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Introduction

The following report was requested by Christian Felices on 6th January 2020 to discuss and analyse how customer experiences impact on the success of ASDA supermarket. Asda’s customer relationship management (CRM), Ethics, Sustainability and Quality Systems will be analysed to monitor how these affect Asda in the short term and long term. 
CRM will reveal how different methods of marketing such as segmentation affects their customer base and other systems such as touch points are implemented to create the initial relationship between customer and the organisation.
Asda’s approach to sustainability will be discussed and evaluated on how they intend to create a sustainable future for their organisation as well as their customers. Areas that will be considered are what steps Asda are taking to meet new environmental standards, how they intend to give back to local communities and how they plan for the future such as new clean technology.
Ethics will examine how Asda’s employees conduct, their work and how their decisions are made. Asda’s practices will be considered and compared to other supermarkets to determine whether their practices are good or bad.
Asda have implemented quality systems into their organisation and in this report, models on total quality management will be analysed. One in which a lot of organisation utilise is called the six sigma. The six sigma is thought to be one of the most popular models’ organisations use to monitor the progression of manufacturing products or providing a service.



Main Findings

Customer Relationship Management (CRM)

Customer relationship has become integral within organisations as this plays a big part in organisation’s success. (SuperOffice, 2020) and (Kulpa, 2017). Having excellent customer relationship allows organisations to maintain high level of standards either in manufacturing products or providing a service. This helps organisations to combat ever changing competition and promote the business through customer’s needs and wants as reported by Hobbs (2015).
To begin with, organisations need to have some sort of touch point where they initially start the relationship reported by Walters (2019) and A Stein, B Ramaseshan (2016). This may vary from business to business but in Asda’s case their initial touch points would be when customers visit stores, sign up to an online account with Asda or calling Asda’s customer service line for help. Baldwin (2017) states this will create the relationship between the customer and organisation, and Aves (2019) believes they can take advantage of the situation by collating as much information off the customer to help build a customer database and use the information for promotional purposes. 

Despite the benefits of collating data from customers, Dunnett (2020) and Sah (2019) explains there are many issues regarding storing and using the data. There are many laws and legislation required for businesses that withhold customers personal data and if these laws are breached then the consequences can be damaging as distinguished by Bartholomeusz (2016). On 25th May 2018 the European Union introduced a new legislation which dictates how businesses processes and handles its collected data. This new legislation is known as “General Data Protection Regulation" (GDPR). Burgess (2019) reports the previous regulation was introduced in the 1990’s therefore, the regulation was in need of an update especially with the advancement of technology and how easily businesses can collect personal data. 
This will help Asda to collect and use customer data correctly without breaking data protection rules as Fimin (2020), McGeady (2019) iterates and essentially this gives customers the satisfaction of knowing Asda follow the correct procedures to ensure their personal details are not being exposed. Asda can take advantage by demonstrating their beliefs and values follow the regulation. Customers will feel safe and most importantly trust Asda as Morgan (2018) explains, the organisation are one hundred percent transparent with what they use the data for and also customers will shop at Asda’s than using one of their competitors effectively growing Asda as a brand and revenue. 

