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Executive summary

This report will identify and agree a specific organisational context in which application of critical thinking and evaluation in the context of customers beliefs, attitudes, value system and management. Furthermore, the report will demonstrate the application of an appropriate level of workplace critical thinking and conduct an evaluation of the agreed scenario. Relevant management theories will be identified making clear why they are relevant to the role. Main aim of this report is to instil a critical understanding of quality systems and controls for customer. Evidence of critical understanding of the quality process in the workplace, analysis of the organization's customer experience. Finally, a critical assessment of the benefits and challenges of developing and maintaining a good relationship with customers. 















Introduction
This report is developed to show a critical understanding of quality systems and control for customers. It contains details about the chosen organization to help develop and structure the report. The report takes a look at a very fast-growing supermarket ALDI that has large amount of customer attraction. The report contains two particular parts evidencing an understanding of engagements in the customer experience. Part 1 will identify factors that influence ALDI’s ability to maximize customer values. The factors include: 
· Training and employees
· Tactical and Strategic customer service
· Communication
· Customer service
· Pay 
· Understanding the market 
· High quality at low price 
· Quality controls
· Offers 
· Hiring the right candidate 

Alongside identifying the factors, the report will also critically analyze how or in what way, those factors maximize customer value. The mentioned factors will be backed up with research, findings lastly own opinion. 

Part 2 of the report will study and identify the systems that support ALDI’s quality processes and provide a critical understanding of the extent to which those systems are effective in meeting customers demands. This part of the report looks at more of the technical side of things. For example, how does the systems involved allow ALDI to enhance customer experience or demand. Some of the identified systems that ALDI utilizes to enhance their customers demand and experience are: 
· Contactless payment- Safety and security- Flexibility of contactless
· Self-checkout 
· E-marketing 
· ALDI’s website 
· Online shopping 
· Social network
· Electronic checkout systems

In part 2 informative details will be provided to show an understanding of how the identified systems utilized at ALDI help to meet customer requirements. Finally, all the finding will be concluded and provided with feedback or best of practice depending on what is more relevant or applicable.   
1.0: Information about the organisation. 

Aldi a low- cost supermarket history. Aldi opened their store for the first time in 1946, when two brothers took over their mother's grocery stores in the German town of Essen, Karl and Theo Albrecht. “From the small provincial store, they built one of Germany’s biggest retailers, which became renowned for its low prices” (G. Ruddick, 2013).

ALDI came to the UK 1990. The name given Aldi is a mixture of Albrecht and discount. The supermarket is well known for a low- cost daily policy that ignores multi- purchase offers such as buying one free of charge. The company also focuses on “own-brand products” (G, Ruddick, 2013). 

ALDI is one UK’s fast-growing supermarket that takes pride in being a nation growing supermarket. ALDI is opening “the doors to our 750th store” (ALDI, 2018). Consumers of ALDI have access to thousands of Aldi stores around the world including “Germany and Hungary, to Switzerland and Slovenia” (ALDI, 2018) and many more countries to the list. ALDI is “dedicated to be the best supermarket employer in Britain” (ALDI, 2018). 
 
