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In this report, I will be writing about customer experience, how it relates to ethics and sustainability and mentioning how the world of CRM takes place in the workplace for managers and businesses. Customer experience and CRM are a core part of the modern business and without them there will be a low level of customer satisfaction and weak competitive play. I will also be talking about the SWOT analysis of Asda and how effective it is.
Customer experience has many different definitions, but its main usual features are that how a person feels about their experience when having an interaction with a certain brand from a business or company. We know that great customer experience is when there is valuable, enjoyable and easy to use experience being provided to all the customers, whether they’re on different devices or different touchpoints. This is a way of fulfilling the expectations that you promise the customers (Philipp & Klaus, 2011).
Some managers and leaders describe Customer experience as being able to consider what the customer goes through, from their five sense, what are they going to think or feel. Being obsessive about their experience with the brand and trying to change their attitude from ‘I have to be here’ to ‘I have to be here’. An author named Bruce Temkin states that customer experience is a movement that has taught many organisations that they should think of people as human beings rather than obsolete values for sales. This in turn helps those human beings to be served better and move on from their reliance on periodic research to a model that is based on how customers think, feel and experience (UserTesting, 2019).
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When we are working with the customer directly, there is the responsibility that must be taken care of which is where the customer experience looks carefully at ethics. We know that customer experience is what defines how the product, company and service is looked at. 
Now that technology has been introduced into our while, our daily lives have now seemed to be dominated by automated messages and apps. This in turn means that customer experience is much more crucial compared to what it once was. If customer experience becomes viral, it can take down a business easily (Román, 2003).
There are three main aspects of Ethics in Customer experience, they are:
1. Not misrepresenting
2. Following your promises
3. Ensuring the customer is better off
It can become illegal if a product, company or service becomes misrepresented. Most people would refer to this when they converse about false advertisement. Misrepresentation can be about lying about what your product has the ability to do, or something very small like saying your business is the cheapest option out of your competitors. 
 If a potential customer has finished having a positive experience with you, the experience does not finish after the sale has closed. If the customer has incorrect expectations about the product they are getting into, and turn out to be false, it can ruin the customer experience by a large margin. Honesty is always the best policy (Chen & Mau, 2009).
If we do not follow through promises, it can cause the customer to become angry and frustrated. For example, if we promise the customer that you will look into their problem of a defective product, you will eventually pile on more low priority tasks that would eventually lead back to the customer. But due to the workplace and the daily work life, there are a large sum of problems that must be taken care of, which are much more important than a customer complaint, causing you to easily forget about the problem. The customer does not forget the problem, causing the customer to relay their bad experience to their connections and eventually, it damages the company’s reputation. A system must be put in place to be organised, so all work is completed, even the low priority tasks.
The final aspect is to make sure that problems that the client has is crucial for the salesperson to figure out and how to help resolve the problems. Fulfilling the needs are important to result in a happy customer. Creating false problems for the customer and finishing the sale will cause the customer to be worse off in the long run, which can cause a damage in reputation for you and the company. Creating the problem that isn’t real can cause the customer to second guess their ideas, values and whether they want to buy the service or product, and that is bad customer experience (Karaman, 2017).
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To bring sustainability in a customer experience, the product or service must be dynamic, and some strategies must be thought out and used. The following strategies are used by big companies today such as Asda or Sainsbury’s to create a sustainable customer experience.
Convenience is used to gain customer satisfaction, as it helps for the customer and helps with the business to keep close their customer, so they do not miss any opportunities when the customer is in need. As technology or trends are steadily advancing, you can keep up on customers through accessibility (White, et al., 2019).
Every company needs to provide customers with the best experience. To do this, discipline in policies and having them constant can be done. Companies can compromise on customer experience in very busy times of business, but in the long term, customers are slowly being lost from the business. A low level of loyalty with a brand is something that happens, which means there are other companies trying to take your customers by using clever plans. Without being constant in policies, you won’t be able to defend against people in the market who offer attractive promises or offers.
Making your customers feel important is great for getting them attached to your brand. Feelings are something to pay attention to, as they allow for attachment. Listening to their opinions is one of numerous ways. A forum for customers can be created where people voice their opinions and the business can take the feedback and help provide a positive response, causing satisfaction. Reviews or complaints, by responding, it makes the customer feel like they are making a difference (Chen & Lin, 2015).
