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[bookmark: _Toc6074425]Introduction
H&M is a Swedish multinational company involved in design and retails of clothing for men, women, teens and children. The company sells a variety of clothing and accessories for men, women, teens and children. H&M is the acronym for Hennes and Mauritz and was founded in 1947 in Sweden. The company offers its products and accessories in its flagship stores and has made a name as a fast fashion retailer in the world. The company has stores in 4553 locations in 62 countries of the world and is the second largest fashion retailing brand of the world sitting just behind Zara (H&M, 2019). Unlike the company’s biggest rival Zara; H&M has collaborated with celebrated fashion designers from all over the world that helped it to establish the brand as one of the trusted and respected fashion brand retailers. The company has a huge employee base of 177,000 workers in al over the world and it has been utilising its employee base to ensure the superior customer value and products of exquisite quality to the customers. The report aims at analysing the factors that influence the ability of the company to enhance the customers’ value and the quality processes in the company.
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Customer service of a company defines how often the customers would care to buy the products of that particular company. Customer service in H&M is given the highest priority in the sense that the customer is the essence of H&M’s long lasting success. The company follows a different strategy for customer service which is opening stores to the convenience of the customers. The company is one of those retailers who continuously train and develop its store employees to ensure the highest quality of service. The following analyses the different strategies that H&M has in practice to ensure superior customer service.
Effortless Display: The stores of H&M were not well sorted; as a result, it was inconvenient for the customers to pick out a product, try it on and go on with the purchase. The products are now displayed in a way that the customers can enjoy buying the product with utmost ease (Parasuraman, Berry, and Zeithaml, 2017). The stores used to display a large volume of products in the tiny rail and had tower like product display. But now the stores hang products on the rails so that it can be easier for the customers to pick out the product of their choice, compare with the other products and replacing the ones they do not like without dropping other products on display.
Consistency: The fashion retailing giant has recognised the need for becoming consistent in their operation. Most of the customers are not frequent visitors of the stores who also visit other retailers. According to Lucas (2012), consistency in performance allows the company gain trust of the customers and convert the customers into repeat customers. The art of consistency is mastered by the stores of H&M while many have been finding it extremely difficult to maintain. The store experience for every customer is consistent as the stores have consistent on display, visual merchandising, navigation, customer engagement and organisation. The customers can easily find the products they are looking for because of the consistency of the stores. The inconsistency of customer service can cost repeat customers for the company.
Sales Strategy: H&M has a unique sales strategy in place for its stores. The stores are stuffed with large volumes of products which are not sold in a day. Everyday there is new stocks of products shipped in the stores. This is why the company always tries to sell the new inventories in the front of the stores as much as possible. As the sales cycle goes on, the store staffs gradually moves the items to the back of the stores leaving front spaces for the new inventories (Hurewitz, 2014). As a result, the loyal and frequent shoppers of the stores often times finds new products everyday and new shoppers find the best product in the store just by stepping inside the stores.
[bookmark: _Toc6074428]Customer Centrality
It goes without saying that customers are central to a company’s success. Through the evolution of the business world, it is proved that customer is king. This is why whatever a company does; it does for the customers. Each activity adds up to the customer satisfaction by enhancing the value for the customers. If any activity of a company does not add value towards customer satisfaction; it is considered as waste of resources. This is why customers are central to the success of a company like H&M. The strategy through which the company puts the customers in the centre is described in the following:
Focussed on Core: The customers are divided into three segments demography-wise; men, women and children. The core focus group of H&M is the women as 57% of the product is devoted for the female shoppers. The reason behind such strategy is that women are more fashion conscious and the fashion product variety for women is larger than that of men. The company focuses more on the female fashion products.

Another reason for focussing largely on the women fashion product is the growth which was 6% in average in the past years whereas the men’s fashion product has been only 3.5%. According to Benoit and Van den Poel (2014), this proves that females are more interested in purchasing from H&M stores and so the company focuses mainly on that particular segment.
Focus on the client rather than brand: H&M focuses on the customer rather than brand and it acknowledges the fact that the customers are always looking for on-trend fashion products for a low price. This is why H&M’s lifestyle magazine does not only promotes the H&M’ independently designed products but also promotes fashion products from other higher end brands like Louis Vuitton, Saint Laurent and street wear brands like RHLS. The customers of H&M choose the company for the accessibility and inexpensive products but they also have the taste for exclusive and high end expensive clothing (Wu, 2015). Recognising the customers’ taste, the company often collaborates with celebrated designers like Moschino, Karl Lagerfeld, Alexander Wang and many others. It shows their appreciation of consumer expectations and that the consumers are valued by the company.
