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[bookmark: _Toc26594216]Introduction
All of the company operations are initiated in response to create customer satisfaction by providing valuable services and products. However, in the intensely competitive business era, censuring customer satisfaction has become more challenging as consumers have now more choices. In this regard, to create customer satisfaction, companies must increase their interactions with the customer through customer engagement with the company offering and process and create positive customer experiences. Companies need to explore a value-driven relationship with their consumers to enhance the positive perception of customer interaction and engagement. However, to develop an understanding of the customer experience and engagement, the following report has been prepared by analysing the strategies and activities of H&M in terms of managing their customer bases across the globe. H&M is a Swedish multinational retail clothing business that offers fast-fashion clothing for men, women, children, and teenagers.Currently, the company is operating in 4,958 locations in 62 different countries as becoming the second-largest clothing retailer. Approximately 150,000 employees are working under it. The company has created an online presence as it has developed online shopping facilities in more than 33 countries. In 2018, the net income of H&M was 3.04 billion.


[bookmark: _Toc26594217]Factors influencing H&M’s ability to maximising customer value
H&M consistently focuses on the following factors that facilitate the organisational ability to enhance consumer perception, engagement, and overall customer value.
[bookmark: _Toc26594218]Customer service
Besides providing the exclusive and quality fashion products H&M maintains good customer service to enable customer value. The customer services they provide are presented below:
Appreciating and remembering repeat consumers
H&M uses a good CRM policy for which they record their key customer’s details such as purchase history, contact info, birthday, etc. The purpose is to serve the repeat shoppers with great care and send them with the latest and interesting offerings according to Richardson (2010). When the company sees that the order is from the previous consumers, they acknowledge their repeat purchasing and send them with anetiquette note of gratitude to value their customers.
Practicing perfect greeting
To make a delightful impression, the employees of H&M greet their customers with solid greetings while customers walking through the entrance door of the outlet. While entering the outlet, customers are acknowledged by the gatekeepers and receptionist and ask for freeing up hands with other shopping bags he is carrying. It is found in a survey that customers feel valued when they experienced company attention towards him for which the purchase intension increases by more than 50% according to Lemon and Verhoef (2016).
Managing stocks to avoid stock out
H&M always focuses on their stocks as they know the customers can turn around if there arisesan unpleasant stock out situation. H&M uses EDI systems in all of their outlets and replenish the orders within 3 days to avoid the stock out situation. In case of stock out the situation, the salespersons of H&M try to convince the shoppers with substitute options. For some special customers, H&M ships the desired products to the consumer's address without a shipping charge.
Using product knowledge for good use
The appropriate and enriched product knowledge is an essential component of customer service. H&M trains their employees to become the product expert by learning every detail about the product so that they can respond to any query made by consumers while shopping according to Quadri-Felitti and Fiore(2012). He expert employees of H&M are well trained to discuss with their consumers regarding the feature and benefits of each product and to teach them how to best use the product.
Apologizing and resolving mishaps 
It is not mandatory that all of the customer dealings always go right. When there arisesan unpleasant situation regarding the mismatch and or any other misdealing, the employees of H&M resolve in a deliberate and friendly manner. They have enabled the product return policy in which consumers can change the products within 48 hours if the products are defective or the size of the products needed to be changed. Before the recovery of the mistake, the management and employees of H&M apologize to easy the situation.
[bookmark: _Toc26594219]Customer centrality
In the case of fast fashion retailing, the companies have made their consumers center of focus as to give maximum priority. All of the products and services are produced with the intention of making their customers satisfied as there is no demand and expectation from consumers, there is no business. H&M always give customer priority and so they have mastered in maintaining some important components of customer centrality according to De Keyser et al (2015).
Knowing customers
While prospecting, H&M always focuses on the customers' identity about who are the customers to whom they will sell products and to define what their customers want to buy. H&M offers products that will keep their customer’s closet up to date with the perfect fashion products. To track their consumer's preferences, H&M has developedthe app-based program through which customers can select styles and choices and can share their needs so that the company can offer fashion products accordingly.They continuously conduct research to get insight into the changing consumer needs and developed a feedback system to know what they actually want and who they are.

Customer-Centric Experience
All of the activities of H&M are initiated to create a customer-centric experience The successful creation of customer-centric experience makes the customers of H&M feel special as they are at the center of the company's attention. The development of the app-based program and online store has already created a unique platform for creating a customer-centric experience according to Rawson et al (2013). By considering the customer convenience, H&M launched a 3-month return policy as busy consumers can return the product in their busy schedule. The main aim of creating a customer-centric experience is to create excellence and attachment from the beginning to finish.
