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Introduction
Customers are the priority for any kind of organisation whether it sale products or services. In today’s world organisations are more and more customer oriented. They are focusing on customers need more effectively. Managing customer’s experience is an integral part of customer relationship management. The concept of customer’s experience came recently with the development of customer relationship management. To focus on customer’s need, want and demand to provide better experience is the ultimate goal of managing customer’s experiences. The retail industry is a competitive world where customer’s satisfaction is crucial. ASDA is one of the leading retailers of United Kingdom having over 500 outlets in UK and Ireland (Knapp, 2014). In this assignment we tried to evaluate the service of ASDA in terms of understanding, engaging and managing customer’s experience. While working in the organisation we faced some difficulties about the workforce and we also tried to manage based on the theoretical and practical knowledge and experience learned from this course. We tried to find out the problems of part time staffs in the weekends and tried to find solutions for the same.










Quality Modules and Standards
Quality in service providing is an important and crucial factor. Any service providing organisation need to maintain quality in their services as it is important for both the customer and the organisation. In retail sector service quality is such an important factor that customer retention can be achieved through it. Measuring the service standard is thus important to maintain the standard inside out the organisation. Service quality is an important matter and by maintaining quality standard it can be achieved. According to Joel (2014) ASDA maintain ISO 9001 standard through all its outlets. ISO 9001 is the newest version of ISO 9000 standard which is a worldwide accepted and renowned quality standard measuring technique. ASDA also follow other quality managing modules as, the Six-Sigma, total quality management (TQM) and GAP analysis models. All these modules play crucial role in developing the organisational service quality. The implementation of the Six-Sigma has made ASDA to minimize the workforce problems and enhance the work efficiency especially in weekends. The implementation of the total quality management (TQM) has made ASDA constant in providing quality services to the customers (Lucas, 2014). The quality standards that ASDA follows allow it to maintain quality in all their services. Managing the service standards is crucial for retail stores as it is a business that totally depends on the satisfaction of customers.
Evaluate customer centric
Customers are the main asset of any service providing organisation. Customers are the main focal point of today’s modern organizations. ASDA also considers customers as their priority while they define service and develop service related strategies. To be customer centric it is important to know what service is. According to Pride and Ferrell (2015) Service can be defined as any act or performance or idea that one party offer to another that is essentially intangible and does not result in the ownership of anything. Service has four distinctive characteristics as mentioned below;
· Intangibility- intangible by nature
· Inseparability- cannot be separated from the provider
· Variability- vary from provider to provider
· Perish ability- cannot be stored
According to Eleazu (2016) Understanding the nature and characteristics of services can provide better idea in service designing and providing better service efficiently. The customers of a retail store as ASDA generally compare the perceived service with the expected service. If the perceived falls and cannot met the expected service then customers get disappointed and dissatisfied and may switch to other store. On the other hand evaluate and measure service quality is very hard and critical for retailers like ASDA (Pride and Ferrell, 2015). It is very important to know the customer’s need as well as take better strategies from decision makers and show better commitment of employees. To be customer centric ASDA need to develop and design customer oriented strategies that can make the customers satisfied. To be customer centric the retailers need to know the expectations of the customers. According to Martins (2015), providing better services leads to better customer experiences. Identifying the customer’s expectations related to service will make ASDA better prepared to develop effective strategies. 

Identify issues relating to customer service and expectations
Identifying service related issues are important to provide better service delivery. Once the issues of service delivery process and service design is determined it will be east to develop effective strategies based on those findings. The five determinants of service delivery process is an effective way of providing better services. ASDA consider the following five determinants of service quality in order of implement its service strategies. All these determinants are important to consider while developing service delivery strategies. ASDA need to consider all the five determinants to maintain service quality inside out the organisation. 
· Reliability-ability to perform expected service dependably and accurately
· Responsiveness-willingness to help and provide prompt service 
· Assurance-knowledge and courtesy of service providers
· Empathy- caring and individualised attention to customers
· Tangibles-physical attitudes, equipment’s and communication materials
The service quality model of ASDA can be shown in a figure as follows;


