the company to offer. Moreover, the company can also focus on ensuring that other services are maintained in a proper manner by the company.
[bookmark: _Toc28029121]Price and brand 
Each and every organization should provide quality services to their customers in order to build trust upon the company. It helps to create impact of the company’s brand value name in the business market industry (Sachdeva and Goel, 2015). Several companies such as Sainsbury, Tesco take initiative to ensue environment welfare and have gone through an analysing environment in order to improve their customer’s value. However, the problem is, companies that fail to utilise and maintain its brand name tend to suffer. Tesco is a relevant example. The company needs to work towards improvement to enhance its brand name, ensuring reasonable price ranges. Each and every customer is different from each other and so their requirements for the product are quite different (He et al,. 2016).
Increasing brand value is essential for both the companies. This would ensure that the customers are able to set their preferences in most suitable ways. In addition to this, it is also crucial to take into account that proper steps are followed in maintaining the proper pricing. Generally, the supermarket chains consider market value pricing strategy. However, since both the companies consider providing high quality in low process, it is essential that there are certain alterations in the pricing strategy for different products are done. In addition to this, it may also be seen that the utilisation of social media marketing has become crucial for majority of the companies. The organisations in discussion may also consider this technique in order to increase their overall brand value in most significant manner. 
[bookmark: _Toc28029122]Value added service
In accordance to that, organizations should value their customers and provide them a good quality of services so that the customers are able to build a trust on the company. Organizations need to go through the dimensions of customer’s value in order to achieve the growth. The dimensions of the customer’s value include several fundaments such as quality, cost, time, customization and respect in order to the environment. Companies such as Sainsbury, Tesco need to make effort to offer quality services to customers. It would be helpful to enhance value added services to customers (Kandampully et al., (2018).
One of the major factors is cost that influence customer value. For instance, Tesco need to reconsider its product ranges, quality and set prices accordingly. Factors such as market price, average price of competitors, price as per quality and so on needs to be considered to improve customer experience. Keeping this thing in mind, the organizations have to make the products which are pocket friendly for their customers as also it meets with the needs of the customers. Companies such as Tesco have the potential to build customer loyalty. Considering growing competition in the retail market, Tesco needs to make changes to strengthen its brand name and set relevant price range for its products. Keskar et al., (2016) points out that a company would find its problematic to grow and thrive in the market if it fails to effectively employ the factors to its advantage.
Last but not the least, the respect in accordance to the environment is considered as the dimension of the customer’s value, it is known to us that the customers are always looking for the companies those who have given them the respect and treat them in good in order to purchase the product from the respective companies.
It is important to take into account that the feelings of belongingness of the customer sets are increased. This would enhance their overall brand as well as product satisfaction. It is essential that adequate attention is being given towards promoting their respective USP which are likely to attract the attention of the customers. In addition to this, it may also be stated that there is a chance that the company would be able to increase the interest of the intended target audience. Providing extra value is likely to obtain the attention of the customers and provide the company with the necessary competitive advantage in most suitable manner. 
[bookmark: _Toc28029123]Relationship and experience 
Companies need to go through lots of difficulties in order to improve the services towards their customers or the consumers. Companies have to conduct critical task to launch a new product in the market industry or start a new business. The factor states that companies need to make effort to develop experiences and relationship with customers. It would enable companies to improve customer base and retain quality customers. This dimension of framework has been applied in order to give the strength to the business as well as in order to recognize new opportunities for the organization to grow in this competitive business market industry (Ryan, 2016).
The employees as well as the marketers of each and every company should treat customers in a positive manner. It helps customers to feel valued and appreciated by the employees (Straker and Wrigley, 2016). This kind of behaviours of the employees and the positive attitude of the customers make a strong bond or relationship between the organization. It helps to ensure that employees are engaged and the customers. Companies need to ensure quality service that would enable consumers want to buy or purchase the products or the services. 
Tesco has spread its business across UK supermarkets as well as in Asia and other countries of Europe. The company has taken several approaches to ensure customer values in recent times. For instance, Sharma and Rather, (2015) points out that a company needs to take effort to improve customer relationship. It helps to enhance customer experience to a considerable extent. It is worth stating that Tesco makes effort to develop quality relationship with customers. Companies need to try to provide a good quality of services to consumers. Kittaka et al., (2016) state that for quality services, companies need to give importance to fundamentals. It refers to technical as well as functional. The fundamentals are well established by the employees of Tesco. The customers ask for the products without the waiting so for this, the marketers or the management teams make some strategic management in order to sell the products to their customers by using the time frame guideline. The management team of companies such as Tesco and Sainsbury have applied customization dimension in order to maintain the customer’s values. It is essential to state that companies such as Tesco play a major role in the retailing sectors to get the profit and reputation in this competitive business market industry (Kuss et al.,2017). Developing quality customer relationship is crucial. It can be established by giving importance to customer value. Quality of products, treatment of behaviour and so on help to meet the factor of relationship and experience. 
Apart from maintaining proper customer services, it is also crucial for the company to be able to have better understanding of customer needs and wants. Hence, social media presence and active engagements are some of the major ideas which may be implemented. The companies would be able to not only take immediate feedbacks, but would also understand the specific demands and ensure that their services are aligned accordingly. Thus, the overall functioning of the organisation would be increased by making the consumers more satisfied.  
[bookmark: _Toc28029124]Conclusion 
In order to achieve the target goal for both these companies, the above mentioned or written companies have applied the dimension’s approaches which satisfy the customer’s requirements or the needs. All these dimensions have applied by these two companies which in turn, help the companies to generate more profits. 
[bookmark: _Toc28029125]

