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This report's goal is to analyse critically the variables that affect an organisation's capacity to maximise the value of its customers. The remainder of this report will discuss and provide an analysis of the organisation's quality control procedures and their effectiveness in satisfying customer needs. One of the nation's top retailers, ASDA, which was established in Yorkshire in the 1960s, will be used in the report. They have a sizable network of devoted coworkers who serve customers from their network of brick-and-mortar and online retailers, including their superstores, living stores, petrol stations, and depots located all over the United Kingdom. It is clear that 98% of UK homes are served by www.asda.com, and that over 18 million people shop with Asda each week (ASDA, 2018). 
ASDA has met the needs of the customers along the way and produced value in line with quality (Simchi-Levi, 2010).  It is evident how the term "customer value" refers to the advantages that customers seek from a business rather than its price. Since this is their top priority, they have never compromised on quality, which is the degree of excellence of the products and services (Gartner & Porter, 1985). To become an empirical firm in the market with significant profit, their organisation has adopted key customer value models and frameworks. 
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“A customer perceived preference for and evaluation of those products attributes, attribute performances, and consequences arising from use that facilitate (or block) achieving the customer’s goals and purposes in use situations” (Woodruff, 1997).
Customer value, in Kotler's opinion, is the level of satisfaction with how the market offerings fulfil customers' expectations (CGMA, 2012). McFarlane (2013) also refers to customer value as the difference between what the customer receives and what the customer has to give to get the product or service. It is, therefore, possible to say that the satisfaction felt by the customer after purchasing a product or service creates value for the consumer. This value is reflected in their price (Definition of Customer Value Hierarchy, 2011).
Ratti (n.d.) states that customers form expectations about the value and satisfaction they expect from various offerings in the market, such as products, services, and experiences, and they then purchase the product or service. Customer satisfaction leads to repeat purchases and referrals, as well as repeat sales of products and services  (12 of the Best Ways to Increase Customer Retention and Repeat Purchases, 2019). However, Doligalski (2016) argues that dissatisfied customers will turn to competitors and discourage others from buying those products. To support this further, Approximately 200-500 people hear about a negative experience for every 25 unhappy customers, according to researchers. As a result, one unhappy customer may, over time, complain to 8 to 20 other people (How Much of an Impact Do Unhappy Customers Have on Your Business? 2017).
As a retailer, ASDA offers food, clothing, homewares, fuel, leisure products, and intangible services to meet customer needs, wants, and demands. Asda is launching its first customer loyalty program after trialling it with 2,000 staff members. A smartphone app, Asda Rewards, allows customers to earn rewards for purchasing 'star' products including some of the supermarket's core own-label lines, plus Cadbury, Heinz, and Pampers brands. In the app, there is a 'cash pot' where rewards can be saved. One can also add to the pot by completing missions. Spending £15 on pet products gets you £3 and buying five fruit & veg gets you £1. Rewards can then be redeemed by converting the pot into vouchers for money off future purchases (Asda Rolls out Its New Rewards Loyalty Scheme - Retail Gazette, n.d.). 
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The above diagram shows ASDA’s current top priority, to maintain superior quality and pursue continuous improvement. 	
Customer value can help increase the productivity and profitability of an organization by providing adequate benefits to customers. To maximize customer value, the organisation should consider the following factors:
Customer Loyalty: Keeping customers onboard for a long period is another common method of increasing customer lifetime value (Reason, 1997). In contrast, retaining and gaining the loyalty of old customers is more straightforward and cost-effective than gaining and attracting new customers. As a result, it is worthwhile for the company to invest extra effort in keeping its old customers. To retain customers, Asda can adopt a few strategies: provide suitable information about the products and services of the store; provide extra offers and rewards to the old customers to keep them on board; improve the customer experience at the store; have a positive attitude at work. 