ALDI pay’s and benefits are the upmost in the division and are well-known for their training programmes “for example, we’re No.3 in the Times Top 100 Graduate Employers” (ALDI, 2018).  ALDI has more than 30,000 employees working for them alone in the UK and Ireland, but it doesn’t stop there as ALDI “plans to create another 35, 000 more by 2020” (ALDI, 2018).  ALDI mentions and recognises that the people are their “biggest and most brilliant asset” (ALDI, 2018). At ALDI they work hard to develop a friendly supportive environment to work where staff “feel like they are part of one incredible team” (ALDI, 2018). 
ALDI ensures all employee the job security they require, by investing in a whole kinds of amazing training courses year after year, this helps to make sure all ALDI’s “employees find the personal development they are looking for” (ALDI, 2018). ALDI believes in building a “culture of creativity and excellence is the only way to keep our people happy and deliver what our customers need” (ALDI, 2018). 
The few ways ALDI carries out what they believe in is by providing:
· Pay and benefit 
· Equal gender pay
· Equal opportunity 
· Training and development 
ALDI is a distinguished employer who attracts and recruits new talent, which is obvious. Aldi has been recognised many times for their success rates for being an excellent employer. In 2016, Aldi finished second in the Times in the top 100 list of graduate employers, putting ALDI first among retailers. LADI is also the “Times Top Graduate Employer of Choice for General Management for the 8th consecutive year” (ALDI, 2018). ALDI is very proud of their success rates as an employer and intendents to do better year after year. Based on feedback from 18,000 graduates, the Times Top 100 rankings meet annually.
ALDI also operates an “Industrial Placement programme for university students, offering candidates the opportunity to experience the retail sector prior to graduation” (ALDI, 2018). The same commitment and success go for their apprenticeships, ALDI is ranked “14th in the top 60 by Rate my Apprenticeship” (ALDI, 2018). Aldi has been elected as “one of the ‘Best UK Employers 2016’ by Bloomberg” (ALDI, 2018). Lastly ALDI has “won the International CSR Excellence Award” (ALDI, 2018) to acknowledge how much an ALDI cares for its workers. 

Part 1

Factors that Influence Organisation Ability to Maximise Customer Value
 
Tactics ALDI embraces to maximize customer values

2.0 Training and employees: For Aldi to boost in business and attract consumers, the company employs and keeps the correct people, and continuously provide them with the correct tools, training and motivation wherever and whenever required. Aldi “invest in a whole range of fantastic training courses year after year, making sure all our employees find the personal development they are looking for” (Aldi, 2018).

Through training the employees and keeping them up to date with the ever-changing global market needs, Aldi has a very good way of looking after its employees alongside meeting consumers needs and maximizing its customer values. A good customer service can be provided by continuously making improvements and by hiring the right people, developing the right tools, training and organising motivation programs.

“A company’s job is to create superior customer values in the mind of the customer. Be aware that the customer’s sense of value may differ from the company’s sense of value. A customer is interested in more than the physical product. The customer also pays attention to the service level, guaranties and warranties, financing arrangements, return policies- all making up the total product. The challenge is to help the customer perceive more total value than the total cost of acquisition and usage” (A. Maund, 2018).   

In 2015 Aldi “held an amazing 700 external training courses, attended by over 13,000 employees. This includes on-the-job training and inductions to develop their professional, technical and interpersonal skills, as well as a new performance review process to ensure all employees get the right feedback and are able to openly discuss their personal development and career progression” (Aldi, 2018).

2.1 Tactical and Strategic customer service: In order to maximise excellent customer value Aldi has sustained both tactical and strategic customer service. An example of tactical approach Aldi  holds is to provide excellent fast customer service, as its cheaper to do so rather than deal with unhappy customers “Great Customer Service” (Shelley, 2018).

An excellent way of maintaining tactical approach to maximising customer values is to make sure frontline workers are trained and provided with the correct motivation, tools, equipment's to deliver excellent customer services on the first go. Staff must be capable of answering at least 90 percent of customers enquires and questions without the involvement and support of other assistance or managers.

Here is an example of Aldi meeting its tactical approach to maximising their customer values “We’re investing in training and recruitment more than ever! People are our business and we understand how important they are” (Aldi, 2018).

2.2 Communication: An example of strategic approach is for the front-line customer services to have access to communicate their experience to make sure process can be enhanced and the correct training can be provided, etc. Primarily allowing customers to communicate ways in which service process can be improved and innovate.  

One of the many ways customers can communicate their experience of shopping at Aldi is by Email “In the event you have a complaint regarding a product or service purchased from Aldi please contact us at customer.service@aldi.co.uk.” (Aldi, 2018). Alongside feedback through email there is, phone number, local stores and by writing. This comes to show that Aldi is open for communication in order to really enhance as a business and maximise its customer value. 

2.3 Customer Service: Aldi encourages investment in customer services as employees have access to the first contact with customers. Employees at Aldi are trained and rewarded to drive motivation towards work to ensure complaints are resolved or settled on the first contact. At Aldi employees are provided with “market- leading package” (Aldi, 2018) in return their ask a lot from the employees. 