Considering customer feedback
H&M always takes their consumer feedback seriously as they remain updated from the customer complaints. To know what their consumers are liking and what their consumers are disliking, they initiated both online and offline feedback channels through which its consumers can put their comments and ideas to improve their fashion sense and products accordingly.  All of the feedbacks are associated with the consumer interest, market trends, customer expectation and customer satisfaction toward fashion clothing according to Schmitt(2010).
[bookmark: _Toc26594220]Value and purpose of CRM
H&M has maintained an effective consumer relationship as one of the benefits of CRM. The practice of CRM has enabled customer loyalty and frequent visits throughout the year as the consumers of H&M visits 17 times compared to other fashion retailers according to Blázquez(2014). The maintenance of effective CRM activities increased consumer awareness and loyalty in spite of spending less on promotion. Through the CRM software, H&M can collect information about the bestselling and popular products along with the sales records which also enable the company to infer the latest trends, colors, and preferred design.
By using the CRM, they are able to know the consumer preferences which keeps them ahead of the competition as they are well informed about what they need to produce and what products will meet the consumer expectations according to Biedenbach and Marell(2010). By listening to their consumers, H&M can easily assign the correct pricing strategy as they are informed of their consumer spending patterns from the previous sales data. The improved CRM data handled by H&M is used in enhancing the brand equity as satisfied consumers create a promotion of the brand through positive word of mouth activity. Through the use of CRM, the company can estimate about the habit and consumption pattern of its consumers and can bring newer fashion products accordingly.
One of the major purposes of managing CRM is that it can create an intimacy between the brand and consumers which enables and boosts sales, brand awareness, and brand loyalty. Customers engage in repeat purchases and the loyal consumers buy from the company without creating less expenditure for the company as acquiring new consumers is 5 times greater costly than to retain the older and loyal consumers according to Wong(2013).
Most importantly, the use of CRM software by H&M, they have streamlined the consumer data collection and search for newer ways to upgrade their products and services to meet consumer expectation. Moreover, CRM enables the company to get more connected with consumers with more detailed information.
[bookmark: _Toc26594221]Buyer seller relationship
Generally, the buyer-seller relationship refers a good interaction and engagement among the business buyer and the company. In the case of H&M, the buyer-seller relationship implies the relationship between the company and its individual consumers. Basically, H&M focuses on three types of relationships with is consumers to enhance the interactivity and loyalty which contributes to the sales and profitability according to Homburg et al(2017). In 2018, the regional sales growth has increased by 3.24% in the UK after initiating the CRM programs in eachof their outlets. The three types of relationship practiced by H&M is described below:
Transactional relationship
This type of relationship is mainly maintained with the butterfly and stranger consumers to boost the short term sales. This type of relationship of H&M focuses on the exchange of basic products and the companies try to create operational efficiency and satisfaction when general consumers buy their products according to Verleye(2015). They spent little effort on this type of transactional relationship whenthe customer crowd is high. Moreover, the purchase decision is not so complex in H&M so they maintain a lot this kind of relationship.

Value-added exchanges
H&M maintains this type of relationship with true friend consumers to retain them as 36% of their revenue is generated from this type of consumer. They are not on frequent consumers but also they purchase a large number of fashion products according to Rose et al (2012). Some middle and high-class families come to the outlets of H&M and purchase for the whole family once or twice in the two-month period.For these, they consider the current and future needs that can increase the satisfaction and positive experiences in maintaining a relationship with the company.
Collaborative relationships
Although this type of relationship is maintained with the suppliers, H&M develops a collaborative or partnering relationship with some of its high-end frequent shopper consumers who stay always with the firm’s offering. Customers are considered as partners of their business and deal with them accordingly with improved service.
[bookmark: _Toc26594222]Managing Customer Expectation
Very often consumers expect more than the company can do. To recover this issue, companies apply various strategies to manage the expectations of the company offerings. Generally,consumers are unaware of the company's ability, policy and rules and for which they may ask for something that is difficult for the company to provide. Statistics show that only 32% of consumers expect the exact capabilities and quality of the product and only 15% of consumers expect less according to Bilgihan et al(2016). However, to resolve, H&M applies a variety of strategies in managing customer expectations which are explained below:
Covering more solutions
In H&M, employees are trained for offering a variety of solutions to the customers’ demands when frontline employees deal with the consumers. If consumers ask for any items that are hardly possible for the company to offer, they offer alternatives. H&M is consistently listing all possible forms of resolutions that may help their consumers to understand the complexity and forms the realistic expectation of the offerings.