Part 2A Service quality
[bookmark: _Toc28029126]5 Dimensions of service quality 
[bookmark: _Toc28029127]Reliability
It is important to understand that service quality is a concept that has been used in the organization in order to do the comparison of the customer’s expectations. In accordance to the business environment, service quality is the conceptualization procedure that is helpful for the companies to see their achievement from the service they have been provided to the customers and the expectations of the customers in order to satisfy their basic needs or requirements. Each and every organization such as Tesco wants to provide a good quality of service in order to attract the customers towards their company. Companies need to make several tactics which have to be unique and effective as well as efficient for the consumers who want to purchase the services from the company (Homburg et al,. 2017). So for this, the service quality has been made with some dimensions which include tangibility, reliability, responsiveness, assurance and empathy. All these above-mentioned approaches are applied by the organizations in order to maintain the characteristics of service quality such as intangibility, inseparability, heterogeneity, perishability and so on. 
[bookmark: _Toc28029128]Assurance 
Assurance is considered as one of the fundaments of the dimension in accordance to service quality in which assurance means the trust and confidence. In order to run a business, employee’s knowledge as well as the ability of the organizations assures the good quality of services to their customers. For instance, Tesco need to assure customers that it offers products that are relevant and holds quality. The problem with Tesco is the company has overlooked the core demands of its customers. It is reasonable to state that the company has failed to keep up its goals and objectives. The chief goal of Tesco is, to provide quality and fresh food products at a reasonable price range. with time, the company has entered in several business areas, however in the process it deviated from its goal. As its consequence, the organisation gradually started to lose its position in the market. Customers have lost trust and reliance on the company concerning product purchase. It has affected the company sales and development in the long turn. It is necessary to state that companies such as Tesco needs to make effort to restructure its methods and strategies. One of the important steps is to give assurance to customers with changed product supply and rearranging of stocks. 
This kind of dimension is dealing with the attentiveness of the employees toward their customers. The employees of these above mentioned companies want to be loyal with their customers and so for this the employees of the organizations create trust and confidence from their valuable customers.
[bookmark: _Toc28029129]Tangibles
It is known to us that the service quality that have been provided by the organisations are tangible so the customers always compare the service that have been provided by the companies in accordance to the expectations of the consumers. The tangible services include several fundaments such as physical facilities, equipment and communication materials (Bilgihan et al,. 2016).
So for this, they go through the tangibility criteria with some offers to its customers. These offers should be attractive which build an effective response on the choice of their customers with these two organizations. For instance, a company needs to ensure that it offers services that have physical presence. Customers need to have the option to touch the facilities to understand its existence. Taking the factor into account, it is relevant to state that Tesco has installed advanced equipment to improve internal functioning of the company. It attempts to improve customer service. However, the company needs to focus on aspects that would be helpful to retain and hold customers in the long term. Appearance of the company stores tend to demonstrate its layout and property, more than its products. It is important for the company to understand that it needs to demonstrate and display products for customers. Rearrangement of products and stocks need to be such that would attract customer attention and interest. It is relevant to highlight that the company understand the changing needs and demands of different groups of customers and offer products/services accordingly. The factor of tangible highlights that a company needs to demonstrate and offer physical facilities to attract attention and interest of customers. 


