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Executive Summary
Customers are an integral part of any business, as they are the ones who determine the success or failure of that business. Whether in manufacturing or service sector, customer service is related in one way or another to the process; as fulfilling the customer queries regarding a product is also a kind of customer service. In this study, such important factors as the value of a customer and their satisfaction and relevant factors of a company that can maximise the ability of it to increase customer value have been identified based on a particular company. Also, there are many customer relationship management and quality management models that can be used to better assess the level of customer satisfaction which can then be used in improving the service quality so that customers are more pleased with the services. There are also many quality management models that can enhance the quality process of firms. Some such systems have been explained in this study so that one can understand how the application of these can effectively meet the requirements of customers from any business firm. The understanding and application of such models in a workplace can increase the motivation of employees by providing a healthy working environment, reduce the costs of production and waste materials, help in organizing the products better and enhance the service to customers. It can also specifically identify what the customers want, need and improve the product or process according to their needs so that customers find it satisfactory enough to make repeated purchases and also recommend the firm to his/her friends, family and colleagues. So the proper understanding and application of such models can be very crucial to the business organization, which can be gained through this study. 






Table of Contents
Introduction	1
Task 1: Analysing factors that influence the Organisation’s ability to maximise customer value with relevant theories and models	2
Overview of ASDA	2
Analysing the Factors influencing ASDA’s ability to maximise customer value	2
Product and service quality	2
Marketing and Sales	2
Continuous Improvement Methods	3
Perception of equity and fairness	3
Availability of information	3
Customer feedback	3
Human Resource Management	3
Customer Relationship Management theories and models related to ASDA	4
IDIC model of CRM	4
QCI model	5
Deming’s PDCA cycle	6
Task 2: Identifying systems supporting the organisation’s quality process and their extent of effectiveness in meeting customer requirements	9
Value of quality process with its effectiveness in meeting customer requirements for ASDA	9
5S Model in ASDA	9
ASDA benchmarking system	11
ASDA Sustainable quality management	12
Using of plastics in packaging	12
Redistribution of surplus products	12
Sustainability in the products offered	13
Applying the SERVQUAL model on ASDA	13
Application of Kaizen and Lean thinking in ASDA	16
Conclusion	18
References	19



Table of Figures

Figure 1: IDIC Model of CRM	4
Figure 2: QCI Model	5
Figure 3: Deming's PDCA cycle	6
Figure 4: 5S model	9
Figure 5: SERVQUAL Dimensions	13
Figure 6: Gap model of service quality	14










Page | 18 

[bookmark: _Toc38998969]Introduction
The customer experience refers to what the customers gain trough any interaction with a specific company whether they make any purchase or not. The positive customer experience is very essential for any firm because it has a direct correlation with customer loyalty and company sales and profits (Goodman, 2009). So the companies put a lot of emphasis on customer relationship management to maintain satisfaction (Berguson, 2002). A customer with excellent experience also makes repeated purchases and recommends it to his/her family, friends etc. So customer relationship management and service quality are given very high importance in every organisation.  In his study, ASDA which is a retail store chain has been chosen and the company to analyse on. The factors that influence ASDA to maximise the customer values will be analysed with appropriate customer relationship and quality management models and theories. Also, the systems that support ASDA for the quality process will be identified and described thoroughly along with their effectiveness in meeting the customer requirements. 








[bookmark: _Toc38998970]Task 1: Analysing factors that influence the Organisation’s ability to maximise customer value with relevant theories and models
[bookmark: _Toc38998971]Overview of ASDA
ASDA Stores Ltd. is better known as ASDA and it is a British supermarket retailer. It is the second-largest supermarket chain in Britain just behind Tesco. Besides the core supermarkets, the company also offers various other services such as financial services and mobile phone provider. So the company has a huge number of employees, approximately 1, 65,000 people working in its stores at around 631 locations; who provide various services to the customers (Jones, 2015). So customer relationship management or CRM is a very important part of their business and they highly emphasise on developing their ability so that they can maximise the value provided to the customers. CRM refers to the foundational strategy that a company uses for developing a completely customer-centric culture in which the customer is given the main priority (Payne, 2012). The culture also focuses on managing and optimising the relationship built with customers as well as future client relationships. It helps the business in analysing data about the customer interactions to improve the value provided to customers to increase the retention and profit, for which the presence of various factors are very essential. 