Figure 1: service quality model for ASDA

Source: (Martins, 2015)
The best retailer like ASDA always want to provide best services to the customers and thus set high quality standards. They also develop strategies based on customer’s need and expectations. Some factors needed to consider understanding and engaging in the customer’s experience. Understand the customer, customer’s needs, customer’s expectations are so important to manage customer experiences. The service gaps are very important to find out to provide quality service. Once the gaps can be found it is easy to resolve those accordingly. The service gap analysis model for ASDA is shown in a figure as below;
Figure 2: service gap analysis model for ASDA
It is clear from the figure that there are gaps in every stage of service delivery from the provider to the taker. These gaps can be resolved by developing and implementing specific strategies here are many gaps between expected service and the perceived service. These gaps are as follows;
1. Gap between customer’s expectation and management’s perception
2. Gap between management’s perception and service quality specification
3. Gap between service quality specifications and service delivery
4. Gap between service delivery and external communication
5. Gap between perceived service and expected service

Analyse system, process and proposed ways to improve customer service
According to Delvin (2015) for any retail store like ASDA, customers are most important asset of the organisation and satisfying customer need is the ultimate goal. Satisfied customers never leave the organisation rather they suggest others to choose the same. It is also profitable to make the existing customers satisfied rather conquering new customers. Acquiring new customer need a lot of effort, planning and investment and on the other hand satisfying existing customers need less investments. Satisfying customers also provide competitive advantages to the organisation and create brand image among the consumers. The following strategies can be taken to satisfy the customers to achieve competitive advantages for ASDA. Better service design and service process reduce the gaps within the system and help to provide better services to the customers. Some strategies should be taken by the management of ASDA to develop the personal attributes of the employees and the workers so that they may provide desired service effectively. Some strategies can be mentioned here as below;
· Satisfying customer complains promptly
· Top management commitment towards service quality
· Physical presence and appearances of the employee and workers
· Positive emotion and attitude of the employees and workers
· Effective communication process for delivering service


Value and purpose of customer relationship management (CRM)
According to DiJulius (2003) customer relationship management (CRM) is a field of study where the evaluation of customers is the main objective. It is a modern customer oriented approach of setting strategies according to the need of the customers. Analyzing the various customer’s information and data to provide them better services is one of the aim of customer relationship management. Building a favorable and strong relation with the customers to offer them value and capture value from them in return is an ultimate goal of this approach. Customer relationship management is a vast field of study for a retail store like ASDA, as the existing and target customers are a huge number. According to Schreck (2016) customer experience management (CEM) is a part of the field which is very crucial and there is little difference between these two. Customer experience management captures the immediate responses of the customer to its encounters with the company. Such as, Sending a greeting card to a customer is a duty of CRM and sending a greeting card with two free shopping vouchers to the customer is the act of CES. Customer experience management always deals with customer’s expectations and wants rather focusing on customer’s need only. Customer relationship is comparatively a new concept though all the modern organizations expense a lot in that department. According to Schreck (2016) investing in customer relationship management is effective for the organisation and the return on investment (ROI) is high on retail sector. Maintaining a database about the customer’s experience and personal data is a complementary thing for customer relationship management. Developing strategies based on customer’s expectations is possible by analyzing the database of the customers.
Buyer and seller relationship
The relationship between buyer and seller is the most crucial and complicated. The organisation depends on their buyers entirely as the revenue is generated from them. Retail sector and organisations like ASDA should maintain good relationship with their customers. A retail store can control it’s microenvironment as it may control the organisational policies, employees etc. but it is not easy to control the macro environment as customers. The only way to keep customers happy is to maintain a good relationship with them so that they feel blessed always. The seller or the organisation needs to maintain a good relationship with the buyer for its own benefit. Making a good relationship with the buyer is profitable for the company as it provide brand loyalty. Providing better and superior value to meet their needs and expectations is the key to build relationship with the customers. ASDA follow specific strategies to make and keep good relationship with the customers and some strategies are mentioned in below;
· Developing vale based offerings
· Providing superior value to the customers
· Maintaining value based relationship with the customers
· Encouraging strong and lifelong relationship
· Providing brand image and brand value
· Providing competitive advantages
· Providing corporate social responsibilities
Managing customer’s expectations
Managing customer expectation is the key concept of the vast customer relationship management (CRM) concept. It is important for any service related sector as well as retail sector of united Kingdom Retail industry is competitive and challenging business as it gets customers from all different segments so it is important for ASDA to understand the expectations of different customers and to make them satisfied after having the service. When customers get satisfied by having the services they expected, they get loyal towards the organisation (Law, 2018). They also influence and motivate other by sharing their experience and suggest them the same organisation. Some tools of managing strong customer relationship management can be shown in a figure as follows;