Increasing Customer Sales: According to Chintakanada and McIntyre (2014), Asda must sell its products and services more to its existing customers if they want to dominate the market structure and increase profits. Cross-selling and up-selling are the most common approaches in this case. Although these approaches must not be used on a large scale, Asda must also make sure that they do not harm the company and have a negative impact. By using down-sells and usage stimulation, Asda can make use of the value of its customers. In addition to enhancing and expanding the company's business in the global market, sales can also help it compete with rival UK companies, such as Tesco, Sainsbury's, Morrisons, Co-op, and Lidl (HowandWhat.net, 2020)
Reducing Cost: With ASDA's Everyday Low Price (EDLP), customers are guaranteed a lower price every day. The company has adopted this positioning strategy. As it fought off fierce competition from discounters, most notably Aldi and Lidl, in recent years, it focused even more on everyday low prices. This is evident from the company's January 2018 Rollback campaign, which slashed prices on 1,000 everyday items, with reductions of up to 50% (Quinn and Hegart, 2018). The prices of the products and services must be lowered for the old clients (Patel & Deshpande, 2017). Two of the most effective methods of reducing the cost are: stopping the marketing to lower the value of the customer and moving the customer to a lower-cost channel. Pricing plays a key role in grabbing the attention of customers and fulfilling their expectations according to company guidelines.
Customer Segmentation is another factor that ASDA could review and work on to enhance its customer value and maximise its potential. Customer segmentation is a strategy for classifying, organising, and targeting customers. It is a sound and practical way to get in touch with customers and, ideally, offer them relevant content. Instead of considering customers as a single homogeneous group, customer segmentation data can help you understand them better 
Some of the main benefits of customer segmentation are: 
· Gain insight into the customers
· Increase customer loyalty, Acquire a competitive edge
· Concentrate efforts on the proper people.
· Enhance the messaging to be more pertinent, and enhance campaign evaluation.
Analyzing customer segmentation data can give ASDA more knowledge about their customers than ever before, which will help them target them more successfully. The marketing campaigns will be more successful than ever if they develop relationships with these customers through targeted marketing. Customer segments that share similar traits are grouped when conducting customer segmentation analysis. Based on a variety of traits and standards, they can be divided into segments. Socio-demographic, geographic, psychographic, and behavioural traits are some examples of these.  	
The following steps will help you identify your top customers using RFM / RVF: 
As a customer segmentation tool, RFM / RVF analysis uses three transactional metrics, for example, how the recent purchase was (Recency), how often someone buys (Frequency) and how much these purchases cost (Monetary / Value). Venn diagrams are ideal for visualising this customer segmentation analysis. 

Customer lifetime value classification: 
Differentiation of customers based on their expected lifetime value is another way to allocate marketing budgets and activities efficiently. By segmenting customers by lifetime value, you can identify those with a low, medium, and high lifetime value (Christy et al., 2018). 
Asda recently launched its loyalty program that records its purchases of star products as mentioned already. However, these may differ from week to week, so it would not be able to provide consistent information about its typical purchases. This allows customers to receive a loyalty reward through the purchase of these star products. Nevertheless, they need to provide a loyalty program similar to Tesco's, so that customers can earn points on every purchase. That way, they can view what each customer spends every week, every day, every month, as well as highlight what they purchase frequently, which will enhance their understanding of their customers.
The Customer Value Analysis (CVA) essentially demonstrates how the business can successfully compete in the market with its rivals. Customer value analysis also assesses the company's goods and services and compares them to those of the competitors based on customer opinions of Asda and the competing companies. Asda must assess the fundamental requirements for customer value. Understanding what draws customers to the company, fully grasp the value proposition, identifying customers and other wants that can help to create more value in comparison to other competitors in the UK market, creating a win-win price, and focusing investments on the most valuable customers are all ways to increase customer values (Dale & Plunkett 1999).
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For the benefit of both the organisation and the customers, quality processes must be upheld in the workplace. The structure of the organisation, including the roles, processes, and resources that can aid in the proper implementation of quality management in the organisation, can be referred to as the quality system of an organisation.
Determining the organization's quality goals and policies can be aided by quality management. Asda has been considered in this assignment, and a thorough investigation will be done on it. Asda is a well-known retailer in the UK and enjoys great commercial success there (Kerzner and Kerzner, 2017). To compete with other rival companies in the UK, Asda's primary goals are to offer their customers the highest quality products and to attract their attention. A key goal of Asda is also to be the world's leading grocery store. Beckford (2016) argues that Asda must maintain its quality process in the workplace so that its products are of the highest quality and its customers are satisfied.
