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ASDA as a leading store shop company has been working for a long time in UK with a turnover of near to 2.17 billion dollars (ASDA.com, 2019). Throughout the journey they have met the necessities of the customers and created value accordingly with quality (Simchi-Levi, 2010). Here the customer value indicates the benefits that the customers expect from a firm rather than money. They have never compromised with the quality which is the degree of excellence of something as it is their first concern. Their employee-customer relationship helped them to reach and to establish their each and every product in the market against the competitors (Porter, 2014). Major customer value models and framework has been followed throughout their organisation that has made them empirical firm in the market with great profit. But they always focused on the customer values and the quality of the products more than their own benefit (Hakemulder, 2015). 
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According to   Kotler (2018), Customer Value is the state of satisfaction of expectations that are fulfilled by the market offerings among the various markets. Customer value is the gap between what the customer wants from a product and service, and what he or she has to endow to have the product or service (McFarlane, 2013). So, it can be said that satisfaction felt by a consumer after purchasing a product or service creates value to the consumer for which he or she sets to pays to receive them (Smallbusiness.chron.com, 2019).
Customers form expectations about the value and satisfaction according to their needs (Kotler and Armstrong, 2017), wants and demands that various market offerings like products, services and experiences deliver and then the customers buy the products (Bowman and Gatignon, 2010), services and experiences accordingly (Gale, 2014). If the customers become satisfied, they purchase the products again and again and they refer others about the products and services (Smallbusiness.chron.com, 2019). But dissatisfied customers switch to the other competitors and discourage others to buy those products and services (Doligalski, 2016). ASDA offers with retailing of nutriment, dress, shelter, casual product, propellant, and ease goods and abstract serving to satisfy those needs, wants and demands what the customers want (ASDA.com, 2019).  They also try to retain their existing customers and gain new customers with their customer driven marketing strategy (Lax and Mau, 2013).
[bookmark: _Toc2]1.1 Five factors used by ASDA company to maximise customer value:

Value Drivers: The first task is to understand value drivers for the customers (Hakemulder, 2015). The company regularly talk to the customers, survey the needs of the customers, and watch their actions and reactions. But it is not quite easy to monitor each and every customer. So, it can be said that ASDA cannot drive this factor always successfully. In short, the company captures data to understand what is important to their customers and what opportunities they have to help the customers (Kotler and Keller, 2016).
Value Proposition: Secondly, company needs to understand their value proposition to the customers (Gale, 2014). The customer pays value according to the benefits of the products or the services to get value. Here value indicates money, time, energy, thoughts and so on (Kotler and Armstrong, 2017). The company identifies the value that the products or services create for the customers. It should be mentioned that there might be some hidden values that might give benefits to the customers. And those values sometimes cannot be identified properly. They just do not identify the price of the product rather they include the time, energy etc. that the customer pays to get the products or services (ASDA.com, 2019).
Customer Segmentation: ASDA looks for those customers where they actually can give some extra service compared to the competitors (Bowman and Gatignon, 2010). As it is mentioned earlier that the customers form expectations about the value and choose the way where they can get the maximum benefit among the various markets (Hakemulder, 2015), they decide the satisfaction level according to their perceptions, needs, wants and demands relative to the competitors existing in the market (Doligalski, 2016). For example, there are a huge numbers of varieties among T-shirts. People choose them according to their choice, needs, wants and demands (Simchi-Levi, 2010).
Pity Price with Quality: ASDA knows that they need to create an appropriate price for that product or service (ASDA.com, 2019). Setting an appropriate price for the product is very important to catch the customer to sustain in a market. They set a price for products that confirms the customer to have value from the products as well as receiving value for the company (Hakemulder, 2015). They found that satisfied customers having a lot of value are generally willing to pay more. They are also concerned about the fact that the dissatisfied customers will leave them sometimes forever because of lower amount of value despite low price.
Value after Sales: Finally, they have to focus on investments like researches, sales force on their most valuable customers (Kotler and Keller, 2016). The company distribute the, marketing dollars, trade force, and investments for R&D disproportionately to the customer and divisions that they can serve efficiently and they will give the best value in turn (Lax and Mau, 2013). Selling a product, the company should justify whether the product is actually meant to the customer or the customer wants more benefits from the product. It is also necessary to include that the company distribute the extra amount of profit to improve their existing products so that they can serve better than before.
 To conclude the factors, ASDA feels their customers as the lifeblood of the business (ASDA.com, 2019). ASDA feels that the customers can cause to increase profits for them, and the company can improve in the future. They think that if they can apply these steps, they can serve better to retain their existing customers for the future. (McFarlane, 2013).
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[image: the-value-chain.png]Value Chain refers to the Value Chain of Porter’s which is a well-built management device through which executives of ASDA can use to separate ASDA’s activities and organise those activities that can provide the company some strong advantage in the market with the help of either increased prices or with lesser costs (Porter, 2014). ASDA is trying to adopt these strategies to server more to the customers with lower cost of the product. (Groth, 2010).
Figure 1: Value Chain Analysis framework of ASDA
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As shown in this Value Chain chart, ASDA got five general types of primary actions that is necessary to maximise the customer value: 
Inbound Logistics 
ASDA receives, stores and distributes the raw materials of the goods (Doligalski 2016). They handle the materials, store the corporeal items, as well as they take and store the information of their customers and store them. The suppliers of the ASDA are in a good position. But they will be always good, this is not necessary. So, ASDA should regularly monitor their suppliers’ product quality according to their recommendations. ASDA has collected some of the internal logistics tasks (Gale, 2014). 