Modern Shopping Experience: H&M has always been trying to elevate the modern shopping experience of the customers. The company has redefined the in store shopping experience by redesigning the stores (Pomodoro, 2013). By recognising the increasing amount of online shopping; the company has collaborated with Klarna, a technology based company to ensure seamless purchasing transactions. The partnership will enable frictionless payment through the H&M Club payment and enhance the customer satisfaction in all the touch points. The partnership will also allow the company to improve post-purchase service through the integration of H&M app. The single platform provided by the company will enhance the quality of customer service everywhere.
[bookmark: _Toc6074429]Customer Value
Customer value is the difference between the benefits that customers get from a product and the resources and efforts they have to spend for obtaining the product. Customer is very important in the sense that no customer searches for a particular brand rather s/he searches for a solution for the need s/he is having. For example, the customers of H&M do not necessarily look for H&M rather they seek best clothing solution available in their affordability. The company has to understand the value perception of the customers from the company and ensure the customer has best quality product in the stores. The following describes several factors that are vital in company’s ability to maximise the customer value:
Accessibility: Kim et al (2012), accessibility refers to the ease that customer have in reaching the company. The accessibility feature is ensured only when the customers are able to access its products in their preferred channel. Accessibility is also important for the post-purchase services otherwise customer value cannot be ensured and the company will lose valuable customers. H&M is accessible in 62 countries of the world and has stores in 4968 locations of which 304 stores are in the United Kingdom. The products of H&M are also available online in its website and other third party e-commerce sites. The stores also handle the post purchase services. The information accessibility is also ensured to enhance the customer value.
Information Availability: In this era of informational equality, the customers want to be a 100% informed about the product and the company. The power vested by the technological advancement of this era, the customers can purchase a product after comparing them with the other alternatives. Also gone are the days when customers were only concerned about the products, now the customer wants to know from whom they are buying, the environmental impact and the social responsibility of the company (Koumbis, 2019). The information availability shows the company’s commitment towards ensuring transparency to the customers. In H&M, all the basic information needed by the prospective customers is available in the website. The website has developed a sophisticated “Frequently Asked Question” (FAQ) section where practically all the information is available ranging from availability of the products to store navigation. In addition to this, the website has a chat thread where the customer can ask their queries not available in FAQ.
Ease of Purchase: The purchase must be easy in the stores so that a customer experiences a frictionless and effortless product purchase in the store (Hines and Bruce, 2012). The key is to organise the store in a way that enables a customer find the product s/he is looking for easily. Additionally, the complex purchasing procedure leaves the store crowded for no reason. H&M has been improving its store so that the customers can easily make the purchase decisions. The company uses “Radio Frequency Identification” (RFID) technology to track the products that enables the store managers to check the availability of certain products. The company has also collaborated with Klarna that will provide single technological platform that will enable the company to ensure frictionless payments for in store, mobile and online purchases; simplified deliveries; and the pay later service of the company. This will make the purchase experience better than ever.
Personalisation: As a company that is present in 62 countries of the world; personalisation is not virtually possible, but personalisation essential to be successful in the face of fierce competition in the market. According to Pentecost and Andrews (2010), personalisation refers to a company’s ability to tailor the products as per the specifications each customer. Product personalisation is not possible for a large company like H&M for obvious reasons but the experience of a customer with the company can be personalised. With the use of customer relationship management (CRM) software, all the available data of the customers can be stored. Besides the company uses cookies in its website that records the pattern of behaviour of the visitors of the websites so that the website can show their choices and preferences next they visit based on their prior visits. This is how the customer experience is personalised in the website. The company also initiated loyalty program called H&M Clun that gives the loyal customers discounts on the purchases as a token of recognition.
[bookmark: _Toc6074430]Customer Relationship Management
Customer relationship management refers to the effective handling of customer data collected during the communication with the customers. The data can be analysed, interpreted, and utilised to personalise the products, services and experience to each individual customer next time they get in touch with the company. The data helps the company make sure customer experience and value is enhanced. According to Kumar (2010), customer relationship management sets up practices, principles and guidelines on how to interact with the customers. The entire customer relationship management data is used to forecast the pattern of behaviour and trends. It enables the company to build long term profitable customer relationship.
Customer relationship management encompasses the technology, software and artificial intelligence. Combination of these makes the customer relationship management system (Linoff and Berry, 2011). A CRM system is of great value for a company. It enables a company to categorise the leads and keep track of the leads. The company can keep the lead warm by constantly sending them personal messages and promoting personalised products and services for the leads to make them buy a product. It also allows the company to identify the most profitable customers and design the customer retention program using the system. There are lots of prospective customers out there in the market who cannot easily be reached by the company. A CRM system also helps to keep track and records of the prospective customers, influencers, inactive customers and reach them with the promotional messages so that they purchase from the company.