“Very fun and good hours and pay” (indeed, 2018), “very good job, good company to work for and pays very well. You get looked after well and they also do favours for you, I can see myself being here a while” (indeed, 2018). Escalation costs can drive legal, regulatory and risks costs.
2.4 Pay: It is vital to pay decent wage and provide correct up to date training as underpaid and wrongly trained staff damages customer reliability and value. In 2017, we increased the salaries of our shop floor staff to above the rate paid by all our supermarket rivals and announced that for the second year running, including the higher London Living Wage, all employees would meet or exceed the Living Wage in the UK and Ireland. 
“That means that since 1 February 2017, all of our 25,000 UK employees received a pay rise and have been paid at least £8.53 an hour and £9.75 an hour in London” (Aldi, 2018). Other ways Aldi is maximising its customer value is by advertising, recruitment, training which is usually about 20 percent of annual salary. Excellent customer services allow to build brand and improve sales and marketing strategies.  
2.5 Understand the market: “It has become a marketing mantra that the marketer’s job is to create, produce and communicate customer value. The marketer is not to create what he or she thinks is value to the customer but what the customer will perceive as value” (A. Maund, 2018). For example, “a pen company might produce a whose ink lasts longer than any other competitor’s pen, but this is not value to customer who throw away or lose most pens” (A. Maund, 2018).
In order to maximise any organisation customer value, one has to understand what is value? “value, the ‘relative worthy, utility, or importance’ of something Merriam-Webster, 2017), has been a core principle of economics since the time of Adam Smith (O’Donnell,1990)” (A. Maund, 2018). Value is considered to be vital to economic exchange and business policy (A. Maund, 2018). 
2.6 High quality at low price: Aldi is proud for delivering “the highest quality products, at the lowest price” (Aldi, 2018). The quality control process for Aldi is extremely thorough. Before anything goes to the stores, Aldi puts everything in place. “‘spot checks’ on the short-life products that come into the Distribution Centre, such as fruit and vegetables, flowers, meats, fish and bakery goods” (Aldi, 2018). 
This shows that it’s not just about being committed to the consumers. Aldi is also meeting legal requirements that Aldi must obey to. Aldi ensures that its products comply with certain legal requirements and its own internal standards of quality. Aldi has set “very strict criteria that the products have to live up to, with a zero-tolerance policy” (Aldi, 2018).    

2.7 Quality control: Aldi takes Customer value to the next level by making sure of “Quality Control” (Aldi, 2018) of their products. Aldi provides quality products at great low price “we take the health of our consumers seriously” (Aldi, 2018). Aldi takes aspects like product safety, healthy lifestyle and responsible drinking in to consideration when it comes to maximising their customer value.  

2.8 Offers: Aldi provides stunning “Super 6 offers on lots of lovely fresh fruit and veg” (Aldi, 2018). Aldi ensures that the labels states exactly what customer’s buy, while promises to cut down on salt, sugar and encourage consumers to eat well with healthier checkouts. Aldi puts their customers first when pricing or marketing products for any potential consumers. This is an excellent method to comprehend in order to attract new customer, keep regular and build relationship with the loyal consumers. 

2.9 Hiring the right candidate: For any organisation to maximise their customer values there are some factors that needs to be considered and monitored closely. For example, hiring the correct potential candidate for the role is essential part of any organisation in order maintain productivity and grow on a large or moderate scale. 

Organisation needs to hire individuals with positive attitude for example individuals who are friendly, initiative and fast thinkers. At Aldi every potential candidate has to go through an interview process in order to measure the extent in which the candidate is friendly or not. 















Part 2
3.0: Identification of the systems that support organisation quality processes and provide a critical understanding of the extent to which I think those systems are effective in meeting customer requirements. 

Systems that support Aldi’s quality process and how effectivity it is in meeting customer needs.  
  