Operations 
ASDA transform raw material into finished goods (Simchi-Levi, 2010). After getting goods from the supplier, they furnish the goods, in their finance sector they form their plan to attract their policy and so on (Karimi and Allameh, 2016). But things are changing. Market demands are varying from time to time. So, operational activities should be modified according to the mode of the market and also should make the prototype to meet the demand. As an online based store, they record the customers shopping data to let them know about their new product according to the customers’ shopping criteria (ASDA.com, 2019). 
External Logistics 
ASDA distribute the final products to the intermediaries known as retailers or the delivery organisations and the consumers (Doligalski 2016). These external logistics activities are related with dispensation, storing, accomplishment of wholesalers and retailers’ orders, arrangement, and dissemination network with the customers (Hakemulder, 2015). 
Sales and Marketing
ASDA create way from where the buyers can have their desired products and services. ASDA marketing team along with advertisement team regularly let the customers know their product efficiently. These sales and marketing activities consists of selection of the partners, promotion, publicity and campaign, pricing etc. But time to time, the mode of advertising is being changed. People are more focused on social medias and public reactions of the environment. So it is a challenge for every organisation like ASDA to cope up with those modes of marketing.
Services
ASDA needs to provide after sales services and maintain them according to the customer needs for proper use of the good (Gale, 2014). These activities of ASDA consist of maintaining software to serve the products, installation services, training, after sales maintenance, and supply of other materials related to the bought products (ASDA.com, 2019). These services maximise the company’s customer value after sales.



[bookmark: _Toc5]1.2.2 Support Activities done by ASDA in Value Chain to maximise value: 
ASDA has to balance their work according their primary tasks (Simchi-Levi, 2010). These supportive tasks are separated into four distinct activities along with specific activities. (Groth, 2010) which are related to the working area of ASDA. The four general supportive tasks are listed below:
Firm Infrastructure 
ASDA plays such activities those consists of managing, financing, accounting, planning, legal activities and quality tasks (Hakemulder, 2015). These activities help ASDA in spite of being a company with an enlarged area and culture (Doligalski 2016). For example, Corporate level executives manage the tasks of financing and planning. On the other hand, unit level executives look after the quality tasks, account management tasks and legal matters (ASDA.com, 2019). 
Human Resources Management 
HRM department of ASDA undertakes the tasks of Recruiting, Selection, People management, Training & Skill Development, and Compensating at both corporate level and business frontline area (Hakemulder, 2015). Human resource management affects competitive advantage in ASDA that reduces the cost of external source for creating the company’s customer value, because efficient employee can provide the optimum value to the customer. It should be remembered that proper human resource is so tough to get. The company may not hire proper human resource always. For this reason, ASDA regularly should arrange meeting for the development of the employee to get better output from the employee (Gale, 2014).
Technology Development 
As ASDA is a market place and market space based company, technology supports almost all activities of the daily activities in and out of the organisation (Groth, 2010). In the technology industry, ASDA found that technology development has become a source of competitive advantage for them as they can reach to their customers from a broad range of area around the world (ASDA.com, 2019). Technology development at ASDA includes activities such as - process engineering, technology selection, feature design, field-testing, and component design (Doligalski 2016). 