There are many purposes why the companies use a CRM system. First of all, the CRM system improves customer service by providing the company with personalised data to acquire new customers and retain most profitable customers. The system also provides product information, product usage guidelines and other product related information in the website for the convenience of the customers (Khodakarami and Chan, 2014). The CRM system develops a data base and based on it, identifies how each individual customer defines quality and expects from a company. CRM system finally provides the mechanisms for tracking the all the points of contact between the company and the customers and integrates them to ensure the best customer service and experience.
The CRM software has always been beneficial to H&M. H&M keeps track with the leads and contacts and sends them personal messages for improving the customer service. The CRM software enabled the company to redesign and restructure the stores to the convenience of the customers by analysing their past experience and expectations. The company also sends newsletters of their lifestyle magazine and personalised messages to the leads for promotions (Lin, Chen and Kuan-Shun Chiu, 2010). The CEM system allowed the company to build a sophisticated complaint management and recording mechanisms. The system also serves as the platform for correcting service deficiencies and faster solution of problems.
[bookmark: _Toc6074432]Managing Customer Expectations
The new customers are always tough to deal with. Often the customers expect more from a company than the company can provide. The difference between what the customers expect and what they get can be a major issue in ensuring customer satisfaction and value. This is why a company must manage the customer expectation to close the gap between expectation and reality (Strieder, 2012). The fewer gaps there are, the more satisfied the customers will be. The customer expectations can be managed by being perfectly transparent to the customers. This way a company can control the expectations of the customers. The followings describe the way in which H&M manages the customer expectations.
Avoiding Hyped Promotions: H&M avoids hyped promotional activities that raise the expectations of the customers to a level that the company can never provide. The company only promotes the offerings based on the core competencies of the company (Eggert and Ulaga, 2010). This is why people expect trendy fashion clothing and accessories at an affordable price and designer products at premium prices.
Being Transparent: H&M is always transparent to the customers based on what to expect from the company. The website provides a hundred percent informational equality to the customers and so the customers know what is available in the company. This is why they know, exactly, what to expect from the company. Hue, Ahn and Kim, 2011), the transparency means that the product quality, product availability in certain stores, environmental impact of the product etc. are informed to the potential customers beforehand.
Keeping track with the expectations: H&M keeps track with the unreasonable expectations of the customers and designs products and expectations of them according to these expectations so that the next time they interacts with the company, their expectations are fulfilled. This is where the customer relationship management system of the company comes in handy.
These are the ways that H&M manages the customer expectations and close the gaps between expectation and reality to ensure highest customer satisfaction.
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Customer decision making process is a complex procedure in which customer decides the company from which the customer will buy. There are lots of alternatives available for customers before they make any purchase decisions. The buying decision making process has significant implications for the companies like H&M as the industry is comprised of a lot of competitors. The company has to influence the consumer buying decision making process to steer the customers towards H&M.
The customer decision making process starts with recognising the needs of the customers. H&M has to recognise the need before the customers actually feel those needs. The needs are recognised beforehand as the company analyses the pattern of customer expectations so that when the customers feel the need, the products are readily available in H&M. After recognising the needs, the consumer searches for information about the solutions that can effectively fulfil the needs. This is where the marketing activity of H&M comes into play informing the customer the availability of the products that can satisfy their needs. While searching the information, the customers develop a list of alternatives from which they will choose the desired product (Wolny and Charoensuksai, 2014). After carefully assessing the alternatives final decision is made and the decision is followed up by post purchase behaviour. The post purchase behaviour determines whether the customer will be a regular or not.
H&M needs to influence the customer decision making process to get the customers purchase the company’s products. The company is one of the largest companies and so the brand image always is an advantage for the company. The brand image of the company influences the consumer buying behaviour. But the most important factor that influences consumer buying decision making process is the social and environmental responsibility of the company. People are no longer concerned only with the products they will buy, rather they evaluate from where they are buying the products, the ethical considerations of the company and how much socially responsible the company is. H&M has promoted the brand as one of the first fashion retailers who has adopted sustainable fashion model (Shen, 2014). As much as 32% customers in the matured markets actively seek for the sustainable fashion products and so H&M shifted its business to a more sustainable one. The sustainable business model proves that H&M is an ethical company and this fact influences the customer buying decision making process.
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The buyer seller relationship is a crucial aspect for ensuring customer satisfaction. By analysing and understanding the buyer seller relationship dimension, a company can effectively manage the customer interaction mechanisms. The buyer seller relationship implies that a single transaction with the company can prove profitable in the long term if the relationship is build by deeper understanding of the connection of two parties (Sashi, 2012). The relationship is created when a customer buys a product from a company. This relationship can both be short term and long term. The short term relationship suggests that the buyer only purchases once from the company and long term relationship suggests the purchase of the product regularly. Acquiring new customers is a tough job and is costlier than retaining existing customers. This is why the buyer seller relationship very important for companies like H&M.