[bookmark: _Toc38998972]Analysing the Factors influencing ASDA’s ability to maximise customer value
[bookmark: _Toc38998973]Product and service quality
ASDA aims to provide quality products and satisfactory services to its customers so that they have a pleasing experience conducting a purchase from the store. ASDA follows 10-foot attitude to serve the customers. It means the employees greet the customers within 10 feet and they also accept the products customers return without any question. 
[bookmark: _Toc38998974]Marketing and Sales
ASDA generates low price demand to its customers, and their marketing strategy is the word of mouth. New customers are gained through the recommendations of their friends, family, neighbours etc. This strategy helps a company in reducing the marketing cost as the customers advertise the company for them for the most part (Gummesson, 2002). 
[bookmark: _Toc38998975]Continuous Improvement Methods
Continuous improvement is always practised and appreciated in ASDA for providing the customers with better services every time. The improvement is not only restricted to quality initiatives, but it is also practised everywhere in the organisation. This highly increases their ability to provide customers with better service options. 
[bookmark: _Toc38998976]Perception of equity and fairness
Fairness is given very high importance in ASDA, no one customer is treated better than any other one. The customers are given equal importance and all their queries are met by the employees no matter if they made any purchase from the store. If the customers feel like they are treated fairly in the store, it increases the customer value of the company. 
[bookmark: _Toc38998977]Availability of information
The company makes sure that the customers have very easy access to the necessary information related to their products and services. It has a website where customers can look for information and state their queries. It helps the customers in assessing the low price and good quality of the products along with the easy accessibility to the stores due to such a large number of locations, which increases the customer value for the company (Yousept & Li, 2016).
[bookmark: _Toc38998978]Customer feedback
The customers always feel more appreciated and valued if they have means of providing feedback on the products purchased and services received from a store (Forsyth, 1999). ASDA has an official website for consumers to file complaints or give ratings to the services received, which is another factor that increases their customer value.  
[bookmark: _Toc38998979]Human Resource Management
ASDA is very particular in employing the right people for serving their customers. It encourages employees from different culture and background to create diversity in the workplace, as a diverse employee-base will create cross-cultural marketing elements for a company ( Kaynak & Herbig, 2014). They also perform various surveys to ensure that the employees are satisfied with the work environment, as they believe that happy employees lead to happy customers. An appropriate human resource also increases the ability of ASDA to maximise customer value. 
 
[bookmark: _Toc38998980]Customer Relationship Management theories and models related to ASDA
There are various kinds of models and theories that the organisations can use to ensure quality, customer relationship and management functions. These models and theories are established to help a company in assessing the customer satisfaction level, identify the gaps between customer expectations and services provided and implement strategies to fill those gaps to gain customer loyalty and provide better quality services (Buttle, 2009). Some of such models that might be used by ASDA are explained below:
[bookmark: _Toc38998981]IDIC model of CRM
The IDIC model was developed as a generic blueprint for implementing CRM in various situations by Peppers and Rogers group. It stands for the four stages of CRM implementation namely identify, differentiate, interact and customise. The model suggests that the companies might take these four actions to build, keep and retain the long-term one-to-one relationships with customers (Piri, 2018).  
Source: business2community.com
Identify: The first step is to identify the customers, which ASDA can accomplish through collecting basic customer information like their name, address, frequency and purchase history with the company. The aim here is to collect as much data and information as they can on each customer to better identify and understand their needs, wants and purchasing behaviours so that the customers feel like the company gives importance to them.    
Differentiate: In this step, the company differentiates or segments their customers based on their current and future value for their lifetime for ASDA. The customers' value differs for the companies based on these aspects by each person and differentiating them based on these values provide high rewards. The employees of ASDA can treat the most valuable customers with loyalty benefits and closer interactions so that they feel more appreciated. 
Interact: The third stage is where ASDA can apply the CRM plans for interacting with their customers. Once the customers are analysed and categorised, they can develop customised interactions like encouraging retention to continue customer spending. It must be noted that ASDA can continually improve its services after each interaction to ensure higher customer satisfaction in future interactions. 
Customise: This is the last stage of the IDCI model in which the company has already documented its customer interactions and is analysing them to develop more customised services. The goal of a company here can be to ensure that the customer needs and expectations are met as that can increase the overall customer value (Smith, 1997).

