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Introduction



This report will examine how the supermarket giant Asda exerts its Customer Relationship Management style (C.R.M ) with a further look into how Asda uses its many technological practices and the strategies they embark to interact with its customer base. As well as examining how Asda manages utilises its interactions with its customers (new and old), an examination into what methods Asda has put in place for its potential new customers. How does Asda engage with its customers, on a one-to-one basis, as well as on a global scale, through advertising, loyalty, and bonus schemes, even utilising its packaging. An examination into how Asda’s uses its website and bonus schemes to promote and gather useful data to secure customers, as well as meet the ever-growing expectations of its customer base.
From sustainability and ethicalities within marketing as well as quality within ASDA’s customer relationship management style, this report will help explain how CRM has helped and continues to help ASDA’s business build and sustain relationships, improve customer service, and increase profitability.
This report will be broken up into two parts. The first section of the report (part A) will discuss the customer experience as well as looking into the ethical and sustainability of the methods used by Asda’s and the policies, they have instigated help or hinder the influence on the customers experience the second section (part B) The second part of the report is a critical review on two theories that could assist Asda in improving its C.R.M style. as well as examining from a critical view Asda’s customer service management ability and whether with the aid of additional information ASDA can improve upon and benefit from updated or changing its C.R.M style.










Who is ASDA?

ASDA originally Associated Dairies and Farm Stores, began life in 1949, and has slowly become one of the largest supermarket chains in the Uk associated with Walmart in America. Selling more than just food Asda has expanded into clothing, toys, outdoor equipment, petrol, insurance, mobiles, banking, opticians, pharmaceuticals and even radio.

So, what is Customer Relationship management.


Customer Relationship Management comes from the theories about relationship marketing, which was first explored by Berry in 1983, Kotler then added and expanded upon those works in 1997, and Gordon gave an in depth understanding and breakdown in 1999, just like the world it is fair to say that the C.R.M models/systems have evolved for the better to meet the ever-changing times.

Customer relationship management is not a new concept, it became very popular in 1997 due in large to the work that began by Siebel in 1993, who designed the first CRM based system.
“the scope of digital transformation and its implications are still evolving and its impacts are still being understood”
(Siebel, 2020)

The primary goal of C.R.M systems is to integrate, and self-regulate sales, marketing and customer service. Customer Relationship Management systems are made up of three main components:
· Sales force - The self-regulating sales force software helps with all stages of the sales cycle, from entering contact information to converting a prospective client into a client. It implements sales promotion analysis carries out the tracking of a customer's account history for repeated sales. 
· Marketing – The goal of marketing is to improve the overall marketing process, to make it more effective and efficient.  C.R.M that have self-regulating marketing systems in place can automatically repeat tasks such as sending out marketing emails at specific times to customers. The goal of this type of marketing is to turn a sale into a long-time customer. Today's marketing systems are adapted at also interacting with customers through social media. 
· service – This part of CRM focuses on dealing directly with the customer through customer service technology such as phone, or emails, and social media is a perfect tool.
In truth building customer relationships is completely necessary for every business or organisation, and crucial in the retail industry. By studying and analysing the data collected as well as the interactions made with Asda’s customers base, they can continue to ensure a healthy growth of its customers, and its establishment.

Sustainability

“At Asda, our approach to sustainability is based on the belief that protecting the environment and saving people money go hand in hand. We have a really clear aims – to reduce the environmental impact of our operations, the goods and services we sell, and the suppliers that make them”
(Asdasupplier.com. 2021)
Asda make a point of stating that they can both care for the environment whilst still providing the best possible prices for the customer. They have already reduced their packing in their goods by 27% and have a plastics initiative in place to make all packaging recyclable by the year 2025. A Waste management initiative instigating a zero waste policy as the see all waste as a renewable resource and have aptly sloganized this by saying “Reuse, Recycle Redistribute or Recover” ( see figure A page 12). Energy is also an area where Asda proclaim to have in the works big changes to be made, ( although it should be stated that whilst Asda proclaim this to be true, and claim to have a manifesto available to the public to read, each manifesto could not be found, in fact none of the pages to their waste or energy manifesto’s could be found, bringing to the forefront further question on the validity of Asda’s Statement, is it just on paper or are they truly planning to implement these changes.)

“Relationship marketing theory proposes that as company delivers value to customer, strength of its relationship with the customer will improve and increasing the customer retention. Scope of Relationship marketing is as follows: Relationship marketing looks at creating an approach and strategy that will generate customer retention.”
(www.managementstudyguide.com, n.d.)

Marketing strategies
For 30 years Asda has held the slogan ‘Asda Price’ using in their advertising customers patting their rear pockets, signifying that after a shop with Asda you still walk away with money in your pocket. This was until Marketing director Richard Hodgson believed that implying that cheaper goods meant lesser quality and opted to update ASDA’s slogan.
'Price is important and we are not going to go away from strong price credentials, but all our customer surveys show us that is not enough and is starting to be a turn-off,' 
 'There is a misconception that if everything is at a low price, you get what you pay for - i.e. lower quality, whereas the reality is quite the opposite.'
(Hodgson, n.d 2020.)