Being transparent
To resolve the over expectation problem, H&M clearly communicates their values and policies transparently which helps the consumers to think and sense about the exact expectation.  Generally, the over-expectation is generated from the trust in the company deliverables and promises according to Lemke et al(2011).  However, H&M uploads the company information, product description, price and other relevant information regarding their fashion products through their company website and other social media pages.
Giving clear timelines
While purchasing sometimes consumers have to wait in a long line for the crowd. In that situation, consumers used to form many positive and negative assumptions and expectations from that situation. H&M handles this kind of issue by implying the actual reason behind the glitches, bugs, errors and then to outline the estimated time to take get their offerings.
Balancing optimistic and realistic views
Consumers generally expect to hear good news such as that their problem will be solved, the solution will be implemented, a refund will be made, the product will be replaced and so on which are always not reasonable et al Kim and Choi (2013). In such a situation, H&M clearly states its terms and policies so that consumers don’t expect more than reality.
Following up
Following up is the most crucial component in managing customer expectations as most of the consumers expect that the business will follow up with the consumers to round out the consumer expectation. In this regard, H&M developed a feedback system and mails to their most prominent consumers to know the product review and consumer satisfaction according to Ali et al (2014).



[bookmark: _Toc26594223]Buying decision making process
While considering the buying decision-making process of a consumer regarding the purchase of H&M’s product, the company maintain fairness for all of the consumers at each of the stages which are explained below:
Need recognition
At the very beginning of the process, H&M stimulates the needs of consumers by advertising their offering. In doing so, it mainly relies on their online media especially on their own website and social media sites. The company never promotes or signals a wrong stimulus to create fake needs among consumers according to Kamaladevi(2010).
Information search
In the second stage, consumers generally search for information regarding their needs. H&M never fabricates the information regarding the offerings and they manage the traffic of their website so that consumers can easily get access.
Evaluation of alternatives
While evaluating the available alternatives, consumers generally think about the competitor's offers. H&M never uses any abusive information that can attack the competitors offering. They never compare directly with any specific competitors as it is a violation of the laws.
Purchase decision
While consumers are at this stage, the persuasive personal selling often influences the buyer perception regarding purchase. However, consumers of H&M never complaints about the aggressive and persuasive attitude of the company salespersons according to Richardson (2010).To maintain fairness, they remain their consumer ease while making purchasing decisions. The employees are trained only specify or inform of the product’s functionality or features.
Post-purchase behavior
To track the post-purchase behavior of the consumers, H&M developed a review and feedback system which is transparent as the review and comments of one consumer can be seen by other consumers. However, in the blog sites of H&M, the noncustomers can also comment to share their ideas toward the improvement of the company offerings and operations.
[bookmark: _Toc26594224]Systems of quality process in H&M that meets the customer requirements
[bookmark: _Toc26594225]Elements of the quality management system of H&M
The quality process is a dynamic concept that can be framed by consumer expectation and satisfaction which is used to build and maintain consumer relationships by meeting the consumers’ expectations. However, the quality management system ISO 9001 is adopted by H&M which maintains a group of quality principles reflected in their consumer focus, leadership, process approach, people engagement, continuous improvement, relationship management and decision making regarding consumer requirements according to Lemon and Verhoef(2016).
Quality Objectives
The quality objective creation is the first requirement of QMS supported by the consumers expect. H&M is following the ISO 9001 in defining its strategic goals and purpose of QMS that has the ability to create a link between the customer requirements and company objectives. H&M has successfully installed a customer-centric culture in their companies as all of the designers are the requirement of the consumers as consumers share their ideas regarding the design of the company products according to Quadri-Felitti and Fiore(2012). The quality objective of H&M has provided a clear and concise vision for the organisation to gain the market leader position by meeting the customers’ expectations and requirements.
Quality Manual
The quality manual is known as the process of preparingthe first documentation of the QMS which motivates the organisation to adopt the QMS framework. However, ISO 9001 requirement for the quality manual for the document that includes the description of the scope of QMS, the specific requirement of both the consumers and QMS standard,the elements of QMS, the quality procedures, visual documentation and lastly the quality policies and objectives. H&M follows the standards of ISO 9001 and for which they include all of the elements in their QMS according to De Keyser et al(2015).