[bookmark: _Toc38998982]QCI model 
This is the Quality Competitive Index model and is described as a customer management model. This model depicts a series of activities such as acquisition, retention and penetration that companies perform. It also features people performing various processes and using technology to assist in those activities (Goetsch & Davis, 2014).  
Source: lucidchart.com
This model starts with the customers' external environment such as their business goals, needs etc and these factors affect whether they want to purchase or interact with the sales team of a company; which is ASDA in this study. This highly impacts the customer experience which then affects the customer proposition and its management activities. The inner circle of the given figure shows many relevant activities involved to acquire and retain the customers, which is a very essential activity for any company (Solomon, 2004). 
The model also considers the related people and technology to keep the whole system going and people is the major element in this model. Using this model for handling the customers can bring about great benefits for ASDA, as observing and interacting with customers is a must in the retail industry and that can be a major source of information for the company. 

[bookmark: _Toc38998983]Deming’s PDCA cycle
Deming’s PDCA cycle is a quality management model that helps business to develop a hypothesis about what needs to be changed in the process so that the customer experience can be improved and to test these results in a continuous feedback loop for further development (Dudin, 2015). It is an iteractive, four-stage model that ASDA can use to continually improve its product and service process.
Source: theintactoe.com
Plan: In this initial stage, ASDA needs to identify and understand the gaps in service to fulfil or the possible opportunities to take advantage of. For example, if customers have complaints regarding the service time, ASDA can look for possible solutions such as appointing more employees for service, divide the customers in smaller queues etc and choose the best solution among these for maximum customer satisfaction. The implementation plan is created based on the analysis depending on the data available on the present customers. 
Do: In this step, the potential solution is tested with a small-scale pilot project. This allows the company to assess whether implementing the solution will bring about the desired outcome. In the case of ASDA, they can implement the smaller and more queue system in some of the locations to see if the employee complaints have lessened regarding the service time. 
Check: In the third stage, the business compares the result of the pilot project against the desired result to understand if the solution is feasible. If it doesn’t work then it asks for a better solution, which means the company has to restart the cycle from stage 1; as in the planning stage. Here, ASDA could assess the specific stores to gather customer feedback and calculate if the customer complaints regarding service time have decreased and if the service time has shortened by 10% of the previous time for those locations. 
Act: This is the step in which the solution is implemented, which means that the improved process will be now applied on an organisational basis instead of for a specific project. If ASDA decides to implement the smaller queue system in all of its stores in every location considering this the optimum solution; that will be the act stage of PDCA cycle. 
These are some of the theories and models related to the customer relationship, customer management and quality management that might be implemented by ASDA for increasing their customer value for overall development. 