ASDA may have changed its logo and its branding throughout the years but one think that Asda ensures has not changed, is its commitment to providing excellent quality, for a competitive price, and a better customer service experience.
ASDA have made it noticeably clear that they care about customer feedback, so to ensure they get as much feedback from the public as possible, Asda has expanded its avenues of gathering information from simply requesting customers sign up for bonus cards in store to enticing customers to leave reviews, carry out brief surveys of their experience, or just post or blog about their experience online, as well as the 5.5 million people that read their monthly magazine. They want customers to feel involved and heard, and they need customers to notice these avenues and make an extra effort with their branding and advertising such as on their websites, and on their receipts, imploring customers to call in with a possibility of winning vouchers, money or other goods supplied by ASDA.
‘Tell us how we did on your recent visit to store for a chance to win £1,000, or tell us about your online shopping experience’
(Asda.com, 2019)
As Asda has numerous outlets to reach its client base including its media outlet “ASDA FM”, which broadcasts to 18.5 million customers every week, they are fulling utilising the technological advances that are available, with their new head of social media Dominic Burch who understands how vital a part the internet plays(with its customers) not just in advertising but also in sales. He implemented free Wi-Fi in all stores by doing this Asda ensured they get even closer to its customers. Burch has said 
 “We are giving them a reason to take their phone out of their pocket and use it,” 
“This can involve everything from its Easter Bunny zapper campaign to encouraging customers sampling products to then like them, whilst instore, via social media.”
(Burch 2020)





Ethics 
Ethics the moral principles that help guide an individual's behaviour, or for a governing body or business, a code of conduct that recommends ideals of what is right or wrong. As a result of these ethics, customers and various market participants can feel a level of trust between themselves and an organisation (ASDA).
The Key elements of ethics within a business being:
· Honesty- Ensuring a business is truthful about its work policies, identity, and the work they carry out.
· Fairness – There should be no bias or prejudice to an employee by the company (about gender, religion, race, or sexual orientation)

It has become so relevant into today's society that business’ run an ethically correct organisation, especially with customers voicing their opinions both positive and negative (to a large audience) via social media outlets, such as twitter, Facebook, and Instagram to name a few. Companies are quickly learning ignoring these outlets means ignoring a wealth of information, and further opportunities to build on their customer relationships. As H&M discovered when they advertised their latest fashion line online, one particular jumper that they proudly promoted on their online website, was worn by a 5-year-old black boy, and the slogan on the jumper written in bold capital letters read, “coolest monkey in the jungle”. The image immediately came under huge criticism on a global scale as the racial and ethical slurs connected with that particularly degrading stereotype, has for hundreds of years been negatively associated with black individuals. This impact took a drastic turn for H&M, as people protested and boycotted the stores all over the world, H&M not only lost many customers of all races they lost celebrity advocates who once proudly associated themselves with the clothing giant. As well as their financial bottom line hitting an all-time low.
“Woke up this morning shocked and embarrassed by this photo. I'm deeply offended and will not be working with @hm anymore”
(The Weekend, 2018)
As a result, H&M are still trying to recover from the impact of this misdemeanour which just goes to show regardless of the size and fiscal depth of a company's reach, it is incredibly important for a company to be aware of its ethical practices or suffer a loss in their customer base, market, and finances.


Ethics and Unfair practice in Asda?
Asda’s boasts its reputation has been grounded in what it states is first-class products and outstanding customer service relationships.
‘ASDA are always trying to make sure that their products are as fresh as possible. They also like to make sure that they give their customers the best possible rate for any goods that they sell too.’
(asda.com, 2020)

In March 2021 ASDA found its company in the headlines, not for its products or services, but because of unfair practices within its establishment. A battle made by ASDA’s employees for equal rates of pay for female employees, as more than a whopping 44,000 shop workers put in a claim that they should be paid the same wage as ASDA’s male staff members.

“ASDA shop workers have won the latest key stage in their fight for equal pay in a ruling that could lead to a £500m compensation claim.”
(Supreme court rules against ADA in workers equal pay case, 2021)

A miss Susan Harris a legal director for GMB has stated that: “Asda has wasted money on lawyers’ bills chasing a lost cause, losing appeal after appeal, while tens of thousands of retail workers remain out of pocket.” The unjust battle left many customers wondering if ASDA could treat its workers so unfairly, how much do they truly care about their customers.
“The GMB said a survey of 1,000 people it commissioned showed that almost two out of five said they would be less likely to shop at Asda after hearing the terms of the new contract”
(Jones, 2021)
So, what has ASDA done to correct this mistake, not much in truth they claim ethical practices are being upheld but they have yet to put into practice what they have down on paper.



Part two

This part of the report helps analyse ASDA’s customer Management styles. An insight into other theories that could help ASDA readjust and evolve with its customer relationship management style.


