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Introduction
Customer experience has become a very common and very significant phrase in recent times. Customer experience can be the factor for the competitive advantage of the companies and this shows whether the company needs to improve their approach or to encompass it (Schmitt, 2010).  Customer experience is the sum total of retail or digital experiences and interactions of the customer with the business. It is how a customer gets engaged to the brand and gets satisfied with its service.
The assignment here presents the findings of the factors which influence the ability of the organisation to maximise the value of the customer.  These factors are the essence which determines the engagement of the customer with the business. Also, a clear understanding will be set up of the quality processes of the company and how effective it is in meeting the requirements and needs of the customers.
The assignment is focused on the British online fashion and cosmetic retailer ASOS. The company was founded in 2000 in London, primarily aimed at young adults. The website sells over 850 brands as well as its own range of clothing and accessories, and ships to all 196 countries from fulfilment centres in the UK, US and Europe.
The fashion retailer  believes in providing premium quality products to their customers to provide them value, they also believe in promoting body positivity and do so by offering their ASOS Brands in more than 30 sizes while committed to providing all sizes at the same price. Likewise, they try to promote a healthy body image and they work with more than 200 models to represent their audience. That  is why they have a strong global recognition by the customers. They have also partnered with GLAAD, one of the biggest voices in LGBTQ activism, on a gender-neutral collection to unite in accelerating acceptance and partnering with the British Paralympic Association, providing the ParalympicsGB team with their formal and ceremonial outfits. (ASOS, 2022).

It is common for terms such as 'customer value' and 'customer requirement' to emerge from the same core concept of customer experience management. It also means assessing the quality of the services offered to customers as well as providing them with those services. In addition, they appear to mean the same thing. There is, however, a significant difference between the two.
In the context of customer value, it refers to the agglomeration of both quantitative and qualitative benefits that a customer receives in connection with the purchase of a product. A desired value and a perceived value are two aspects of this concept (Leroi-Werelds et al., 2014). In order to assess the value of the service, the difference between the total benefit received by the customer and the total investment made by the customer for the benefits he/she expected is considered. It is usually measured by the extent to which the benefits exceed the costs. There are several forms of customer benefits, including the quality or quantity of the product, after-sales service benefits, warranties, repairs, delivery costs, and customer-friendly attitudes (Kumar and Reinartz 2016). Similarly, the total amount paid by the customer goes beyond the amount paid for goods and services. The purchase of a product involves more than just the financial aspect. It involves the accumulation of time, energy, and thought that have been spent by the customer. Customer value is defined by certain key attributes, such as the degree to which the product conforms to industry standards, the brand value of the product, and the customer's expectations. A variety of factors are taken into consideration, including the selection of products, their prices, brands, the availability of value added services, and the establishment of relationships with customers.
CUSTOMER REQUIREMENTS - This is the total expectation of the customer from the product and its associated services/benefits. Ellis (2018) defines this as the characteristics and specifications of a product deemed suitable and desirable by customers. Customer satisfaction is also taken into account. There are two types of customer requirements: service requirements and output requirements.
Service Requirements: These are the services that the customer expects from a particular brand or company. A service provider's behaviour is influenced by a number of factors, such as the timing of the delivery, the payment schemes and procedures, and the modes of payment (Huang et al.2016). This includes everything related to the way the customer expects to be treated at the time of their purchase as well as how smooth the entire process is.
The output requirement involves the actual performance of the product, which is the more tangible part of customer expectations. In comparison with the expectations of the customer. Depending on the type of product which has been purchased by the customer, the characteristics of this performance will differ. For example, if the product is a service, the output requirement specifications will take into consideration the quality and nuances of the services provided by the seller (Demirag 2017). The key measurement criteria for transportation is a smooth, uninhibited ride, as well as a timely arrival.A good example can be found in electronic gadgets, where features such as volume and clarity of sound, picture quality, ease of use, and many others are determinants of output requirements based on the purpose and user of the device.
ASOS's ability to maximise customer value is influenced by the following factors.
Customer value refers to the combination of both quantitative and qualitative benefits which the customers receive from the purchase of a product. It has got two aspects to it – desired value and perceived value (Leroi-Werelds et al. 2014). Accordingly, the customer's benefits are evaluated against his/her investment made for the benefits he/she had expected based on the difference between the total benefits received and the total investment. It is usually a measure of how much the customer's investment is outweighed by the benefits. Customers can benefit from a variety of things from a business, such as the quality of the product, the quality of a business' after-sales service, the warranty, the cost of repairs or deliveries, the manner in which the business treats customers. It is also important to note that the total costs paid by the customers do not simply relate to the financial expenditure. The customer has invested time, energy and thought in the purchase of that product, in addition to its financial aspect. An important characteristic of customer value is how well the product conforms to both industry standards and customer expectations, as well as how well it fits into the brand value of the company. Furthermore, this includes the selection of the product, its price, the brand, value added services and establishing a good relationship with customers. 
Organisations can only value customers and maximise this value by timely managing the customers and their services. It is challenging for businesses to provide appropriate services and most organisations consider customer value maximisation an impossible goal, However today's tools, techniques and processes can help businesses achieve it. (Palmer, 2010)
In order to earn and gain customer loyalty, businesses need to build loyal relationships with their customers in order to expect repeat purchases and increased customer engagement. When an organisation has a good relationship with its customers, it clearly reflects on its performance and earnings (Berry, Carbone and Haeckel, 2002). Revenue and sales are generated by increased customer value for the business. It further contributes to the establishment of the company in a particular market. Customer service has the ability to convert non-customers into loyal customers.
The continuous provision of good services by the company contributes to the ability of the company to gain insight into the needs and requirements of their customers and, therefore, provide them with the most appropriate services. These points clearly indicate the importance of good quality service and customer value for the organisation. According to (Hill and Alexander, 2017) maintaining good customer relationships depends on providing quality service. It might just be the most important factor.
Critical analysis of the factors which impacts the ability of ASOS to maximise the customer value
This section will examine the factors that influence ASOS's ability to maximise the value of its customers, as it is already discussed that customer value and services are closely related.