[bookmark: _Toc38998984]Task 2: Identifying systems supporting the organisation’s quality process and their extent of effectiveness in meeting customer requirements
[bookmark: _Toc38998985]Value of quality process with its effectiveness in meeting customer requirements for ASDA
The quality process is maintained in an organisation to ensure the proper flow of activities that will provide the customers with the best product and service quality to maximise their satisfaction (Schneider, 2004). There are many quality processes used and maintained by the business organisations for this reason, and ASDA is no different. Some of these processes ensure the quality of the process itself, some ensure superior quality of products and some focus on building a long-term relationship with customers for future sales and revenues. Some such systems will be explained below that are maintained by ASDA:
[bookmark: _Toc38998986]5S Model in ASDA
The 5S model is a systematic tool of management to utilise everything existing in the organisation. The use of this system maximises efficiency and profit for the business and it involves observing, analysing, collaborating and searching for waste while practising the remove of the waste (Gapp, Fisher & Kobayashi, 2018). 
Source: westindrives.com
Sort: this refers to sorting through materials for keeping only the necessary items and removing everything that is not needed from the work area. In ASDA, such activities are implemented through keeping only needed items in the cash counter so that the check-out process can be as smooth as possible and the customers don’t have to wait while the employees look for wraps, bags or changes to give those to the customers. 
Set in order:   This step ensures that all the items needed are organised and have designated places. For a retail store like ASDA, this process can be very helpful. The placement of items displayed by categories such as fruits, vegetables, snacks, cleaning supplies etc. and keeping them in shelves accordingly so that so it is easy to find for the customers can be an example of that.
Shine: This is the proactive efforts by the companies to keep the areas clean and orderly, such as regular mopping, dusting, machinery and other equipment maintenance etc. ASDA always gives extra care in keeping the stores clean and hygienic so that the customers and employees both feel comfortable. 
Standardise: This activity refers to consider the previous three to create an orderly chart, routine or schedule for conducting the maintenance activities. ASDA, as a retail store chain, maintains written schedules with specific employees for such tasks. 
Sustain: In this last step of the 5S system, new practices are sustained and audits are conducted to maintain the discipline. This step provides a sense of self-discipline in the organisation and works as a constant reminder of the continuation of the previous four S’s. 
So the 5S helps ASDA in creating a healthy workplace where both employees and customers feel comfortable. It increases the quality of the overall organisation by a whole lot, which is the aim of applying this process (Moulding, 2017). So the requirement of customers expecting a hygienic environment where they can find what they want very easily and the process gets improved based on their feedback is effectively achieved by the implementation of the 5S system. 
[bookmark: _Toc38998987]ASDA benchmarking system
The benchmarking system helps a company understand its position in the market by comparing itself with other rival companies based on specific attributes of performance at a given time. It is an auditing tool that is essential for any business organisation if it wants to be aware of its market position, afterwards taking necessary measures if the achieved position is not satisfactory (Leppard and Molyneux, 1994). ASDA also uses a benchmarking system to understand its position in the market based on the Net Promoter Score or NPS. 
The Net Promoter Score or NPS is a customer loyalty metric that ensures the willingness of customers to return to the same brand for future purchases and also to make recommendations to their family, friends or colleagues for purchasing from that store. It implies a close correlation with the company’s growth and easy gathering and interpreting of the data (Bălan, 2012).  
The NPS score for ASDA along with major rival companies’ are given below: 
NPS score for ASDA and its rival companies (Source: Author)