There are three types of buyer seller relationships; transactional, value added, and collaborative relationships. The transactional relationship refers to the one time relationship of buyers and sellers. This type of relationship forms when there is a lot of sellers in the market making the purchase decision easy for the customers. The sellers in a market opt for this type relationship when the customers have low potentials (Meehan and Wright, 2012). The value added relationship refers to the relationship with the customers who have medium potentials. The company continuously contemplates various tactics to retain the customers by enhancing and ensuring superior value to the customers. The main objective of the relationship is to gain a larger market share by offering more value than the competitors. Finally the collaborative relationship refers to the long term mutually benefitting relationship. The main purpose of the relationship is to maximise the profits from the most profitable segment of the market. The buyers are loyal in this type of relationships and the seller always acknowledges their loyalty by giving preferences to them.
H&M mainly focuses in creating the collaborative relationship with the customers so that the customers can promote the brand to other customers. By putting the customers at the centre of the business activity, H&M has made a profound impact on the customer satisfaction. The company is known for responding faster to the fashion trends and the loyal and regular customers are the first ones to be informed about the new inventories in the stores (Bolton and Mattila, 2015). In this way, the existing customers purchase most of the new inventory and so H&M has to spend less for advertising the new arrivals. This is how H&M built profitable buyer seller relationships.
Quality Modules and Standards
Customer value cannot be ensured and profitable customer relationship cannot be built if the quality is not ensured in the first place. The quality management refers to the practices, principles and guideline to maintain and control the processes to ensure highest quality products. H&M uses several approaches to ensure that the products are of top quality. The following describes the quality management procedures and measures of the company. The measures used in managing quality in the organisation are explained in the following:
Manufacturing Strategy: The manufacturing strategy of the company reduces lead as the company manufactures 80% of its retail products in advance and the rest 20% is manufactured according to the recent trend in the company. This enhances the ability of the company to offer the products in an affordable price. The manufacturing strategy of the company also allows the company to enjoy economies of scale as they manufacture most of the products in advance at a large scale. Another way the manufacturing strategy contributes to the quality of products by ensuring that the company has strong relationships with the suppliers (Turker and Altuntas, 2014). The company has over 700 suppliers in 20 countries; 60% of them are in Asia. The procurement from Asian countries allows the company to reduce the manufacturing cost. The rest is procured from Europe which reduces the lead time.
Collaborations with the Designers: Unlike its global rival Zara, H&M frequently collaborates with the celebrated designers from all around the world as the company recognises that the customer also craves fro expensive clothing along the affordable ones. This contributes to the quality as the customers get to buy the designer wears from their trusted vendor. Other than the collaborations, the company has a designer team comprising of more than 100 designers who meticulously curate and coordinate the designs for each collection one year before they are introduced based on the market trends (Li et al, 2014). This is why the company can respond fast to the recent trends of the market and ensure the highest quality products. The company always aims at striking a good balance between the newest trends and basics so that they can offer the designer products as well as the basic ones.
Technological Integration: The company integrates technology in its quality control mechanism. As the company does own a single factory rather procures from the low cost manufacturers, quality control is tough (Jang et al, 2012). Unlike Zara who owns its entire supply chain that enables it to have total control over its quality process; H&M controls the quality through ensuring sophisticated control mechanisms using the communication technology. The company places order through the communication channel whenever it needs fabrics and apparels to one of its partners; the partner do the rest for them. Communication platform also integrates the partners with each other that speeds the process up reducing the lead time 15-20%. The company continuously develops the buying process to reduce the lead time and thus ensures superior quality.
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Quality control mechanisms are very much important for any company if the company wants to retain customers for a long-term profitable relationship with them. H&M acknowledges the need for quality management by keeping the customer at the core of the operations. The quality control mechanisms also enable the company to improve the level of customer satisfaction (Nagurney and Yu, 2012). As the company acknowledges the importance of the quality control mechanisms it has instituted continuous process improvement through which al the process in the organisation is developed.
Recently there has been allegation that H&M is greenwashing its customers as reports reveal that the company has been disposing the outdated inventory by burning them. The unfair treatment of wastes has been negatively impacting the environment and proper disposal of them needs to be ensured as soon as possible. Another quality measure if manufacturing 80% of the products in advance has contributed to the company’s unsold stock of $4.3 billion. This huge stock means that the company has wasted a lot of resources for nothing. This is why the company has to ensure that the quality measures are redesigned and they do not backfire.





[bookmark: _Toc6074437]Conclusion
H&M has been one of the most successful companies for over 70 years. The reason behind this success is its ability to ensure superior customer value and manage the process in such way that can ensure superior quality for the customers. The report discussed the quality management of the company, how it ensured top notch customer value and experience through sophisticated customer relationship management of H&M.
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