Data Management
While considering about total quality management the data quality and availability become a critical success factor for developing the QMS framework for continuous improvement and control activities. However, H&M is enriched with meaningful data evidence to control the quality and their data management system supports their continuous improvement along with corrective actions required by the organisation and its consumers according to Rawson et al(2013).The types of data required by the consumer expectation toward the company product demonstrate effective QMS performance which varies situation to situation. However, the data management to ensure the QMS of H&M, incorporate the consumer satisfaction, suppliers’ performance, product, and process monitoring, trends, corrective actions etc. into one system to meet the customer required standards.
Processes
For the quality control and assurance, QMS is a process-driven procedure or approach which requires the company to define and identify the process of organisation that is used in resource transformation in the final outputs.  However, for H&M, every task in the organisation is tied with a process from production to selling according to Schmitt(2010).The process of the organisation must generate a higher level picture that demonstrates how the organisation is served by the process that intersects with the employees, technology, and machines. H&M usually begins to include the success metrics and standards by incorporating the organisational process, process standards, success measurement, ensuring quality output and continual improvements.
Consumer satisfaction with the product quality
One of the major components of QMS is how the organisations monitor consumer satisfactionin defining quality objectives to be achieved. Although some of the standards don’t specifically measure customer satisfaction, H&M uses product quality as a metric in measuring consumer satisfaction.For measuring the consumer attitudes and complaints, an established monitoring system has been developed by H&M as an appropriate system for measuring the quality of consumer interaction according to their requirements and expectations according to Blázquez (2014). However, H&M frequently uses satisfaction surveys, analytical applications, complaints procedures and management reviews for customer satisfaction.
Continuous improvement
It becomes mandatory for some organisations to make continuous improvementfor having the benefits with the QMS for maintaining consumer satisfaction. The continual improvement becomes a prime responsibility for the organisation dictated by QMS. Moreover, In H&M, the leadership quality is supported by the ISO 9001 as top management will demonstrate commitment and leadership in relation to the quality management of the company according to Biedenbach and Marell (2010). Clear documentation of control is required to meet the process of QMS standards. However, H&M encompasses the quality planning procedure, safety design, compliance requirements, corrective actions, innovation, breakthrough improvement, and risk based thinking supported by consumer requirements.
Quality instruments
The control of tools that are applied in measuring quality becomes the integral of the QMS success. If the organisation wants to use machines to track and validate the process, the machines must be calibrated and controlled based on the industry standards.However, the QMS system of H&M dictates a clear and concise policy that maintains the quality equipment interms of international standards supported by the ISO 9001 according to Wong(2013). The documentation that H&M addresses the instrument calibration, manufacturer’s instructions, recognised standards, control against tampering, protection of equipment from damage, etc.
Document controls
The document is a quality-driven organisationthat includes record os communication, QMS conformity, evidence, and knowledge sharing. However, QMS sets the standards for determining the kinds of documentation that are essential for supporting quality management. This usually includes quality objectives, procedures, quality manuals, process documentation, etc. The document management system of H&M maintains all evidence that is essential to prove the QMS performance according to Homburg et al(2017). However, effective record keeping is equally crucial for QMS success with the capability to obtain a certification with regulatory standards and compliance. While designing the QMS, H&M created the definition of record of policies that are used in creative editing and retention to accomplish a QMS software that supports the consumer requirements
[bookmark: _Toc26594226]Importance of quality control in H&M in meeting customer requirements
Quality comes first when consumers think of the consumption of a product and organisations are bound to maintain a minimum level of quality. Quality control is essential which forces the organisation to produce its products which must meet at least the consumer expectation or exceed it. Besides the quality control helps to minimise the waste of the organisation’s production and to enhance productivity. However, like other companies, H&M follows the quality control system such as ISO 9001 published by the International Organisation for Standardisation which has given a strong foundation for the operational and marketing benefits for H&M according to Verleye, (2015). To develop their quality, they mainly follow the quality control and quality assurance which enables the products and services of H&M to meet the quality and standards as required by the consumers. H&M believes and practices on Total Quality Management in every aspect of their organisational functioning. However, the importance of quality control that helps to meet consumer requirements are discussed below: 
Encouraging quality consciousness
When the organisation is concerned about maintaining the quality issues, all of the employees and relevant parties like suppliers and consumer base automatically think of maintaining and getting quality products. H&M always focuses on the quality of the fashion products as today’s consumers are savvier and they demand quality products along with fashion.