By being personal, we can make sure customers feel like they can voice their opinions and allow for a healthy relationship. One way we can promote this is by leaving emails to customers with their names and designation instead of brands name. If we used the brand name, it will act as though the connection has been lost.
Giving back to the community and customers are what make your brand and company feel more human, as it creates trust in the customers, which helps provide a sustainable customer experience (Morison, 2017).
Sainsbury’s is another type of Company and Store that competes against Asda, how does their level of ethical work differ from Asda? Sainsbury’s policies state that they have committed to using an ethical trades and sources for their products using integrity.
They state that by 2020, the suppliers will be leaders who will be meeting or even exceeding their standards in the social and environmental aspect.
Sainsbury’s expect their environmental and social standards to be very strong from their suppliers, but they realise they will need practical help and support for making much more sustainable practices. Their aims and objectives include making supply chains that are resilient to social/environmental challenges within the industry, working with farmers and integrate excellence and sustainability with producers and processors. All of these choices will increase the quality of customer experience while keeping everything ethically sustainable (RSPO, 2019).
Customer Experience is important in Sainsbury’s they show this by taking steps in tackling the challenges that people living with autism or deafness have. They put their foot forward and taken measures to take stress out of shopping for those who are suffering from the named conditions.
In Liverpool, three stores were trialled and aimed to make shopping easier for customers with autism. Parents are able to ask for different store modifications when they are beginning their shopping journey. Some features are from turning off café music to using assisted shopping service or priority checkouts.
The colleagues taking part in the trial were given tips and training for autism aspects from experts and given time to spend with children with autism, so they are able to learn directly.
Customer experience is being targeted and this helps the wider general audience as a large sum of people are affected from conditions and disorders.
As a result, from this, 50,000 hours of disability awareness training was provided in 2016 (Sainsburys, 2016).
[bookmark: _Toc34823559]What is CRM.
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CRM, also known as Customer Relation Management. This is a technology used for the management of your company’s relationships and how they interact with customers and the potential customers. The objective of this is to essentially improve business relationships. This system allows companies to connect to customers and overall improve processes and profitability (Saarijärvi, et al., 2015).
A CRM system is for all people in the community. This ranges from sales, customer service, recruiting and marketing. A CRM tool helps to store contact information, find out sale opportunities, record issues and manage campaigns and all this information can be available to many people working at the company who would need it (SalesForce, 2020).
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Quality is what customers look for as they compare it with the price they are looking to pay for. Quality includes good:								        Design, function, reliability, durability and value.
Value for money is important because most customers know that the more money, they pay for something, the higher quality they expect. This does not mean that something cheap should have bad quality, but the customer would usually understand that a cheap product will not have the highest level of quality. Some products are labelled basic as they do not have extra features or benefits (Riley, 2009).
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An advantage is that it integrates everything into one single place. Customer relationship management can only be effective if there is a need for centralization. All the data that is gathered must be easily accessible by the people who need it. By using CRM and instead of data points, it can help the person to be on the same page. This results in the company to be efficient and much more productive as they are able to focus on specific prospects and knowing customer needs. 
A problem that arises in a business is that when the business has an increase of customers, it becomes harder for the company to reach the needs and wants of every individual level, this is because all interactions between customers are very particular and must have an investment in time. The CRM program is able to solve this as it is cheap and works with a growing business while being able to meet the needs of all people with effectiveness (Plouffe, et al., 2004).
In the past, a software had to be installed into a machine to access CRM. To allow for movement, you had to integrate the software into a laptop. In the present, we are now able to use the Cloud with 4G data, VPN uses and a secure connection to access the software wherever and at any time. Conversion rates are now increased from this because the salespeople are able to stay in the field in a longer span of time.
Customer data is very valuable in the workplace, not just when using CRM software. Sale reports and analytics can be a great help in assisting the business to find out and discover what type of direction they should go for and what works the best. Customer Relationship Management Software makes it possible for employers and managers to find the aspects of the business that are making a great deal of progress, which helps result in making a real-time business environment so that any changes can be made in an instant (Chen & Popovich, 2003).
The Customer relationship management software is data centralized, resulting in reduced costs for the business and increase the overall productivity. Any lost data, files, paperwork or any other time-consuming task will eventually become obsolete with the use for CRM. 