	Businesses have many ways to create customer relationship but one of the more popular way of building the relationship would be using a strategy called segmentation backed by Yankelovic (1964). Segmentation can be used in different categories for example, marketing to different gender, age groups, customers preferences, price oriented etc. This enables organisations to understand what type of people use their services and allow the organisation to market their product/service effectively also this gives customers a feel of “wanted” that organisations know what their interests and requirements are. 
These types of targets are broken down into 3 areas, undifferentiated, concentrated, differentiated. Bass (2020) believes undifferentiated marketing allows organisation to send one promotional message to all customers whereas Newton (2019) says differentiated marketing makes the promotional message more personal to the customer receiving the message. On the hand, concentrated marketing allows organisations to target a specific market (Bhasin, 2018) for example, a message can be sent to all men aged between 20- and 40-years.
Asda can use a strategy like segmentation to create marketing campaigns to target certain customers as this is an effective way of offering promotional offers (Premkanth, 2012), also this gives Asda opportunities to create ads according to what their customers require by analysing the data they have collected from their customers.
Asda can compare their segmentation strategy to their competitors to see if they are using the correct methods (O'Connor and Sullivan, 1995) available for their organisation or if their methods are outdated and are in need of an update to match or surpass their competitor’s strategy. A bold move like this will enable Asda to stay ahead of competition, have a better customer relationship and offer unparallel service and products. 
Asda have the opportunity to improve their customer relationship by looking at frameworks created by people who have noticed a gap in the market. Most notably the theory of McKinsey’s seven S framework (Jurevicius, 2013). The framework considers the organisations strategy, systems, shared values, style, staff, skills and structure and how these impact on their customer relation. McKinsey created this framework to show how to improve organisations performance, monitor the likely effects from future changes in the organisation, ensure departments and different processes are aligned during a merger and assess which strategy would best suit the organisation.
Firstly, a strategy is required by Asda senior managers on how to build customer relationship whilst keeping a competitive advantage. Retailchange.com (2002) published that Asda required many marketing enhancements to enable them to have a better competitive advantage. These included customer analytics, data integration, customer contact integration and one to one marketing. This will help Asda to understand their customers’ requirements and they can cater to their needs allowing Asda to build good relationship with their customers and increasing their reputation.
Secondly, a structure will need to be implemented for employees to understand what is required of them in order to provide better customer service. This will help Asda offer excellent service as well as creating an efficient workforce which will effectively lead to employee satisfaction, employee retention, offering quality service and customers retuning.  
Asda will require to instil systems where processes and procedures are completed efficiently and effectively. Asda will benefit from efficient systems as this will allow customers to have a quicker experience shopping, less waiting around and overall saving time. Customers will feel that efficient systems like the self-checkout will speed up time during shopping trips and also help them to save money as they are not waiting around thinking what else they can buy.
Asda share a lot of values with their customers. For example, Asda’s slogan is “Smart Price”. Asda believes that their products are competitively priced and that is what customers believe of not paying over the odds for the same product in other supermarkets. They also produce Asda value products that are considerably cheaper than branded alternatives as they believe price is a factor their customers consider whilst shopping.
Asda have set out a strategic management style in order to be sustainable to benefit the environment and communities they currently serve as reported by Simpson (2020), Reseachomatic (2012). A management style like this is very beneficial for Asda long term as they are moving with time and preparing for the future however, Asda need to consider a short-term management style in order to see profits to stay ahead of competition and invest for the future.
Asda being the second largest supermarket in the UK allows them to employ highly skilled employees. Asda can benefit from the knowledge they bring, new and fresh ideas and in 2020 the digital market has been moving extremely quickly therefore, new skilled employees would have the most advanced skill set to take an organisation to the next level. This would help Asda to stay ahead of all competitors and offer customer a futuristic experience whilst shopping ensuring customers return.
Lastly, McKinsey’s framework considers the staff. Asda have implemented a strategy where they look at sustainable future and community work as their long-term objective. This proves that they are looking at ways to employ staff locally to help improve their local economy as well as creating a buzz in the community as they only want staff locally. This will benefit Asda by local people supporting Asda and its ideas, helping Asda grow as an organisation and boosting profits.
 
Sustainability

Many organisations believe sustainability has become one of the main goals to success of their business. Sustainability can be defined in many ways, but when it comes to business, there are 5 key areas which are affected. These are the economic, social/cultural, political, ecological and resources.
ASDA is one of many supermarkets who are looking at sustainability to move their organisation forward and using sustainability as a way of connecting to customers and their requirements. ASDA have reported on their website that their approach towards sustainability will be protecting the environment and saving people money. ASDA intend to reduce the impact their operations, the goods and services have on the environment. 

Sustainability affects ASDA’s economic power in many different ways. In order for ASDA to achieve this they plan to reduce the amount of plastic packaging used in the products they sell and reduce up to 30% of energy by 2025. Simpson (2020) reported that Asda have trialled out reducing plastics in a store in Leeds by offering customers to bring their own containers to refill products such as pasta, rice and cereals. Asda have targeted a zero-waste policy which enables them to reuse and recycle, reducing the amount of waste sent to landfill sites. Asda plan to reduce transport emissions by 60% by offering driver training and using low emission vehicles. Across all stores Asda have initiated a program that slashes the use of water by 30% in 2020. Asda strongly believes that reducing costs will impact on the economic growth of the organisation as this will allow Asda to invest the extra money saved into marketing, products and providing a better overall service.
Rogers (2016) reports Asda can benefit from sustainability as this will help them create a connection with their customers as 2020 has become a year where environmentally friendly practices are seen as a positive act to do. Asda’s economic growth will help them to bridge the gap between their customers and the organisation by offering more personalised marketing by using technology to build a customer base. This will make customers feel special and valued as they are listening to what customers require therefore Asda will gain more market share and boost profits for their shareholders.