Consumer satisfaction
The better the quality of the product and services, the better the customer satisfaction. Based on the speech “Customer is the king”, H&M always develops a quality control system as all of their efforts are initiated towards the satisfaction of their kings as customers. However, by maintaining the quality standards ISO 9001, H&M ensures each of the quality of their products which are able to meet the consumer expectations according to Rose et al(2012).
Reduction in cost
As companies have effective control and inspection on the production process the costs associated with the rate of error and wastage get reduced. By maintain the TQM system in H&M, they enjoy a 6% reduction in the cost in 2017. However, the reduction in the inferior production and errors reduced the cost of production of H&M according to Bilgihan et al(2016).
Utilisation of resources
While the quality of the products is maintained according to the ISO standards, it is possible for the companies to utilise their resources by minimising the wastage. In 2018, H&M has saved $1.4 billion from unused resources. The company also earned $.74bn in 2016 from the sale of wastage according to Lemke et al(2011).
Increased goodwill
Consumers always value the organisations and brands that havethe goodwill of selling quality products. H&M has successfully earned the second position in this fashion clothing industry by producing and delivering the quality products which are produced based on the consumer requirements.
Improved sales revenue
In 2017, the sale of H&M has increased by 2.4% as consumer perception toward the quality is standard as H&M has a good reputation in selling quality products in the fashion industry.The company has enjoyed 4.3% sales growth in 2018 as consumers believe H&M maintains the excellent quality of its products which meets the consumer expectation according to Kim and Choi (2013).
Improved Brand positioning
As becoming the 2nd largest fast-fashion product selling company, it has already developed a strong presence in the mind of consumers. However, the creation of brand positioning is not enough, Companies need to continuously nurture the brand position as consumers will switch where they will great greater value.
[bookmark: _Toc26594227]Customer value
Customer value is the level of satisfaction of the consumers regarding what he gets and what he paid for that. It implies that whether the consumers feel that they received the benefits in terms of his paying.Especially for the fashion clothing sectors, consumers will buy only those products, to which they seem that it has value. The value of consumers can only be influenced but marketers cannot control it ever according to Ali et al(2014).Companies often need to solicit the value that isdormant in consumers’ conscious and subconscious mind. However, to cultivate customer value, H&M applies those strategies:
Redefining value proposition
H&M redefined what they are actually offering to their consumers in terms of value proposition and created a clear statement about that. Among the other fashion retailer, the unique value proposition of selling quality fast fashion products at a reasonable price has made them apart from other competitors and consumers have the value of this company in their eyes. They successfully communicate with their target audiences the distinctive capability they hold.
Segmenting the audiences
Various segments have various ideas of value and they put relative importance on these according to their value. The customer value can vary on the basis of season, demography, geography and other variables. H&M adjusts its messages to different segments based on different values according to Kamaladevi(2010). They created excitement among the young and teenagers with fashion clothing while they established the functionality of their products along with fashion sense with the middles aged consumers.
Competing on value rather than price
If companies compete only on the price, they may lose as the cost is just a factor for consumers which can easily be imitated by the other competitors. What makes the company different is how consumers value the organisation’s offerings. The satisfied consumers perceive more value about the offering and are willing to pay whatever the company charges if it successfully meets the customers’ requirements according to Rawson et al (2013). However, in H&M’s history, it is never found that the consumers’ have complaints against the pricing system.
Focusing on the most valuable consumers
In relation to raise profitability, it is almost impossible for the companies to spread their resources, time, effort, energy, service and sales initiatives towards all of the consumer base to expect a good return rather the company focuses on the consumers that provide the maximum value. Moreover, it is costlier for a company to acquire new consumers rather than to retain the current ones. That is why H&M always classify their consumers by applying ABC classification and then value them accordingly. The true friend customers are given more concentration and value by the organisation as they generate approximately 34% of their total revenue according to Schmitt(2010).


[bookmark: _Toc26594228]Conclusion
The consumers of the 21st century are the savviest ones as they have the option to get comparative information regarding the product or a company. That is why the consumer expectation and the behavior pattern toward loyalty and purchase intension have been shifted. The companies are facing more challenges to handle the consumers’ experience, expectations, and involvement. In this report, H&M has been analysed in terms of the consumer’s expectation and engagement to understand the behavior pattern of them. However, customer service, the practice of centrality, value and proposition, CRM and the buyer-seller relationship has been reflected in the initial section. In the later section, how H&M manages the consumers’ expectations and requirements with quality control by practicing QMS has been presented.
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