[bookmark: _Toc28029130]Empathy 
[bookmark: _GoBack]Empathy is related with the individual attention in order to satisfy the customer’s requirements by providing a good quality of services. For instance, companies such as Tesco needs to give care to individual needs and demands of customers. Strategies such as personalised shopping option, tailored service are useful measures to meet the empathy criteria (Lemon and Verhoef, 2016). It is essential to state that that organisations that give importance to the factor of empathy tend to have high scope to gain customer attention and loyalty. Companies such as Tesco needs to understand that empathy plays a major role in offering quality service to customers. Facilities such as communication, access to the company and its products, good relationship with customers are some of the major ways through which a company enhance customer experience and customer engagement. It needs to be stated that Tesco excels in offering quality customer service to customers. It takes effort to develop good customer relationship. However, the problem is, despite the attempt, the company fails to consider the key factors responsible for driving customer experience. It is relevant to state that the company overlooks the necessity of investigate demands and needs of customers. In most stores, products kept are irrelevant for purchase. The company has entered various business fields. However, in the process, the company has lost its key focus which has helped it to become one of the leading retails in the UK. Facilities such as online purchase, fresh produce, grocery products are in demand in the market. Providing tailored customer service to its diverse customers would be effective.
[bookmark: _Toc28029131]Responsive 
Another aspect of service quality is the responsiveness which is associated with the willingness. It is necessary to help the customers as well as provide them with a good quality of services by the companies. Tesco, a famous retail needs to make effort to enhance brand value. Tesco needs to apply the dimensions of service quality in their business sectors to generate more profits for the companies as well as for the employees. Companies need to be ready to take the initiative and responsibilities of satisfying their customer’s requirements. For the purpose, companies need to go through the dimension of services in order to give them a good quality of treatment. In accordance to that, they first assure their consumers and then build the trust of their consumers upon the company’s product and services. 
In service industry, service quality means it meets the customer’s requirements or needs with the achievements of the companies. In accordance to that, the employees of the organizations have followed several dimensions of service quality in order to achieve their company’s target goals. So for this, the employees of both above mentioned companies apply the dimension’s criteria in order to build the trust of the customers so they get the chance which in turn, helps them to spread their company’s brand name as well as their value in the global business.

[bookmark: _Toc28029132]Conclusion 
It is known to us that, Tesco, one of the popular companies in the retailing sector. The marketers of these two companies have applied several dimensions in order to provide a good quality of services to their customers. They know that the customers are the main source for the company’s growth so they try to build the trust of their consumers. For this, they have applied several dimensions of service quality to get the loyalty from the customers. 
[bookmark: _Toc28029133]Part 2B Dimensions of service gap
[bookmark: _Toc28029134]5 Gaps in Service
The 5 Gap model of service quality is a framework which helps in providing customer satisfaction (Kittaka, et al.,2016). 
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The 5 Gaps are described below:
1. Knowledge Gap: This gap pertains to making a difference between what the customers suppose and what are thought by the managers. 
2. Policy Gap: The gap discusses between the thinking process of the management and genuine feeling of the customer’s experience. It is the responsibility of the managers to ensure that the level of service is being met (Kuss, et al.,2017).
3. Delivery Gap: In this gap the managers need to survey the experience of the customer that their organization is delivering. 
4. Communication Gap: Communication gap is a difference arising between the experience of a customer and what is being communicated to the customers. However, it has been found that in most of the cases the organizations tend to overemphasize the features of a stated product. This builds a feeling of deception among the customers. This in turn reduces the productivity rate of an organization (Matres‐Lorenzo,et al.,2016). 
5. Customer Gap: The Customer Gap is the difference between the perception of a customer and the outcome of the service which they receive. The expectations of a customer are enforced by fulfilling the needs of a customer. In order to measure the perceptions of a customer, routine transactional surveys must be organized on regular intervals (Lee, et al.,2016). 
[bookmark: _Toc28029135]Apply to the organization
1. The Knowledge Gap
As per the reports of Sainsbury, the families belonging to Britain has been wasting twice the level of their food. People waste over four million tons of edible food are rejected in a year in the UK. Disposing off the food is one of the major concerns which is faced by the people living in UK. However in Tesco, enforces a community based approach particularly stressing on corporate social responsibility. It attains to make a healthy choice to its valued customers (Wenzel, et al.,2016).  
2.  The Policy Gap: Sainsbury, in the year of 2017 the mean gender pay was around 14.6%. However in the year of 2018, the mean gender pay gap reflected to be 12.1%.  Sainsbury prefers men and not women in the senior role positions. Men are offered with better pay roles, whereas the payment of women is made on an hourly basis.  Comparatively in Tesco, a 12% mean gender pay gap has been reported. 40.7% of the female employees are recorded in the highest quartile pay. Men working in Tesco, are allotted to work in shift mode which pay premium.  However, Tesco is working to target on the gender diversity by having a third of women on board by the year of 2020.
3.  The Delivery Gap: Sainsbury has failed in creating a good market which would help to differentiate from other supermarkets relating to price, quality, service provided to the customers. In Tesco, the delivery system is excellent. It strives to achieve a higher level of customer satisfaction. The prices of products are quite reasonable. 
4. The Communication Gap: In case of Sainsbury, an effective means of communication was found to be missing somewhere. In order to sustain the brand level, the key to success is the communication. Tesco maintains a good level of communication with the customers. Factors responsible for good communication involve assurance, competence, courtesy, credibility and empathy. 
5. The Customer Gap: Sainsbury is quite failing to meet the needs of the customer. The consumer demands keep on changing from time to time. Hence, it is becoming difficult for the organization to change drastically according to the market of valued consumers.  In Tesco, there has been an improved level of trust and satisfaction found among the customers. As observed in a survey it has been noticed that the customers rely heavily on the retailer. This proves that the customers are really happy with the service provided by Tesco. The major areas which excelled Tesco were the measures about dealing with the complaints of customers.  
[bookmark: _Toc28029136]Provide a ranking for each gap
Customer Gap is given the first preference. Customers play an important aspect in the world of business. Catering their needs is most crucial. This would help to generate more revenues in the long run.
Delivery Gap is ranked second. The delivery system must be enhanced. Here the emphasis is given on the quality and service of a product. If both the aspects prove to be good enough the customers are more likely to buy form the same organization. 
Communication Gap is ranked in the third position. Efficient communication is a crucial aspect in paving a path of success. Communication could be enhanced by creating awareness through the process of advertisements, campaigns, broadcasting through medias of television and radio.
Policy Gap is ranked in the fourth position. Gender Policy Gap is one of them which have been discussed over here. Equal Pay enables to avoid disparity among men and women working in an organization. Neither of the two sexes should be discriminated. 
Knowledge Gap is ranked in the fifth position. It is the duty of the organization to employ sufficient amount of knowledge to the customers. 
[bookmark: _Toc28029137]Summary table
	Gaps
	Comparator Analysis
	Ranking