On the negative side of CRM, there are Customer Relationship Software that uses remote internet connections to keep their customer’s confidential data. This is a negative aspect of CRM as the organisation cannot control the customer’s details. Perhaps a data outage was to occur, the CRM system will be affected, and it will be almost impossible for the business to get back any of the relevant details that are needed for work. Profit and revenue will be lost if a small CRM program is used, because they are usually unstable (Nguyen, 2012).
A local Customer Relationship Management software can have downsides as overhead costs come with it. Proprietary applications will also have costs as the business will now need to pay for professionals, some examples are administrators, maintenance personnel and software developers as they are needed to keep the software running smoothly and efficiently. Data backups are also expensive but are needed for a personalized Customer relationship management system.
Customer Relationship Applications can be used for automation in a company, but this causes a lack of the human aspect in the business, which are highly needed and essential for making a high-quality business that creates a business relationship with other humans, the customers. This is the feeling like a customer receiving an automated call or menu system from a phone rather than an individual speaking. The human touch is a need for a business, and without it, the customers will drift away, causing reduction in revenue for the business (Nguyen, 2012).
If a business is relatively small, training issues aren’t very big, but larger companies will be forced to output any training sessions for all the workers. Using CRM on a large scale, results in appointing a professional to carry out the training. In many of the cases, training denies the company of useful time that is needed to further increase the level of productivity, and this is a disadvantage for newer types of Customer relationship management applications. CRM training is different to normal training as many of the staff and managers need different applications, using specialized software or features for the executive and managers. The features need more training, and those sessions could be short, for example, few hours to over a long period of time such as several days.
Customer Relationship Management applications are secure, but this doesn’t mean that is impenetrable. As the data in a CRM is located and centralized in one location, it results in a threat for many companies that use the CRM as a solution. There is a problem with this also as a rogue or resentful employee can add inaccurate data to the system. We then need to find a solution to this by getting encryption safeguards or supervision and also a backup system to maintain the reliability of the data within the CRM System (Infinigeek, 2019).
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The main external stakeholders of Asda are the creditors, pressure groups, competitors, customers, suppliers, the government and local communities.
Iain developed a CRM vision and used customer data to create a strategy that makes a single view of customer across the multiple channels that Asda has, as well as the product and service lines.
Asda is a massive grocery and non-food retailer, as they have several hundred stores around the UK with over 10 billion pounds worth of turnover. As well as products, they also provide services such as delivery and communication via telephone, internet and interactive TV.
The objective of ASDA is to make and gain a broad management approval, so that a vision and strategy can be made that covers using customer data collection.
ASDA’s approach is to have contracted work with a client to help provide and develop the vision and strategy in a detailed manner by covering both the technical architecture and business aspects, and these would include:
· Understanding the main core shoppers, so that the core store plan is at the maximum effect
· Efficient, effective and consistent service is carried out through all the customer relationships in a continuous way
· Cross-sell and market products in many different product and service lines, while also keeping up with effectiveness and targeting properly.
In Competitor Analysis, ASDA has 4 relevant competitors that they need to keep an eye on. As every business, they must investigate and analyse their current situation, this also includes the frequency and quality of data they collect from their own customers, how they manipulate the data and finally how the contact to the customer is being managed across areas of channels, so they can deliver and order service. This keeps a good maintenance on the relationship of management in many different product and service lines.
In stakeholder analysis, multiple groups of members in the organisation are made to create one-to-one interviews with people from the client organisation. This allows them to analyse and find out what the customer data has already been collected and find out what the client does with it.
Other similar analysis is carried out on a variety of the 3rd part service and product providers, allowing for customer relationship to be managed by someone that is not from the client organisation.
With further analysis, it was found that there were dozens of occasions where data was collected from customers and it had involved hundreds to thousands of customers. The data sources were not pulled together as the data was not co-ordinated (RetailChange, 2002).
Liz Lamb is the senior director for insight, the data and customer relationship management and customer experience and she is generally tasked with looking and analysing data points around the whole business, this ranges from online to in the store. Lamb explains that the retailer’s attitude must be centred towards the customer when manipulating data. If it isn’t resulting in a change on the customer, such as saving time or money, then it is worthless. We must then rethink our strategy (Baldwin, 2017).