Figure 3: effective development strategies to enhance customer’s experience

Source: (Law (2018)
Communication with customers effectively and strong presentation make customers satisfied and loyal towards the organisation like ASDA. Effective development and implement of service strategies also create good brand image of the company on customer’s mind and maintaining good relationship can be achieved easily. According to Baran and Galka (2016) the personal development, skill, knowledge, devotion and emotion of the service providers also help to provide better service and meet customer’s expectations. To provide better experience to the customers it is important to make them satisfied with the perceived service. Personal attributes of the employees and workers of ASDA play important role here. Engaging in customer’s experience is important for the service provider as know about the customer’s expectations is easy to understand by this. Experiencing the engaging in the customer’s expectations is crucial but it needs a lot of effort. According to Eleazu (2016) the best way is to develop a feedback system by which the customers may share their expectations and experiences with the service providing organisation.


Customer’s buying decision making process
Customers generally go through a process when they intend to buy a product or service. There are basically five stages by which a customer actually makes the final purchase. The stages of customer’s buying process are shown in a figure as below;
Figure 4: customer buying decision process


Source: (Philip Kotler, 2011)

According to Eleazu (2016) this buying behavior process of consumer is very important in the field of customer relationship management and customer’s experience management. A strategy maker has potential opportunity in every stage of the process to influence and motivate the customer to attract them towards the organisation that he works. Retail store like ASDA, need to consider the total buying process to find out the opportunities to motivate the customers. According to Joel (2017) when a customer recognises a specific need, he or she tries to gather information about the intended product or service and the provider company. Then the customer evaluates the available alternatives and after that selects a brand and makes the final purchase decision. It is not all, after the purchase the customer evaluate the product or service and get loyal if satisfied otherwise leave the brand or organisation.
According to Knapp (2014) personal characteristics like age, life-cycle stage, occupation, economic circumstances, lifestyle influences the customer’s buying decision process. Finally the customer’s buyer behavior is influenced by four major psychological factors too. These are motivation, perception, learning, beliefs and attitudes. The factor influencing customer buying behavior can be shown in a figure as below;
Figure 5: factors influencing customer buying behavior


Source: (Knapp, 2014)
According to Law (2018) each factor in the buying decision process is important for the organisation to consider and develop strategies accordingly. To provide superior value and meet customer’s expectations it is important to study the behavior of the customers. According to Schreck (2016) customer’s experience can also be managed effectively by the evaluation of the factors that affect the buying behavior. The behavior model describes how the customer behaves with different situations and how they take decisions based on the situations.

According to Baran and Galka (2016) it is important for a retail organisation to analyse the buying behavior of the customers to develop favorable and profitable relationship with them. Organisational success and customer relationship management completely depends upon the proper understanding of consumer buying behavior and developing strategies accordingly. Retail industry is most dynamic and challenging business as it gets customers from all segment and class of the society. So it is important for them to understand the buying behavior of the different customers. As customers come from different culture so the industry have to face hard challenges to satisfy their different needs and expectations. ASDA is also trying to evaluate the buying behavior of the customers to develop the relationship with them to make them loyal towards the company. From the figure below, the starting to purchase a product buying behavior of the customers has identified for ASDA.
Figure 6: post purchase customer behavior