	The Knowledge Gap
	· Disposing off the food is one of the major concerns which is faced by the people living in UK. Sainsbury enforces to work toward this problem (Keskar,et al.,2016).
· Tesco, enforces a community based approach particularly stressing on corporate social responsibility. It attains to make a healthy choice to its valued customers.  

	Customer Gap is given the first preference. Customers play an important aspect in the world of business. Catering their needs is most crucial. This would help to generate more revenues in the long run.


	The Policy Gap
	· Sainsbury prefers men and not women in the senior role positions. Men are offered with better pay roles, whereas the payment of women is made on an hourly basis.  
· Comparatively in Tesco, a 12% mean gender pay gap has been reported. 40.7% of the female employees are recorded in the highest quartile pay. Men working in Tesco, are allotted to work in shift mode which pay premium.  
	Policy Gap is ranked in the fourth position. Gender Policy has been stressed over here. 

	The Delivery Gap
	· Sainsbury has failed in creating a good market which would help to differentiate from other supermarkets relating to price, quality, service provided to the customers.
· In Tesco, the delivery system is excellent. It strives to achieve a higher level of customer satisfaction.
	Second, comes the Delivery Gap. The products served to the customers must be of superior quality.

	The Communication Gap
	· Sainsbury, an effective means of communication was found to be missing somewhere.
· Tesco maintains a good level of communication with the customers (Afridi, et al.,2016).
	Communication Gap is ranked in the third position. Efficient communication is a crucial aspect in paving a path of success.

	The Customer Gap
	· Sainsbury is quite failing to meet the needs of the customer.
· In Tesco, there has been an improved level of trust and satisfaction found among the customers.
	Customer Gap is given the first preference. Customers play an important aspect in the world of business. They help in generating more revenues.



[bookmark: _Toc27063063][bookmark: _Toc27064484][bookmark: _Toc28029138]Conclusion
The 5 Gap model of service quality has been discussed over here. It tends to showcase the drawbacks and how it should be improvised. Five gap models involves Knowledge, policy, delivery, communication and consumer. Two companies have been addressed over here. Two companies are Tesco and Sainsbury. Comparison has been drawn between the two companies. 
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