In 2016, Asda launched a new cloud based QmS, which stood for Quality Management System. This allowed Asda to improve their productivity and stimulate innovation for its private label range. The Quality Management System was made by ‘Solutions 4 Retail Brands’ or S4RB. This enabled product quality and performance to be monitored to help with ease and efficiency.
Asda’s label provides products such as health and beauty, household goods to groceries. These are all connected and supplied by multiple large supply organisations. By putting forward the new QMS system, it provides Asda to access high quality information for portfolios of large products that were not able to be accessed by category managers.
The quality of the brands product will be much easier to see because of the QmS switch, and that helps Asda employees to understand and get a clear, detailed painting of how their products should be performing in the market, or even a range. The QMS system also has the function to streamline on how the process works with other private label suppliers, which was designed to result in encouraging feedback. Overall, this will enhance the customer experience.
A senior product development director at Asda named Gail Paddy claims that QMS will allow the business to hold all of the important quality data in one place, as this helps with ease of access and it does not matter if it is from internal checks from different Asda houses, depots and external providers. As a result, the reporting system will be much more effective and important actions that are required can eb done quickly so the delivery process of consistent quality experience is up to par for the customers (Retail Systems, 2016).
Ethically Asda has all their data in one area, which means it is susceptible to hackers and data breaches or leaks. This could cause a mass destruction of private data. This means this is ethically risky, but the positives outweigh the risks, so this is why a business-like Asda will choose this option.
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	STRENGTHS
· A strong dealer community
· Product innovation
· skilled workforce
· strong free cash flow
· performance in new markets
· strong brand portfolio
· good return on capital expenditure
	OPPORTUNITIES
· New markets can be opened
· Investment for product segments
· Manipulations of consumer behaviour and new trends
· Environmental policies
· Procurement of ASDA products
· Taxation policies increase profits
· Dilution of competitor advantages from market development
· Increased customer spending


	WEAKNESS
· integrating firms
· product range gaps
· New challenges from new competitors
· Level of attrition in the work force
· Competing with leading competitors for innovation
· Investment in new technology
· Profitability ratio to net contribution percentage is below average

	· THREATS
· No supply of innovative products on stand by
· Many liability claims can be exposed
· Shortage of skilled workforce in global market
· Isolationism in American economy
· High demand in different seasons for products
· Rise of raw materials
· Paris agreement 2016 environment regulations
· Currency fluctuations
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Asda is a leading organisation and has many strengths that allow it to survive in the market place. The strengths it has helps protect their market share in the already existing markets, but they also help in penetrate new markets. Some strengths are:
· A strong dealer community as it has made a large culture in many distributer and dealers where the dealers do not just promote the company’s products, but they can also invest in training teams such as the sales team to tell the customers on how they can extract the best ability out of the products they purchase.
· A successful track record, which is what integrates complimentary firms by acquisition and mergers. It has made the integrated number technology companies very successful and has resulted in operations that can create a supply chain that is reliable.
· Product innovation – having a successful track record on creating and innovating new products
· A very skilled workforce using high-quality training and learning programs. Asda invests a lot of their huge resources in training and development for their employees which result in a workforce that is highly skilled while also having a higher level of motivation, so they can achieve more.
· Asda has a strong free cash flow, and this enables their resources to be provided from the company to help expand bigger and better projects.
· Their performance in new markets, as Asda has expertise built for entering new markets and having success of them. An example of this is Walmart in America and Asda in the UK. This expansion allows the organization to grow new revenue stream and make diversity in the economic cycle risk in the markets that they reside in.
· Asda is interested in making a strong brand portfolio, so they have invested in making a strong one. SWOT analysis of Asda displays this, and the brand portfolio can be useful for the business if they think about expanding new product groups.
· They have a good return on capital expenditure as Asda is good at execution of new projects and by making new revenue streams it allows generated good returns on capital expenditure.
(Ommani, 2011)
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Asda has weaknesses, and these are areas where the organisation can improve on. The firm can use the weaknesses as information on what to improve and the SWOT analysis can analyse this and build on a competitive advantage or create a strategic positioning.
· Asda is not very good at integrating firms from different work cultures. They are able to integrate small companies, but they fail to merge firms that do not have the same or have different work cultures.
· The product range sold by the company has gaps in it, and that lack of choice can allow another competitor the opportunity for a foothold in the market.
· The company is not able to take on challenges that are present by new competitors in the segment and as a result, they have lost small market shares in categories that are niche. To improve, Asda must make an internal feedback mechanism which comes from the sales team on the bottom level.