Sustainability and quality of products 
ASOS is committed to providing high-quality products. As part of its commitment to quality, the company incorporates sustainability into its operations. There is nothing that can ensure long term success for the brand if the quality of its products is not maintained by the brand. If a product is not to a good standard and it is sold in large numbers, then it is definitely the brand that is collectively generating the sales. Generally, customer satisfaction is influenced by the quality of the product, followed by its price (Kumar and Reinartz, 2016). The quality of the product influences the ability of the company to affect customer value.
Customer requirements and needs
In order for companies to achieve maximum customer value, they need to focus on the needs and requirements of their customers, which they can accomplish by conducting marketing research and surveys that will give them an insight into the needs of their customers and how they can provide excellent customer service (Hussain, Nasser and Hussain, 2015)
Training and development practices
In order to increase the ability of the company to provide amazing services to its customers, it is very important for an organisation to provide its employees with excellent training. It is evident that training employees increases customer value because it increases their skills and knowledge, which enables them to provide the best quality services to their customers (Beckers, Risselada & Verhoef, 2014)
Attention on processes
As an organisation, the processes influence how efficiently and effectively we satisfy our customers and provide value to them. These processes include customer feedback and surveys that provide us with feedback about what customers want. This information allows ASOS to make changes in their services, reformulate the services they provide, and redesign the products and services they offer. This is how they can provide the best services and create excellent customer experience.
Styles of management and leadership
A leader's style of leadership determines the type of service provided to customers because a leader's style determines the quality and type of service provided to customers. In order to make sure customers have a smooth service experience without experiencing any faults, leaders must motivate and influence their employees to provide excellent service. Therefore, leadership has a significant impact on the organisation's ability to maximise customer value (Tsou and Huang, 2018).


Clear communication
In communication, information, ideas, and opinions are shared between two or more people. Communication between the employees and customers should be seamless. Due to the smooth communication, customers will be able to raise any questions and get them resolved with little to no inconvenience. As a result, communication is an important component of meeting customer requirements and improving the customers' experience with a company's products and services. There are many methods through which an organisation may communicate with its customers, these methods include telephones, emails, social media and digital media. In order to increase the speed and quality of communication, the company should choose communication channels that do not introduce any bottlenecks. As a result, customers are more likely to trust and believe the information they receive. When organisations fail to resolve the customer's query or problem, they are not accepted by the customers. A seamless communication strategy is key to ensuring a smooth and consistent customer relationship for any organisation. According to Weinstein and Pohlman (2015), communication is the factor that affects the organisation's ability to provide maximum value to its customers.