Source: (Eleazu, 2016)
According to Eleazu (2016) after purchasing the product or service customers evaluates their experience if they get satisfied they become loyal. It is very important for the organisation like ASDA to find out the consumer’s behavior after purchase. When dissatisfaction arises then ASDA needs to implement strategies depending upon the situation to make them satisfied and loyal to get competitive advantage. To make the customers satisfied it is important to provide better services and meet the customer’s expectations and provide them favorable experiences. The total customer behavior model and approaches gives us the better understanding about the behaviors of customers. It is easy to find the factors which have significance in influencing buying behaviors. According to Martins (2015) the service design, service process and service delivery should be in an efficient way for ASDA. Finding the gaps in service delivery process and then taking strong policies to resolve the gaps will be efficient for providing better services. Customer buying behavior is a huge field of study covering various areas of study so the service providers need to be very careful to get benefit from it. Making strategies and develop the workforce efficient to provide good service is the key to provide superior value and make brand awareness among the customers for ASDA.
Appreciation of the importance of the quality control
We are living in a modern and technologically advanced world now days. The different tools of service delivery have been also changed with the invention of computer and internet. Any service provider like ASDA can apply number of tools to control the quality of services that it offers. To meet the customer’s expectations it is very important to maintain quality service delivery. There should be proper channel in terms of internal communication within ASDA. According to Delvin (2015) self-awareness and self-presentation is the most important element while delivering a service to the customer. Personal development of the service provider, improving self-presentation as well as effective presentation skills is important to provide good customer experience. It is important to assess that which type of tool or when these tools will be applied based on the category of services. Different tools used in communications are as follows;
Assess a range of different tools required to promote quality control
ASDA uses DMAIC business management strategy to identify the quality related problem in service delivery. It is important to measure the quality issues perfectly and resolve the issues effectively (DiJulius (2003). DMAIC problem solving issues are the road maps for any organisation like ASDA to resolve the problem. DMAIC stands for Define, Measure, Analyze, Improve and Control. ASDA faced quality maintaining problems regarding their temporary part-time staffs, who work only in the weekends. They provided poor services to the customers. Then ASDA analysed the problem and used DMAIC model to resolve the issue and successfully resolved the problem.
· Define-Make an outline of the boarder of issues related to quality control. Customer’s needs and expectations are involved with the goal (Kusluvan, 2003).
· Measure- data need to be collected regarding the issue. Then the leaders analyze data and implement to resolve the problem based on resources available.
· Analyse- The next step is finding out the main cause of the quality problem. 
· Improve- develop a test run of the solution need to be implemented.
· Control- Establish the new process and maintain it constantly for the development.
It can be shown in a figure as follows;
Figure 7: service quality control strategies for weekend staffs 


Source: (DiJulius (2003)
for any organisation problem may arise in different operation of the business process. For ASDA problems may arise in service quality or workforce managing or in other processes. It is necessary to identify the root of problem and find the appropriate ways to resolve issues. 
In retail industry most of the problems and complaints are customer related and DMAIC techniques can be used to solve these. To provide expected service it is needed to identify the problem as well as taking initiatives as soon as possible to resolve issues. For the success of ASDA, it is important to identify the problem and need to consider it perfectly and resolve the issues.

Customer value
According to Schreck, (2016) in today’s business world, product or service marketing is based on value proposition.  The customers will chose the product or service that provides more value. It is the general concept of customer value proposition. For this reason companies design their product or service based on value and they add more value to their products or services. Customer retention can be achieved by developing value and satisfying the present customers is also possible by delivering more value. Such as, ASDA provide free home delivery to it’s customers that buy costing more than 40 pounds. All the other retailers also do it but ASDA also provides a free exchange offer at the time of home delivery if any product gets damaged or missing. This is superior values that provide more value to the customers of ASDA than other retailer. So the customers of ASDA get more security, flexibility and satisfaction. Their expectations met and their experiences become more satisfactory. Some strategies to provide superior value and attain value in return for ASDA are given in a figure as follows;




Figure 8: customer value proposition

Source: (Hernon& Altman, 2010)
Conclusion
Satisfying customer’s need profitably is the main theme of today’s organizations. To satisfy customer’s need it is important to know the expectations of the customers. To know the expectations of customers it is important to know about their behavior and various other habits. To develop strategies meeting the customer’s expectations it is also important to have customer’s experience. The first step in customer experience strategy is to have a clear customer focused vision that can communicate with the organisation. The easiest way to define this vision is to create a set of statements that act as guiding principles. Once the development of effective strategies come into effect it is easy to implement the same. There are links between all the fields of consumer behavior to customer relationship management to service marketing and other related fields. So it is important for the retail sector as well the retailers like ASDA to consider those field of studies before developing their strategies. Then the retail sector will be befitted and will be able to achieve competitive advantages and all other business aims and goals.
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