Asda’s social involvement has a huge impact on how they execute their plans for their sustainable future. In 2018, Asda’s chief customer officer (CCO) Andy Murray published an article outlining the three different areas that needed to be tackled to ensure customers satisfaction. These were reducing marketing jargon and focussing on customers needs, making customers experience more seamless and easier by introducing self-checkouts and finally, earning the customers trust by supporting local communities and presenting their means of a sustainable future.
Asda have identified, by supporting the local communities and businesses, will build their reputation as an organisation also keep an excellent relationship with their customers, essentially driving up their sales and profits. 
Doug (2020) believes having a close relationship with local communities will help Asda achieve their sustainable targets by having the opportunity to source local produce which ultimately will reduce the transport emissions currently being emitted as the produce does not need to travel far to reach the stores. This also will enable Asda to control the amount of waste being produced as they would not require ordering masses of product as they can use a system called ‘just in time’ where they only order what they require. This will benefit local businesses as well as Asda and would create a strong partnership while keeping the local economy booming.

Another area Asda need to consider would be the political benefits of a sustainable future. As reported by Asda’s sustainable committee, they intend to reduce emissions by up to 60% on their transport operations. This will align perfectly with the government plans as they look to switch all vehicles running diesel and petroleum over to electric vehicles by 2035 as the BBC (2020) reported. This will give Asda the opportunity to take advantage of government grants that will be available to organisations such as Asda as well as partnering into marketing promotions to demonstrate their intentions on saving the planet. This change over to electric vehicles will reduce the amount of tax Asda would need to budget for and help the environment for cleaner towns and cities.
A partnership with the government will enhance Asda’s image/reputation nationally and internationally giving customers satisfaction on how Asda buy and sell their products and services. 

Ecological aspects look at how the environment is affected by Asda’s products and services. BPF.com (2020) believes the environment is impacted massively by the use of plastics in packaging. The environment is considered to be a major part of Asda’s sustainability programme as this will define the generations to come. The approach Asda would need to take would be to implement a management strategy that not only protects the environment but also continues to make profit for the organisation. Asda can achieve this by using new clean technologies which will allow Asda to offer new services such as the self-checkout handheld system which speeds up customers experience and allows Asda to obtain customer information that can be used for marketing. 
Technology has become the forefront for businesses like Asda as they are taking advantage of the low costs involved to promote and market their business as Fresh Plaza (2013) publicised. Asda no longer need to send leaflets or create posters as this can be easily carried out by sending promotional offers through email directly to customers which essentially cuts the cost of using paper and helping the environment.

	Asda have now identified resources as a way of meeting their sustainable goals. This shows that Asda are now looking at the resources they use to produce their products and other resources they may need to use to provide a better customer experience (UKEssays, 2018). The resources may consist of the quality of the product they are using for example, they can resource local meat rather than overseas as this will help Asda create a relationship with local businesses and if any problems were to occur such as coronavirus, this shouldn’t affect Asda’s buying ability. Other resources that Asda can benefit from would be employing staff locally. This will help Asda to ensure they are not short for employees, keeping in touch with the local community and build a reputation for employee satisfaction.
	Asda have a lot of resources at their disposal to ensure their future is as sustainable as they plan. This helps Asda stay ahead of competition and offer better quality customer experience to keep profits and market share high.  

Ethics

Business ethics looks at an organisation’s practices such as sustainability, environmentally friendly and how these affect them in a positive or negative way. For example, the senior managers would need to consider and make a decision on less plastics in their packaging as this would help the environment as well as creating a sustainable future.
On the other hand, organisations need to have ethical practices in place for employees to follow in order for them to understand the culture and values Asda believe in. By having ethical standards in place, correct decision making can be taken leading to happy employees/customers and solves any problems that may arise.
If Asda do not have ethical practices in place it can cause a lack of appropriate behaviour in the workplace also different employees may have different ethical backgrounds therefore, customers not getting the right service they are expecting. This can lead to Asda’s reputation being tarnished and essentially customers not returning. 
Other aspects Asda would need to consider would be how their products are being produced and by whom. For example, are trees in rainforests being cut down to produce packaging for products Asda sell also the products being packaged, are they packaged by children therefore, that becomes child labour and unethical for Asda published by Tutor2U (2018). An issue like this can cause huge disruption for Asda short term and long term as this would impact on their sustainable goals as sponsors/shareholders would reconsider their roles they play as it would affect them as an organisation/investor associating themselves with Asda who carry out unethical practices.
Ethical practises can give Asda a competitive edge by showing shareholders, stakeholders that they do care about how their products are being produced and they do have interest in how they can use positive ethical practises to move their organisation forward. Other supermarkets may consider ethical practises as a minor threat to their organisation as they believe that if they are making a profit then that is all that matters regardless of how ethical their practises are.