Rodriguez (2015) states having a robust and efficient Quality Management System (QMS) assists the company in coordinating and directing its several activities and tasks, meeting the customer's requirements, and continuously improving its effectiveness and efficiency. In terms of quality management systems (QMS), they serve many purposes, including improvement of processes and procedures; reduction of waste; a decrease in costs; facilitation of and identification of training opportunities; determining employees' skills and giving them appropriate training, and providing a central direction and setting for the organisation. Furthermore, Asda aims to maintain quality processes at work by following many objectives. As a company, it strives to provide a clean and enjoyable area of its supermarket so that customers and staff feel comfortable visiting and working there. Additionally, Bolino & Turnley (2003) state that Asda should ensure their workers and employees maintain a positive attitude and behaviour because their attitude directly impacts customers. 
In recent years, quality management has been maintained and ensured. It was ultimately established and documented that the best processes for controlling the products and services and the outcomes could be implemented in the business (Mitra, 2021). When a company decided to follow a particular quality standard, its results and outcomes became important. In total quality management, the following key elements may be included:
For its private label line, Asda has introduced a new cloud-based QmS (quality management system) to boost productivity and promote innovation. Currently, Asda's private label selection from a wide range of supplier companies includes groceries, health and beauty products, and household goods. With the launch of the new QmS system, Asda will have access to extensive product portfolios' detailed information, which was previously inaccessible to category managers. To improve their products, suppliers will need the information that QmS will try to give them. 
Gail Paddy, senior product development director at Asda, explained: “QmS allows us to hold all of our quality data in one place, whether it is from our internal checks across Asda house or our depots, or our external providers. It allows us to be able to report more effectively so we can take any required actions to ensure that we are delivering a consistent quality experience for our customers.”  (Asda Rolls out Quality Management System,  2016)
Currently, ASDA adheres to ISO 9001:2015, an international standard that outlines the specifications for a quality management system (QMS). ASDA makes use of the standard to show that it can consistently deliver goods and services that satisfy client needs and legal requirements (Hakemulder, R. 2015).
Additionally, a model known as the IDIC model is discussed with ASDA's operations; in this instance, ASDA's quality management practices can be understood in light of the IDIC model, which is intended to establish, maintain, and retain long-term relationships with customers (Gale et al., 1994)
Banarto (2022) states that IDIC is a model developed for establishing, maintaining, and retaining long-term relationships with customers.
Using the IDIC Model, organisations can implement CRM more effectively. In 2004, Don Peppers and Martha Rogers developed the IDIC Model. Several of them have achieved Hall of Fame status with the Data & Marketing Association.
In CRM implementation, the IDIC model is employed, which stands for Identify, Differentiate, Interact and Customise based on the organisation's culture and values. Customer relationship management, or CRM, is a technology used by companies to manage relations with their customers. Using CRM, companies can maintain relationships with customers, determine the right business strategy, streamline business operations, increase efficiency, and grow revenues. 
A CRM system's strength lies in its ability to analyze customer data for many purposes. By using this data, ASDA will be able to know when customers buy products, what products they buy, and where they buy them. CRM systems assist companies in finding new customers by collecting information about quality, variants, features, specifications, prices, marketing, promotions, and other factors. As a result, the company can discover even hidden customers. A CRM must follow the following steps to be effective.
According to the IDIC model, there are four actions to be taken:
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Identify:
ASDA has been able to locate its actual customers by using a variety of data and a deep understanding of its current patrons (Karimi and Allameh, 2016). In order to capture the whole market, ASDA is now trying to find their potential customers as well. Through their newly released star product loyalty application, ASDA has gained a more in-depth understanding of their customers. However, they do need to work more on their customer segmentation to gain a better understanding of what their customers purchase more frequently than only recording when they buy the star products. 
Differentiate
Moreover, ASDA uses this model to separate their customers based on value and need.