It can be seen from the chart that ASDA has a net promoter score of 21, which can be considered good, as the average NPS score in grocery and retail stores is 24 and that is not very far or difficult to achieve for ASDA. Also, as the NPS score is any number from -100 to 100, scores higher than 0 are typically considered to be good. So it can be said that according to this benchmark, ASDA is holding a good position in the market, but is not excellent yet. So this benchmarking system is very helpful for ASDA is assessing its position and getting an idea of how much it needs to develop itself to get a satisfactory score. So it effectively fulfils the requirement of customers to understand what they lack and what customers expect from their product and service quality so that the customers can make repeat purchases and recommend them to their peers. 
[bookmark: _Toc38998988]ASDA Sustainable quality management
In recent years, the needs and awareness of sustainability have increased a lot due to the ongoing environmental changes and the realisation of the importance of preserving a healthy global environment (Harrison, 2005). For this reason, the customers expect the business organisation to put more emphasis on the sustainability and social responsibility through the products and services provided by them, and the same is the case for ASDA. As a supermarket chain with other variety of businesses, ASDA realised early on that sustainability is the key to success. So it has made an aim to be supplied by 100% renewable energy, to create zero waste and to make ASDA a better business organisation through selling products that sustain people and the environment (Jones, Hillier  & Comfort, 2019). There are many activities related to sustainable quality management maintained in ASDA, some of which are given below:
[bookmark: _Toc38998989]Using of plastics in packaging
The packaging is essential for each of their products and some of the delicate products need extra-secure packaging to even make it to the stores or for the delivery to the homes of customers. ASDA is focused on reducing the package weight and it has reduced the weight by 27% since 2007. ASDA also commits to making all the packaging recyclable by the year 2025 (Ritch, Brennan & MacLeod, 2018).  
[bookmark: _Toc38998990]Redistribution of surplus products
ASDA ensures that none of the surplus products, especially food items are wasted and so they redistribute those to the people in need. Last year ASDA has collected 3,600 tonnes of surplus food to deliver it to a network of people in over 700 charities and community projects which fed around 36,500 people every day. It ensures the reduction of waste, the disposal costs of those wastes, the products to go worthwhile and fulfilment of CRS by the organisation. 
[bookmark: _Toc38998991]Sustainability in the products offered
The company ensures sustainability in the products it offers through using very sustainable resourcing and processing of those products. ASDA cares about animal welfare, and so they keep making improvements across their supply chain for ensuring that the livestock is treated well throughout the whole process. They also try to reduce the overexploitation of fish stocks and so they source them from well-managed fisheries while conserving the North Sea habitats. They also work closely with their suppliers to ensure great quality for poultry products. Lastly, ASDA tries to support local communities by working with local suppliers (Matusitz & Leanza, 2011). 
So these are some of how ASDA is maintaining sustainability in its products and process, also fulfilling its corporate social responsibility through this. It is done for the betterment of the society and satisfaction of the majority of customers who are very environmentally aware people. So fulfilling this requirement of customers that ask for a sustainable environment with less to no pollution and emission of harmful gases are very effectively fulfilled through these systems. 

[bookmark: _Toc38998992]Applying the SERVQUAL model on ASDA
SERVQUAL is also known as the service quality gaps model, which is a framework that helps the business organisations in understanding the extent of customer satisfaction with their services. This model had been designed initially for the service and retail firms who have a lot of interaction with the customers, which makes it easier to get their feedback and understand their satisfaction level. There are five major attributes, based on which the customers perceive service to be of a certain quality. Many gaps might be present between the expected customer service quality and the service provided by the employees of any certain company, which is assessed based on such attributes and then proper measures are taken by the company to fill those gaps (Saleh & Ryan, 2019). 
[image: ]
[bookmark: _Toc38914536] SERVQUAL Dimensions
Source: blog.kinesis-cem.com

These are the five dimensions of SERVQUAL model such as:
Tangibles: The physical facilities, equipment and appearance of personnel, which in the case of ASDA can be the behaviour of the employees at the store, the quality of the products purchased etc. 
Reliability: The ability of the firm to perform the promised services dependably and with as much accuracy as possible. In ASDA, the promise of providing a clean and healthy supermarket environment with the orderly placement of items can be considered as such.
Responsiveness: The willingness of the company to help its customers and provide prompt services (Håkansson and Snehota, 1995). For ASDA, always having employees present to attend the customers and their queries while staying in their best behaviour, the scope for customer feedback regarding the services etc can be considered responsiveness. 
Empathy: Lastly, empathy is the individualised attention paid to the customers, in ASDA which is providing loyalty benefits and extra-fast services to the repeated and loyal customers. 