Procurement
ASDA collects the inputs from the appropriate provider to stretch better service. It doesn’t include purchase inputs themselves. These inputs are like raw materials, machinery, buildings, goods, equipment, etc. (Simchi-Levi, 2010).
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Figure 2: Customer Value Framework of ASDA (The Triz Journal, 2019).
Delivery quality: ASDA is that much concerned with providing quality product with quality service. ASDA knows what customer need and want from them and they have a wide range of data that gives them the facility to get acquainted with the needs and wants of the customer (The Triz Journal, 2019). ASDA maintains a standard according to their principles to provide quality goods so that the customers become satisfied (Hakemulder, 2015). ASDA has a clear vision to the customer needs and wants and the value that the customers pursue. And this advantage helps them to the quality delivery for the products and services (Groth, 2010). But it is also a tough task to be accomplished. All the factors are known to the customer is rarely true. For this reason, they have separate departments for handling the products to deliver to the customer as appropriately as possible maintaining time, efficiency and as robust as possible. 

Parameters such as system availability, reliability and robustness become more relevant and contribute more to customer value of ASDA (Doligalski 2016). This quality helps ASDA to establish their product and services to the customers’ mind where other competitors continue to introduce their product slowly. This advancement gives them a competitive advantage against the competitors. ASDA also believes that customer value can be enhanced by building a congenial relationship with the customer through all customer touch points as they have actual and virtual market place and market space accordingly (ASDA.com, 2019).
Customer Intimacy: ASDA spreads awareness massages through a pink till receipt that creates a positive impression towards the customers. This is one way to get intimated with the customers (Doligalski2016). This intimation requires scanning, observing, detecting, examining and recognising the client’s needs through a deep intimate process that should be based on trust and confidence (Simchi-Levi, 2010). ASDA says that the client has need to be captured through multiple interactions and touch points (The Triz Journal, 2019).
Orchestrated Customer Learning: The customer will never be able to know about the firm that is the prime concern of ASDA. So, ASDA feels that they have to let the customer learn through a process of orchestrated customer learning arranged by ASDA time to time (ASDA.com, 2019). They arrange workshops for existing customers taken from their huge data, maintain interactions and avail designed experiences in which elements of known solutions or needs are highlighted so that a customer’s hidden needs are revealed. But all the customers may not be able to join their workshops and other seminars to get that much information. So here is a backward result of orchestrated customer learning. As the customer is guided through the process, the finesse and diplomatic skills of suppliers becomes an important component of their strategy. 
Value-net deep dive: This framework refers that the customers as well as the suppliers don’t know the needs of each other. But in the case of ASDA, they know that the customers need a wide variety of products in one basket (Groth, 2010). For this reason, they made a wide range of way to get all of the necessary items such as Grocery, George, Home appliance, Pet Insurance, entertainment, Food deliveries etc. in one place (Hakemulder, 2015). But it is quite tough to identify the customers’ hidden needs that the customer himself doesn’t know as well as unknown for the organisation like ASDA.
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Quality procedure is referred as aggregation of the organisational actions, motivations, tactics, strategies, courses, properties, tasks, and the setup required in framing and applying a total quality management (TQM) method. All activities that ASDA does, relative to their organisational policies, procedure and responsibilities to the customer and to the organisation as well will be considered here. ASDA follows ISO 9001:2015 to maintain proper quality standards to maintain their image in the market. ASDA always finds the gap between the customer needs and those standards to meet the need so that customers may get the desired product and service with proper quality (Hakemulder, 2015).
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Here ASDA’s quality management strategies can be described according to the IDIC model which is made to build, to keep and to retain the long-term relationships with customers (Gale, 2014). Here IDIC model discusses four actions. 
Identify
Differentiate (value, need)
Interaction
CustomizeGetting well-acquainted with the customers
.
Distinguishing
the Customers according to their value that matters for the firm.
Identifying those customers who want our service
Networking with them according to what the values they have with certain needs.
Modifying the products and 
services according to what customers want
The “value Sieve”
Let them know that the firm can provide their needs
Customer Data about needs

Figure 3: IDIC model of ASDA developed for the customers.