Active listening and interpersonal skills
Several factors affect the level of customer satisfaction of an organisation, including the interpersonal skills of its employees and the active listening capabilities of its customer service department. Customers who present with genuine problems are given consideration regarding the time required to resolve them and the manner in which they are resolved. A clear understanding between the business and the customer is developed when they listen actively to the customers. In order to maximise the value of customers, it is important to meet their requirements and actual needs (Keller, 2017).
Customised services
In most cases, customers tend to get more attached to brands or companies if they feel the services are designed to meet their needs. In this case, the process involves the personalization of services in order to provide customers with a more personalised The company provides the customers with a unique experience and only relevant content is shared with them in order to enhance their experience and keep them loyal to the brand (Sondhi, Sharma and Kalla, 2017).


Accessibility
In order to enhance the experience and improve the value derived by the customers, the products and services need to be easily accessible for them. To make a brand successful, its services and products must be accessible to the right audience (Xu, Peak and Prybutok, 2015).
Speed of the delivery of services
In order to make a good impression on a customer when they shop online, it is important to focus on the speed with which the page loads. Customers' satisfaction level is also determined by the speed of customer service provided in offline mode. Customers are happier when pages load fast. A customer will not hesitate to move on to another website or page if the page is taking too long to load. Customer value is greatly affected by this. For a company to be competitive in today's world, it is imperative to maintain its amount of users (Berguson, 2002).

Navigation between the pages and user friendly website
It is important for Tommy's website to be user-friendly so that customers will get a smoother and richer experience. You should be able to navigate between pages easily, making this process less cumbersome. Keywords help customers quickly identify products they're looking for (Agnihotri, 2016).

Language used
When developing a website, the language used should consider the country, culture, and religion of the users. Customers are affected by language in many ways, and the complexity of language makes it difficult to communicate with the company and understand what's going on. It is important that the language used on the website or information provided is easy to understand for customers. In addition to increasing the customer's experience, it will make the product more valuable.
Choice and convenience
The customer will be more likely to engage with and purchase from you if you make it easy and convenient for them. A lack of convenience will have the opposite effect. Convenience could be defined here as easy purchasing decisions, convenient payment options, easy navigation between pages, and easy payment options. Customers will find it easier and more convenient, which in turn enhances their experience. The variety of choices they have as well adds to customer satisfaction. Having a variety of brands available is what makes life exciting in today's society. However, as long as there is a choice of choices, the customer will remain loyal to the brand or company (Radojevic, Stanisic and Stanic, 2015).

Sustainability and community involvement
Sustainability has become an increasingly important concept for companies, so that the community can provide their valuable views and can contribute to the process of buying and selling products and services. Through sustainability, the companies can be more sustainable and involve communities in their actions. As a result of a strong community being built by a company, it will have a significant impact on increasing the value of the customer (Cook, 2017).
Critical analysis of the quality processes and effectiveness of ASOS  in meeting customer requirements
Companies worldwide make use of new technologies and tools today to enhance their processes and meet the demands of their customers so that they can gain competitive advantage. ASOS has figured out that customer satisfaction directly impacts the value provided to customers. According to Goetsch and Davis (2014), quality processes or quality management systems can be defined as processes and structures used to improve the management of quality.
The quality processes of ASOS will be discussed in this section. These processes are responsible for ensuring that the customer's requirements are met. It is the brand's mission to provide premium products and products of high quality to its consumers around the world so that value can be added to their lives. This is highlighted by ASOS (2022). As part of the business model, the brand places a high priority on quality. In order to attract the masses and drive value for its customers, the company sells its products both digitally and through online stores.
Below are some practices and processes ASOS uses to meet customer needs effectively:

Marketing campaigns and expanded portfolio of products
A global level marketing campaign engages customers to enhance the company's customer experience. In accordance with each segment's demands and aspirations, the right products are delivered. Providing quality products to customers is the basis for the company's strategy, which is why it builds up a portfolio of attractive brands with high growth potential and provides recognition to brands in the world of high competition (Doligalski, 2015).
Having a forward-looking approach enables the organisation to implement sustainable practices, and it adheres to a set of core values, including partnership, individuality, passion, integrity and accountability. (Kaul, 2017) asserts that the organisation is responsible for the best interests of its customers and other stakeholders, which allows it to maintain a good quality process in order to increase customer value.