Conducting the survey is very easy for ASDA due to its retail service nature and easy access to customers.  There might be many gaps found throughout the assessment which must be then handled properly for the fulfilment. 
[image: ]
[bookmark: _Toc38914537] Gap model of service quality
Source: expertprogrammanagement.com
As can be seen from the figure given above, there might be potential gaps at every step of the process, which must be taken care of for improved service quality. 
The knowledge gap: Gap 1 can be referred to as the knowledge gap, which results from the difference between customer expectations of service and the company’s understanding and estimation of that service. For example, such gap can occur in ASDA when the management assumes that customers would like to spend some time talking to employees for building a long-term employee-customer relationship but in reality, the customers are in a hurry as wanting the fastest service possible without wasting any time. It can be resolved easily if their needs are assessed appropriately by the company. 
The policy gap: Gap 2 is the result of the difference between the perceived expected service by customers and the service delivery policies of the company. It can occur due to poorly defined service levels, lack of customer service standards etc. It can be resolved by updating the standards and policies regularly according to the customer wants and needs. In ASDA, the check-out process can be an example, because if it is very lengthy and complicated due to the policies, that might make the customers dissatisfied with the services.
The Delivery gap: Gap 3 or the delivery gap is the difference between the service delivery policies and the actual delivery of those services. It can result from the failure of the organisation to match supply with demand or the lack of knowledge regarding products by employees or the lack of proper teamwork among employees. For example, if ASDA wants to speed up their check-out processes but there are not enough employees available to support the system. 
The Communication gap: It is the gap between service delivery and the customer perception of that service. It means if the customer does not get what they expected from a company due to their advertisements. It tends to happen because of the overpromising structure of the marketing and advertisement by companies and insufficient communication among the people of operations and advertising teams in a company. As a retail store chain, such can happen in ASDA if a customer is unsatisfied because he/she thought that the company uses 100% recyclable materials for the packaging but in reality that is an aim for the future and not the current scenario. 
The Customer gap: It is the difference between customer expectations and customer perceptions. Here the gap occurs due to the customer failing to understand how the service has benefitted him/her or by misinterpreting the quality of service. This gap can happen due to any of the other four gaps, so it is the hardest to detect for companies. It can even lead to a business losing a huge proportion of target customers without the company even realising, so every company must always keep the customer feedbacks in check and use those as a basis for continuous improvement for preventing such gap. 
 Identifying the gaps and taking appropriate measures to fulfil those gaps can be the most effective way of earning customer loyalty. The customers expect that their needs will be properly assessed and appropriate services will be provided to them, which can be very effectively achieved through this model de (Butt & Run, 2017). 
 
[bookmark: _Toc38998993]Application of Kaizen and Lean thinking in ASDA 
Kaizen refers to a Japanese word that means a change for the better; this is an analysis system that is used by companies to improve their business (Berger, 2018). ASDA is one of the leading brands in the retail sector in the UK because they always focus on improving continuously without any break. ASDA uses customer feedback as the basis of what they need to change or improve for better customer experience and providing quality service to them. They also ask their employees how they can improve their business and customer experience, as the floor level workers are the ones who know better by directly interacting with the employees. It also makes employees more involved in the whole process and increases their motivation to work to their full potential. They maintain inventory on customer feedback data and pass this information to the suppliers for the needed modifications to be made. 
ASDA believes in lean thinking and production process which drives the business towards more efficient and effective production of goods and services. In this system, the inventory is reduced, work routines are standardised, employees are empowered through improved processes and just-in-time delivery is practised. Some of the lean thinking systems used by ASDA are given below:
Flow process, it means the retailer focuses on the continuous flow of inputs rather than moving commodities in huge batches. 
Pull system, ensuring any work being done if only needed through the established dark stores by ASDA.
Perfection strategy, the elimination of any non-value adding element or material; such as wastes from the system. 
Such systems are very helpful for ASDA in improving their product and service quality which increases customer satisfaction by providing them with what they want and need (Piercy & Morgan, 2017). 






[bookmark: _Toc38998994]Conclusion
In this study, various factors have been identified and described that are perceived to contribute to maximising ASDA’s ability in increasing the customer value. Various CRM and quality management models such as IDIC model, QCI model and Deming’s cycle has been explained in relevance with their applicability on ASDA. Also, multiple systems used by ASDA for ensuring quality process so that it is effective for fulfilling the customer requirements have been described. It can be hoped that through this study, a thorough understanding regarding CRM, quality process, customer value and the importance of customer satisfaction can be understood thoroughly.
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