Quality Systems

Asda can implement quality systems into their organisation to ensure that the best possible service is being provided as well as customers are satisfied with the service leading to customer loyalty. There are several models available for Asda to use when analysing their quality systems and the most common model organisations like to use is the six sigma model.
The six sigma model evaluates five key areas. First, define the purpose of the product/service, how it can be improved and the benefits to the customer. Secondly, measure the current processes to monitor whether they are meeting standards and source out any problems that may need to be fixed. Thirdly, analyse the cause of the problem and create an improvement strategy. Fourthly, set out the improvements from the analysis. Lastly, create an analysis report of before and after to plan ahead.
Asda established that their quality management system (QmS) was in need of an update to improve productivity and inspire innovation across its private label range (Lemmon, 2016). Asda’s private label range included products ranging from groceries, health and beauty products to household goods. A QmS can benefit a customer by ensuring products are produced of great quality and are delivering a consistent quality experience. A QmS can be improved by monitoring data collected from consumers and improving on the negative feedbacks they receive. Before Asda implement a QmS, they can measure their quality control by conducting research on whether their quality standards are meeting customers’ requirements. They can carry out this research by launching an online questionnaire, asking customers to leave them feedback at the stores or by sending emails to the customers who have an online account with Asda. A research like this will help Asda to understand where their problems lie and can take necessary action to solve the problem however, before Asda can solve the problem, they would need to source out the root of the problem. Once Asda have identified the root, they would need to analyse the problem then be able to launch an improvement strategy such as QmS in order to combat the problem. After the QmS is implemented they would be required to create a report analysing what the problems were and how they were solved in order for them not to face problems like this in the future also giving Asda a competitive advantage over other supermarkets.
From the model you can distinguish the need of having a quality control in place as this would help Asda stay ahead of their competition, provide excellent quality products, ensure customers are receiving the best possible service leading to returning customers and loyal customers.


Conclusion

Customer experience and satisfaction is centric to the success of Asda supermarket as they rely on their customers to shop at their stores and buy products from Asda than their competitors.
Asda have created an organisation where they believe being sustainable will give them a strong hold in the market and in the future whilst helping the environment by reducing emissions and cutting the use of plastics which sits well with local people as they would be more happy to associate and support an organisation where they consider the environment and the people who live in it. This gives Asda an advantage over the likes of Sainsburys, Aldi, Lidl as they believe a long-term plan is better than a short-term plan.
Asda have many ethical practices in place whereby they can prove to customers that they follow laws in place, and they do care how their products are being produced and by whom. Asda are ensuring that their employees are working with the correct behaviour and are not being overly worked. This will enable Asda to provide excellent service as their employees will be happy whilst working and this will filter down to the customers and they will judge Asda by, their staff are happy to work for them.
Quality systems can help Asda improve as an organisation to provide the best quality products available and to ensure customers get a consistent quality experience. This will help with customer relationship as this would make their shopping experience seamless and efficient therefore, leading to excellent customer satisfaction and returning customers.
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In order for Asda to improve their quality systems, they can analyse another model called LEAN. LEAN analyses five areas, these are sort, set in order, shine, standardise, sustain.
 1. SORT 		– Only keep what is required
2. SET in ORDER 	– Promote efficiency by arranging items
3. SHINE 		– Keep areas neat & tidy
4. STANDARDISE 	– Set standards for consistency
5. SUSTAIN	– Maintain and review standards
LEAN Principles

[image: Image result for deming's 14 points]Another model Asda can use to measure their quality system is by using Deming’s 14 point. This model gives an in-depth analysis on how Asda can meet quality standards and sustain quality throughout their processes.
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Asda can look at CRM models created by Peppers and Rogers called the IDIC model to help them establish how they can improve their customer relation by implementing the model into their working strategy.
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