At Aldi technology plays a big part in meeting customer needs. Motivated by Aldi's love for efficiency, Aldi uses a tablet system allowing Aldi to centralize the description of the product. This enables employees in real time to access, update and share information. If any product is not of the highest quality, all investors will be notified quickly through the tablet system. No product is left without through check as Aldi believes “It’s what our customers deserve, and why they keep coming back for more” (Aldi, 2018).    
3.0 Contactless: Consumers are able to use contactless payments in many ways. Aldi has provided its customers with contactless payment method. Contactless payment is convenience, fast and easy to use. At Aldi customers don’t have to type their pin in or swipe instead customers can simply wave or touch their card. Contactless payment was surveyed and “85 percent of contactless payment users said they would recommend the technology to friends and family” (First Data, 2011).  
Safety and Security: contactless payments are made using the same system as other transactions. Contactless payment chip technology is protected by encryption and dynamic data technology. In essence, contactless payments can be safer and safer than other payment types. In addition, the chances of losing or forgetting the card are lower during the transaction, as it never leaves customers hands. This reduces Aldi's chance for a dishonest worker to “steal the card’s magnetic-stripe data through skimming, the practice of fraudulently procuring card data with a hand-held electronic device” (First Data, 2011). 
Flexibility of Alternative Form Factors: Contactless technology is accessible in alternative forms to consumers, such as mini cards, stickers, key fobs and even “mobile wallets that turn contactless-enabled phones into payment devices” (First Data, 2011). This way the need to carry physical wallet is reduced. 
Retailers benefit of contactless payment method:
Operational Productivity: research shows that contactless payment is faster than cash and conventional card transactions by “12.5 seconds, compared to 26.7 seconds for conventional card transactions and 33.7 seconds for cash transactions” (First Data, 2011). Reducing the transaction time means shorter queuing times, better revenue and improved customer experience. Due to the increased quantity at each point of sale, fewer employees during busy hours are required.
Competitive Differentiation: Research shows that consumers with contactless payment cards regularly use contactless and show better organizational loyalty. “According to MasterCard, contactless cardholders make purchases with 26 percent greater frequency than regular cardholders” (First Data, 2011). The use of contactless payment method has increases by 24 percent. 
Technology Integration Opportunities: By accepting contactless mobile phone payments, the collection of marketing opportunities can be improved by combining existing loyalty programs. This increases the opportunity to develop custom mobile couponing and local marketing to target consumers inside or near a retail location. 
3.1 Self-checkouts: Efficiency and additional check- out speed allow customers to check- out and pay for purchases. Aldi does not have to deal with long lines that customers who are waiting to pay. Customers who may be purchasing only few items, self-checkouts at Aldi is a connivant way to quickly make purchases by checking out items themselves. Self- checkouts at Aldi are agreed during rush hours or busy times when the store has a large influx of customers. This reduces the length of the check- out lines and the waiting time, which helps to keep customers happy while reducing worker stress.
Self-Checkouts Take Up Less Space: Multiple stands can be placed in a relatively small area, Aldi can handle its customer transactions with litter space.  Sometimes a single booth with a cashier can take up to six self-checkout booths space. Considering the floor space of Aldi self-checkout is a great advantage to the organisation and its productivity. 
Fewer Employees to Pay: Having self-checkout means fewer salaries to pay, otherwise organisation may find themselves paying for workers during off season when staff may not be required as much. Utilising self-checkout means reducing overhead cost as one cashier can take care of few booths at any given time, while providing the same level of customer service. 
3.2 E-Marketing: At Aldi electronic mail marketing is carried out in order to notify customers about new offers, special buys and one-off products. Aldi has a weekly magazine which customers can receive by email to see it from the comfort your home. Another example of Aldi’s way of E-Marketing is staying in touch with customer through email in order to maximise customer value, receive feedback on experience and ask for possible improvement suggestion. 
At Aldi E-Marketing is very effective as customer interaction through email is very easy, almost cost less and able to track back in case of any disagreement or any issues etc. E-Marketing allows consumers to view the latest offers and products from anywhere, as now days everyone has smartphones with access to internet. 
Through E-Marketing Aldi is able to track and collect data of their customers by monitoring the activities of customers or potential consumers. Aldi collects data by looking at what products customers are viewing and adding to their basket. By being able to monitor these activates Aldi is able to deliberately advertise those particular products which consumers are interested in. this is an excellent way of using systems that support Aldi’s quality process and meet the customers needs. 