Identify
ASDA has successfully been able to find their actual customer and also have a wide range of data and deep knowledge about their existing customer (Karimi and Allameh, 2016). Nowadays, ASDA is trying to find their potential customers as well to capture the whole market (ASDA.com, 2019). It has been identified that ASDA is so closed to their customer that means they have the direct access to their customers through their online and offline stores, Home appliance, entertainment, household necessary items etc. So, ASDA is able to find the needs of customers and the means to serve those needs properly. (Simchi-Levi, 2010).
Separate 
Another section of this model serves ASDA to make a separation of their customers into two bases: value and need
Value: ASDA differentiated their customers that almost 60% of the customers is producing more value now and 30% offers in the next opportunities (ASDA.com, 2019). The rest of the customers are not in their touch.
ASDA is trying to focus more on them who are communicating more and purchasing more than one time by providing delivery system named as personal touch, low price everyday scheme, special offers for the existing customers and so on (Stevenson, 2017).
Need: The rest of the 10% is differentiated by the quality management team of the ASDA’s customers according to their needs (Bowman and Gatignon, 2010). Needs such as future potential needs are tough to get accomplished, but ASDA has shown that they have come up with the tough ideas like emerging insurance, entertainment, home appliance with the grocery items (Hakemulder, 2015). Customer needs create a number of values to be attained through a particular product and it should be remembered in the organisation while creating value for the customer as a leading store shop like ASDA. That has already been discussed about the wide range of customer data (McFarlane, 2013).



Interaction
ASDA continuously interact with their customers through their offline stores as well as their offline stores (ASDA.com, 2019). So, they know what type of products the customers want or other what items can create value to the customers. They have a wide range of product line consists of thousands of brands (Kotler and Armstrong, 2017). They monitor customers’ behaviour to the brands and the products regularly (Kotler and Keller, 2016). So, ASDA store company strongly trying to building relation with the customers to attain them for a long time (Karimi and Allameh, 2016). ASDA also trying to intermingle with the customers so that ASDA can have the information about their potential needs in future.
Offline stores communicate directly with customers to make the customers aware that the company is taking care of them (Groth, 2010). There is no any difference for the online service of the ASDA that also conforms the interactions with the customers to create value by asking instant questions about the price, quality, accessibility of the products of their previous and present purchases. By doing so the customers become loyal to the company and they also want to build a good and long relation with the company (Doligalski, 2016).
Customising
ASDA have customised the product as well as the services according to the needs and wants of the customer (Lax and Mau, 2013). As it is mentioned earlier that they monitor customer behaviours and questions to improve their product line and the brands, they have made different criteria belonging the customised products according to the perceived needs of the customers (Karimi and Allameh, 2016). 
These four steps allow ASDA to confirm their product quality according to the customer needs and values (ASDA.com, 2019). They continuously monitor whether they are satisfying or failing to convey the customer requirements to meet the quality of products. If they fail in any step, they immediately try to recover that problem (Stevenson2017).
[bookmark: _Toc9]2.2 Total Quality Management Principles of ASDA:
ASDA highly manage their product quality which is the prime concern for ASDA (ASDA.com, 2019). They better understand that the customer may still stay with ASDA in spite of increasing the prices if they can provide good quality in the convenient way (Kotler and Keller, 2016).
Customer Contentment: Products and services supplied by ASDA meet customer expectation that creates customer satisfaction as the customers get quality products (Kotler and Armstrong, 2017). A company can create a lot of schemes to satisfy the customer needs. But it is obvious that it will not meet all of the customer needs.
Employee Commitment:  ASDA arranges various workshops and training sessions for the employees to be efficient in dealing with the customers. So, the employees are happy to work with ASDA (Simchi-Levi, 2010). This creates empowerment of the employees to give the optimum value to the customer with the better quality with the best price.
Fact-Based Decision Making: As it is mentioned earlier that ASDA has a wide range of data of their customers (Groth, 2010), having the data they process statistics to ensure that their service to provide products is meeting the customer needs specifically regarding the quality (Hakemulder, 2015).
Effective Communications: Having offline and online stores, they interact with the customer immediately after purchasing the product and ask some questions regarding their experience (Lax and Mau, 2013) while shopping and also about the previous experience of the quality, availability of the products (McFarlane, 2013).
Strategic Intelligence: Excellence is the need of ASDA’s long tenure vision (Gale, 2014). As their main product line is food based, they cannot compromise with the quality of the products. Not only for the ASDA but also for other organisations like ASDA, quality should be regarded as the top concern (Kotler and Keller, 2016). People are willing to buy a product with high price, but will never compromise with the quality. So, ASDA is aware of it. But in spite of doing all of these activities, assumptions cannot be always true.
Integrated System: ASDA cannot confirm quality alone (ASDA.com, 2019). The supplies should also be concerned about the products supplied. ASDA confirms a balanced work among all the departments to provide a proper finishing of their service. No lagging is noticed without some minor faults (Simchi-Levi, 2010).
Continuous Improvement: Every employee of the ASDA always thinks about how to better perform their job. Kim Kilgour, an employee ASDA who has generated a new idea to make people aware of cancer as she was a victim of cancer (ASDA.com, 2019). She offered for a breast cancer awareness message on pink till receipts. Thus people get attracted to that shop location getting aware pf the news. This might be regarded as an initiative to improve and attract the people to provide a quality product line (Karimi and Allameh, 2016). 
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Management team of ASDA are involved in designing and developing the product and service, selection of directed process, and technological tools, designing of working systems, location scheduling, facilities development, and quality enhancement of the organisation’s (STEVENSON, 2017).
The management team of ASDA interconnect the tasks of every department, forecast those tasks to be completed, and schedule them according to the available inventories and quality tools. All these works need motivation for employees. Because without motivation, the management team will get discouraged to maintain the desired quality. The system contains the products with brand value, product facilities with various offers time to time, and most importantly the maintenance of product facilities with qualitative ingredients (Doligalski 2016). The activities include:

Forecasting: Such things as products relative to the weather and the seasons (Groth, 2010), product demand for children, men, women and for so many classes of the society are the prime concern for ASDA to manage them accordingly (STEVENSON, 2017). Statistics showed that future is always uncertain, and anything can happen that surely can affect the firm. So, ASDA should aware of this fact while forecasting.

Capacity Planning: Though quality is a prime concern for the company, ASDA is also aware of their cash flow and the profit for the firm too (Bowman and Gatignon, 2010). They place the right product in the right location to provide qualitative advantage for the customers that increases ASDA’s profit (Simchi-Levi, 2010).

Facilities and Layout: Human resource is indeed a big deal for ASDA (Kotler and Keller, 2016). A huge number of shops in UK consists a lot of workers, and other equipment being important in achieving effectiveness regarding to the company (Porter, 2014). Right people in the right place effects the company’s activities in a right way that is shown in ASDA’s annual turnover which is near to 2.17 billion dollars.it can be assumed that they have been able to perform this task efficiently that brings to them a positive place in the market with quality products (STEVENSON, 2017).

Managing Inventories: ASDA has so many products in their product line such as foods and drinks, first-aid kit, pet accessories; dresses for men, women, old aged people, school students, home appliance, equipment, trip shop, style and fashion, and life saviours and so on which consists of more than thousands of brands (ASDA.com, 2019). All of them are supplied to the customer and reviews show that customers have no any objection about their products (Karimi and Allameh, 2016). So it can be seen that they are doing their activities very efficiently.

Assuring Quality: ASDA has always put their concern on quality (Lax and Mau, 2013) specially on baby foods and matters, then they have put emphasis on woman specially on pregnant handicaps, before they have also put emphasis on household matters and lifestyle products (Hakemulder, 2015). As amazon is reaching higher and higher, to compete with them, ASDA needs to take some effective measures that will promote their effectiveness and efficiency.

Motivating and Training Employees: Again and again it has been seen that ASDA has left no any scope to avoid to make their employees fruitful (Doligalski 2016). The employees have always shown their commitment and effectiveness throughout their activities that has been discussed earlier (Kotler and Keller, 2016). The main hidden cause is to be motivated by the top executives in every phase of the process regarding to perform their job.

Locating Services: ASDA’s managers determine the areas where they will perform their major activities, where to make campaigns, where to engage more customers and the areas where the customers need more attention of the company. ASDA warmly accept the suggestions from the customer and so they make separate plans considering the buying patterns of the customers in different areas (Stevenson 2017). But if there is any idea to generate more value to the products for customers, the top executives warmly accept those ideas for the betterment of the quality of the products (Gale, 2014).
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To conclude discussion, it can be said that customer value not only requires a product rather they want to get the optimum benefit from the product or service. To ensure that optimum benefit ASDA ensures the product value rather than measuring with price. To gain new customers and retain existing customers various value added strategies has been undertaken by ASDA where other competitors have not been acquainted yet with those strategies or have been that much successful like ASDA. Value chain analysis, customer value framework show that ASDA has ensured their value propositions to ensure the maximum outcome for the organisation and creating value towards the customers as well.
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