Reimagining the brand
Globalisation has led to the reimagining of a brand as it reflects current trends and requirements, and a campaign is being launched which shows the company's concern for its consumers (Oswald and Kleinmeier, 2017). Facebook, Instagram, and Twitter are used to share company news and campaigns, giving the company access to millions of views and allowing them to leverage the advantages of social media platforms. In order to keep the brand young, the company claims that it must be involved in social media activities. 
Customer relationship Management
In order to build strong relationships with the customers, many organisations have implemented Customer Relationship Management (CRM). According to Khodakarami and Chan (2014), it helps companies improve profitability and customer satisfaction by staying in touch with their customers.
Because of increased competition, ASOS has implemented CRM processes to establish great relationships with its customers. The company has encouraged customers to purchase online. A feedback form is also available for customers to provide feedback so that the quality of the company's services can be improved. ASOS utilises a CRM Tool in order to develop customer loyalty and create a database for future sales by providing a direct impact on the experience of the customer. As a result of using its CRM tool well, Tommy is able to provide what its customers need and want. According to Bachmann, Walsh and Hammes (2018), it has the greatest impact on the brand's customer value.
High quality customer service 
In addition to Facebook, Twitter, live chat, email and Instagram, ASOS offers customer service that rivals any of their competitors. In addition, they provide 24/7 customer support in over 11 languages, and their customer support is multilingual. 


Social networking
ASOS has always focused heavily on social networks, this is because they have seen a clear opportunity to go digital. By creating unique and quality content, the company is able to make this shift and help customers get engaged with the brand and interact with it easier. This content also attracts target groups and helps them get engaged with the brand story. As a result, the company uses influencer marketing to reward the most loyal fans of the company and provide them with perks, such as free fashion show admission. As part of their commitment to engaging new audiences, the company says it develops digital programs every season. By using digital technologies, the company is able to provide unique experiences to its customers 
Online shopping experience to the customers
The company believes in adapting to the new trends. E-commerce has become an integral part of the business, and it will provide immense benefits for the company. The company now offers luxury shopping experiences to its customers online through its online shopping platform. Customer service options are provided on the website so customers and the company can communicate quickly. This demonstrates the company's commitment to its customers. Customer care is the key to providing high value to customers (Wang, 2015).
Therefore, the company demonstrated excellent quality management and a great ability to maximise customer value. With the help of smart approaches, the company provides rich and smooth experiences to its customers, which heightens their experience and value derived.
Conclusion
According to our analysis, ASOS is one of the largest fashion brands in the world. The company began with retail stores, but has now shifted to the digital age in order to leverage the opportunities provided by the online e-commerce industry. As a result of its aura in the industry and its ability to engage customers, the company has been successful at creating its own brand. It is imperative that the brand provides its customers with luxury experiences in order to meet their expectations and requirements as a luxury brand. A failure to do so could result in customers switching to another brand, which would be a significant loss for ASOS.
A key component of customer value is customer service. Customer service may be enhanced or maximised by the quality of customer service. Furthermore, the factors that make an organisation able to maximise its customer value are discussed. Additionally, it's discussed how many factors contribute to the ability of a company to maximise customer value, such as the quality of services, communication channels, ease of processes and language. ASOS’s quality processes and practices are discussed in the second section of the report, which help the company deal with the tough competition in the market by engaging and keeping its customers happy.
This report clearly indicates that irrespective of service quality and business establishment, it is essential to move and shift according to the needs of consumers today. Business managers are able to adapt to the current complexity of the business environment, as well as satisfy the needs of their customers. ASOS has clearly gained a lot of success with the shift to the digital age.
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