3.3 Aldi’s Website: Aldi monitors their website on a regular basis to track and monitor customers activity. They look at aspects like how many consumers visited the web page, how many added products to their basket and how many checks out their shopping basket. All these are very vital and important data which can be used to develop their web page, advertise products to attract customers and enhance consumers shopping experience overall. Being able to monitor customers activity allows Aldi to maintain its quality process in term of customer experience and relativeness when using their webpage. 
Aldi has FAQ (frequently asked question) on their web page for customers who may have inquire regarding some matters or product that are asked on a regularly. This helps Aldi to provide instant answer on the click of a button rather than calling in or visiting one of the stores. By providing FAQ to the customers it shows Aldi does take note of what customers asks and keeps it for further assistance for other customers. 
Aldi provides Guideline on how to make online order for those who may struggle with technology, using online shopping or their website. This provides help to Aldi’s customers by enabling the little extra help which some of us may desperately need when shopping online. Aldi’s online shopping guideline also guides customers through their checkout system and gives detailed step by step guide. This is very effective as you can follow the steps and complete your order from the comfort of your home. This can be a very good advantage to new customers who may not be familiar with their online shopping system or checkout.   
3.4 Online shopping: when online shopping is carried out Aldi keeps record of your order and tracks your movements in order to enhance your shopping experience next time. They might suggest certain products to you which you may have had looked at or bought previously. Shopping online also means you may receive regular email with offers and new products coming up, as well as Aldi’s weekly magazine. 
There’s no need to be frightened about receiving emails regularly as you can always opt out from receiving their advertising emails. On the other hand, you may want to even sign up for their advertising email. This will allow you to see offers, great products and their special buys as soon as it is available to the customers. 
3.5 Social Network: ALDI usage social network platforms to interact with their customers as well. The social network you may come across with ALDI in it are Facebook, Twitter, Instagram and YouTube etc. These platforms allow ALDI to really engage with their customer by finding out their likes and dislike, suggestion of improvements or positive review. All of these factors really help ALDI to communicate with their consumers and make their experience shopping at ALDI a great smooth experience. Customer can use these platforms to make suggestion, for example what special buy products they would like to see or how they can improve services etc. 
Social Network is an excellent way of engaging with consumers at very little cost. Social networking is a great way of communicating and finding out the needs of the customers or getting feedback. This is an amazing way of understanding and acknowledging ALDI’s customers and creating a community feeling or bond. 
3.6 Electronic checkout system: At ALDI all till has electronic checkout systems installed in it. This allows the workers to scan item’s very quickly and summon up with the press of a button. The system will also print the name of the customer service person, time, date and location of the store, in case of any problems details of the person who served you can be traced back. The receipt also come in use when returning of refunding any products or goods. 
Electronic system allows very fast checkout as you can just use your card to pay rather than cash. Even better you can now pay a maximum of £30 by contactless so no need to enter pin just touch and pay. Lastly you can also ask the service person to send the receipt to your email in case you lose your receipt it’s in your email. 
Computerised checkout system helps in meeting the customer’s needs as no one likes waiting behind a long que. This reduces queuing up and if you are bad at maths you don’t have to worry just pay by card. 


Conclusion
Carrying out this report has allowed me the opportunity to explore, understand and acknowledge the different facts which has an influence on ALDI’s ability to maximise their customer value. Looking at the factors deep and through has enabled me to really understand the complexity of how ALDI tries to take care of their customers in order to maximise their customer value. 
Developing this report has also helped me to identify and look deep into ALDI’s technical systems which support ALDI’s quality processes and provide a critical understanding of the extents to which I think those systems are effective in meeting customer requirement. 
Lastly, I have learnt that to make ALDI successful there are many aspects involved which needs through processing and a lot of critical thinking. It requires careful selection and thought processing alongside obeying rules and regulations. To make ALDI successful they do everything they possibly can in order to attract customers, keep customers and server customer. 
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