In ASDA's customer segmentation, almost 60 per cent generate the most value now, while 30 per cent generate the most future valuerest of the customers are not in touch with them.
ASDA's quality management team differentiates the remaining 10% according to the needs of its customers (Bowman and Gatignon, 2010). The accomplishment of future potential needs is difficult. In spite of this, Asda has demonstrated that it can come up with complicated ideas like insurance, entertainment, and home appliances alongside grocery items (Hakemulder, 2015). As a leading store shop like ASDA, a particular product can achieve a number of customer needs that should be remembered in the organisation. Knowing the needs of different customers is crucial to serving them in a profitable way.  As previously discussed, this refers back to focusing on the customer segmentation in order to enhance its quality systems and customer value to gain a more better understanding of their customers profile.  Understanding what customers purchase frequently, what brands they typically buy, what they typically spend, and how frequently they shop at the store or online are some examples. 
Good customer interactions are essential for encouraging repurchases and loyalty (Mullins et al, 2014). On a scale of 1 to 10, a consumer who gives their satisfaction a score of 7 is considered to be satisfied. Word-of-mouth recommendations from these customers help the company spread its message more effectively than paid advertising. Measures of customer repurchase power and loyalty should be implemented.
Rejection from the market is reduced because unhappy and disappointed customers will spread the word to as many people as possible. According to research, 13% of customers talk to 20 or fewer individuals about their experience (Kulbyte, 2019). Unfavorable experiences might be detrimental to the business. Increased sales and recurring business are directly correlated with positive customer relationships. The influence this will have on the business won't be apparent until a corporation is vigilant about the relationship status they have with their consumers. Asda has made sure that every single one of its clients is retained by maintaining a solid customer relationship.
Customer happiness is essential for a business to prosper, as was already covered in the assignment. A company must continually uphold positive customer relationships in order to sustain the success that has already been attained. For the purpose of creating enduring customer relationships that lead to long-term success, the business should track and analyse these encounters in an organised manner (Happy Customers Are Good for Business,  2015).
There are some obstacles that the business needs to address or steer clear of before putting initiatives to improve the customer-company connection in place. Providing top-notch customer service and high-quality products is the largest difficulty a business faces. Lack of knowledge of the questions asked by customers poses the biggest obstacle to maintaining positive customer relations. Customers occasionally can catch a customer service representative off guard by asking questions that, while seemingly pertinent and on topic, they have no idea how to answer. A consumer might be asking for an update on the delivery of an item they ordered online and is being handled by a third-party courier.



Meeting customers' expectations of receiving high-quality service utilising the newest tools and technologies presents another problem. Customer service representatives may find themselves in situations where they lack the necessary technological expertise or the most up-to-date tools, which compromises the quality of the services they deliver to clients. The brand's reputation may as a result be damaged (Berg, 2014). Utilising technologies and solutions that help the support staff communicate with customers more effectively can fix this. But the business cannot hide behind technology if the personnel is not effective. The technology's application across various departments may potentially present difficulties. To maximise value for its customers, Asda takes seriously the data it collects from its customers. The company's leaders support using data to modify and improve the customer experience, optimise processes, and develop new goods and services to meet the needs and requirements of its customers. These factors combine to create better customer relationships.
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The aforementioned points can be analysed to show that any organisation must establish and maintain an effective understanding of and engagement with the customer experience. This is so that businesses can grow their customer base through efficient techniques. Additionally, businesses must have a solid grasp of consumer value, which can be influenced by a variety of things, including their offerings in terms of goods and services. An organisation can also use alternative frameworks or approaches to comprehend or identify these aspects, such as the customer value framework, which will aid in comprehending the expectations and experiences of the target audience. A corporation must also identify the systems that support an organisational quality process to successfully satisfy the expectations, demands, and needs of its clients. For this, ASDA can keep using the IDIC model that it currently uses with a focus on enhancing its customer segmentation and changing the loyalty programme to a more comprehensive loyalty programme, similar to Tesco, where customers can scan a card every time they shop so that the company can track and understand their customers more effectively rather than relying solely on what they buy from the star product range. This will help ASDA identify gaps that are detrimental to their business.
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