Improving C.R.M within a company.
Is it essential for Asda to keep enhancing their CRM style in order to keep enhancing their relationships with its customers, as well as continually updating their systems which in turn can help them understand that people have a variety of relationships with different brands. As management within ASDA are realising how important it to collect this information. This plethora of knowledge helps ASDA define what products to put on exclusive offer, give discounts too or offer a multitude of different promotions with. (See figure 4 page)
First a look into The Service Quality Model (SERVQUAL Model) which was developed in 1988 by American marketing innovators Valarie Zeithaml, A. Parasuraman and Leonard Berry. This method was revolutionary and aimed at capturing and measuring the quality of service experienced by customers. In the1990’s, measuring a customer's experience was not very practical or precise, and not easily measured as a quantity compared with today’s ever-flowing information readily available at the click of a button, thanks in a great part to the internet. Which Asda fully utilises by capturing their customers information in a plethora of diverse ways.
There is also Total Quality Management, which combines management of all levels within an organisation and its employees, to produce more effective policies and strategies, to help aid in improving products and services which in turn meet (or exceed) the customers' expectations.






Managing Quality
Performance = In store and out of store- How to continually keep customer relationships made in store and online happy, and how to appease those disgruntled customers? Aesthetics = Understanding the principles in which Asda maintain the cleanliness and appeal of their stores. As far as aesthetics go, Asda do maintain a clean organised business, and have to ensure this standard does not fall. 
Special features = Bonuses schemes and events, put in place by Asda to entice customers and appeal to their longevity, are always plentiful from 3 for 2, buy one get one free, multiple discounts on purchases.
Conformance = Are Asda willing to conform to the masses. When the customer market demands a decrease in prices or extra value how will they respond?

· Perceived quality = Perception is that Asda care and will meet the customers need through most situations.
Although it is proven that not all customers are happy with the (lack) of customer support.
“I cannot find any other way to contact support than this. I am absolutely appalled at the level of service. I had a delivery from 8pm-10pm I accidentally booked it for this time and had to cancel going out for someone’s graduation. I waited around all night waiting for it to arrive. I checked the track my order multiple times and it said our for delivery. I checked this morning and it says cancelled? Why would you accept an order say it’s out for delivery the whole day email me with substitutions and then say it’s cancelled the day AFTER it was meant to be delivered”
(Mannin 2021)




Conclusion

As customers' demands for reasonable prices and equally superior quality with their food and goods has increased, as has an understanding within retail that value and their reputation go hand in hand.
ASDA for the most part hold a good standard of care and understanding when it comes to their customers, and a relatively good model put in place for their customer service management overall. Asda should ensure to keep their computer systems up to date with new programmes emerging constantly, this will aid with keeping up to date with their customers wants and needs. Hiring more staff for the online and phone departments, to give disgruntled customers a feeling of being heard and an outlet to vent their frustrations. Will only help increase Asda’s productivity, as more staff means a greater number of feedback being sent to their main offices, which intern ensures Asda keep on top of what their customers desire. This should also help strengthen the trust that have built with their customers. Asda should also make sure they follow through with the implementation of the changes they claim to have put in place to help the environment, waste management etc, as this goes further into validating Asda is a trustworthy company. Most importantly update their sexist policies which should then create a fair wage for all employees, through examining Henry Fayol’s “differential Piece rate system”, paying individuals what they are worth by way of the workload they put into the company, rather than paying an individual more money simply because of their sex. Ensuring these things will continue to keep Asda at the forefront of its competitors, as well as a steady increase in their customer base.
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Figure B
Service Quality Model
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Figure c
How ASDA store and use your information


	Processing Purpose
	Categories of data
	Legal Basis for Processing

	To display relevant online advertising
	· Contact Information
· Device and Online Identifiers
· Website Browsing Data
· Transaction Data
· Personal Identifiers
	Only where we have obtained your consent

	To generate and send relevant direct marketing communications
	· Contact Information
· Account Information (e.g. the type of service you use)
· Website Browsing Data
· Transaction Data
· Personal Identifiers
· Online Games/Quiz Data (only if you have participated in Asda Online Games/Quizzes
· Family Information (only where it has been specifically provided for Baby and Toddler Club)
	Where you have opted-in to direct marketing we rely on your consent.
Where you have been opted-in to direct marketing automatically, with the option to opt out of it, we rely on our legitimate interests to promote our goods and services.

	To display relevant advertising through media owners (e.g. Sky) - allowing them to create audiences from their records to present relevant Asda advertising to, and help understand effectiveness of the advertising
	· Contact Information
· Device and Online Identifiers
· Website Browsing Data
	To meet our legitimate interests to promote goods and services provided by Asda
Data collected via Cookies is only used when we have your consent (e.g Device and Online Identifiers and Web Browsing Data)

	To help us understand how effective our marketing and advertising is
	· Device and Online Identifiers
· Website Browsing Data
· Personal Identifiers
· Location Information
	Only where we have obtained your consent



(www.asda.com, n.d.)
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