· The level of attrition is high in the work force, compared to other businesses in the industry. Asda must spend more to compare to their competitors for things such as training or developing their employees.
· Asda is not able to compete with leading competitors in the industry via innovation, this is due to Investment in Research and Development. This is below other fast-growing competitors. Asda spends a lot on the industry average for Research and development. Asda can only compete with competitors by innovation and has been able to bring products to the table through tested features from the market.
· Asda lacks investment in newer technologies. Asda needs to put more money into this category, so they can integrate processes across the business. Invest technologies are not at the same level of the vision of the company.
· Asda’s profitability ratio and net contribution percentage is below the industries average.
(Ommani, 2011)
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· Asda can open new markets due to government agreement. New technology adoption standard and the free trade agreement allows Asda an opportunity to enter a brand-new emerging market.
· The stable free cash flow gives more opportunities for investment for product segments. By having more money in the bank, investment in technology such as new product segments can be made. This opens a window for Asda in other product categories.
· New trends for consumer behaviour can be manipulated by Asda and opens a new market. It gives them a change for the organization to make a new revenue stream and create a new product category as well.
· Environmental policies, as this opportunity can level the playing ground for all competitors in the industry. It gives Asda an advantage for new technology and provides a market share in the product category.
· Procurement of Asda products can be done by using the opportunity made by Government green drive, this can also be done by federal government contractors.
· Taxation policies impact how the business runs and gives another opportunity for players are already established like Asda to increase profitability
· The competitors’ advantages will be diluted from market development and help Asda to increase competitiveness and they can then compare to other competitors.
· Customer spending is being increased and after slow rate of growth in the business, it is an opportunity for Asda to increase the share in the market and acquire new customers.
(Phadermrod, et al., 2019)
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· Asda does not have a supply of innovative products that are on the regular. Over time the company has made many products, but they are usually a response to the development of other competitors. The supply of new products is not regular and that results in good and bad number of sales over a time period.
· Many different liability claims can be exposed because liability laws are different in other countries and are not the same in the UK, this is because of the change of policies in different markets.
· The skilled workforce is at a shortage in many places of the global market and this shows a threat to steady growth of profit for Asda in the markets.
· Isolationism in the American economy can cause a reaction from other governments and that can negatively impact international sales if the trend for it increases.
· High profit products have high demand in seasonal nature and an unlikely event in the peak season can impact how much the company profits in short to medium term.
· The rise of raw materials can affect Asda’s profitability and poses a threat
· The product categories that already exist can be affected and become a threat because of Paris agreement (2016) environment regulations.
· Currency fluctuations affect Asda as they operate in different countries.
(Fern Fort University, 2020)
[bookmark: _Toc34823570]Recommendations

I recommend ASDA should keep their core strengths, but they should evaluate why and how they can fix their weaknesses. Opportunities that were given are chances for the company/business to grow and overcome some of their key weaknesses. Threats I believe should be avoided and kept in mind for when ASDA wants to further expand the business.
[bookmark: _Toc34823571] Limitations of SWOT Analysis In Context of ASDA. 

SWOT doesn’t show how to get a competitive advantage and its starting point is only a matrix for discussion and what strategies can be used, but not how to implement them. It shows evaluation, but nothing based on strategic competitiveness of ASDA. There are many things that are not revealed and many environmental aspects that are not associated with SWOT. SWOT analysis can be misused. (Chermack & Kasshanna, 2007)
[bookmark: _Toc34823572]Conclusion.

Customers interest in the business and making sure they do not relay bad complaints towards other people. This allows the business to keep their reputation and continue to grow a healthy relationship with customers. All the data that is kept for CRM is great for responding quick to customers and knowing what they need. Sales, customer service, recruiting and marketing are all aspects that are improved by using CRM but there are some negatives of CRM. CRM is a very costly system that requires a vast number of workers and experience which can reduce the output of profit for the organisation, but in the long run, as profit increases, it will greatly benefit the organisation. Asda and Sainsbury’s both keep ethics in mind when they tackle customer experience, both show a level of respect and try to sustain customer experience, this will allow the customer to have a general view of the store and know what to expect, what they can or cannot get. The importance of customer satisfaction and making them feel as if they are making a difference helps in the long run of the business and builds towards a better community.
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