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The report shows a detailed analysis of the customer service experience in one of the established British supermarket chains, ASDA. The report also explains the major marketing theories, related to ASDA. Furthermore, the main marketing and customer relationship management theories are explained in the report. The marketing and CRM theories will give an insight into how the organization is working amidst the rigorous conditions of Covid-19 since 2020. The different factors that influence the quality systems and controls are explained, with a major analysis of the Covid-19 pandemic. Lastly, the methodical process that supports ASDA’s engagement in quality-procedures and other factors are explained. Being one of the established organizations of the UK, it incorporates different methods and processes that meet the customer requirements and maintains good customer relationships, especially in times of Covid-19. 
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[bookmark: _Toc77371407]Introduction 
People in the current world look for feasibility and convenience and they look for employment opportunities according to their specialization. Industries that create room for job opportunities and bring change in the business industry need a ready market at their conveyance. The Covid-19 pandemic situation has digressed the scenario of every possible organization of the world. It has affected the customer service experiences and the processes have curbed down to a great extent (Russell et al.,2017). The retail sectors provide accessibility and aid to many customers, especially in times of crisis. 
The report shows a detailed analysis of the customer service experience in one of the established British supermarket chains, ASDA. The report also explains the major marketing theories of ASDA. Furthermore, the main marketing and CRM theories are explained in the report. The marketing and CRM theories will give an insight into how the organization is working amidst the rigorous conditions of Covid-19 since 2020 (Sobande, 2020). The different factors that influence the quality systems and controls are explained, with a major analysis of the Covid-19 pandemic. Lastly, the methodical process that supports ASDA’s engagement in quality-procedures and other factors are explained. Being one of the established organizations of the UK, it incorporates different methods and processes that meet the customer requirements and maintains good customer relationships, especially in times of Covid-19. 

 


[bookmark: _Toc77371408]Background of the industry -
Over the years, the consumers' demand has drastically increased due to individuals having a more expendable income (Li et al.,2021). This has aided the industry to grow overall. Due to the recent imposition of lockdowns at regular intervals because of Covid – 19, the retail industry did face challenges at various levels of operation. With the convenience of online retailing, the demands during this period were met by making deliveries while maintaining the social norm. As the retail sector is one of the leading sectors that employ a large proportion in the UK, along with contributing massively to the economy, the UK government has taken measures to assist the businesses impacted by the pandemic. This shows the essence of the sector for both the economy as well as the consumer base.
ASDA started as a merger in the year 1965 and aimed at getting products to their customer base at a relatively low price. The organization was later in the year 1999 obtained by Walmart, which made it a subsidiary of one of the biggest names in the retail market globally. After the acquisition, ASDA became one of Britain’s most popular and biggest stores. ASDA contributes a lot towards the country’s welfare, along with providing jobs to job seekers as per their skills and capacity, as it has over 300 outlets in the entire country. The UK public prefers ASDA over its competitors because of its services. They handle customers to their best of potential, and equivalently their staffs bear a friendly attitude, which makes the customers comfortable and assists them to rely on the company. Organizations must care and cater to the need of their customers during times of crisis (Gómez-Suárez et al.,2017). The Covid – 19 pandemics hit every nation at the cost of lives and economic degradation. Since ASDA was not allowed to carry out operations normally, by allowing customers to their premises like pre-pandemic era, due to the lockdown restrictions, they took measures to meet customer demands keeping the safety of their customers as well as their staff in mind. To keep up with the government norms, ASDA established a strong network for screening at main entrances. This was primarily to keep out likely infected customers as well as staff members (Gómez-Suárez et al.,2017). Along with the above steps, ASDA catered to the demands of their customers who ordered groceries and items of their need online. This was due to the imposition of lockdown which restricted the movement of individuals and hence resulted in more than twice the orders online (Aktas andMeng, 2017). ASDA is looked upon by many customers as they feel confident about the organization. Therefore, a healthy CRM is needed within the organization to deliver its best and maintain a global satisfactory image.
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The key marketing theories - 
Retail sectors implement different marketing concepts, with the main purpose of being customer-centered and gaining company-wide development. The only effective way to gain such momentum in the industry is by implementing necessary strategies for future excellence. Likewise, the different strategies and theories help an established organization like Asda to reach out to the desired customers and cater to their needs (Duarte et al.,2018). The marketing theories help big organizations as a guideline and are expected to be followed by organizations, irrespective of their size, structure, various channel designs, and medium of selling respectively. The main objectives of any established retail store include customer orientation, being goal-oriented, have a value-driven perspective. Along with this, the organization needs to provide a coordinated effort. The strategies implemented by the big organizations help them to carry out every activity with their specific goals, to maximize efficiency and deliver maximum value to the customers. 
[image: ]Marketing strategy relates to the initiative of a company to reach and make future buyers’ clients to its goods or services. A marketing strategy includes the product offering of the firm, core brand messages, demographics details of potential clients and other components of a high standard.

Figure 1: Ansoff Matrix
Source: (Arab, 2018). 
Some of the key marketing theories are – 
Ansoff Matrix – The Ansoff Matrix, also known as the Market Expansion Grid, is a tool that is 
used by organizations to strategically analyze and implement policies for the future development of the company (Arab, 2018).  The matrix explains various strategies which help in the development of an organization and helps to analyze the various risk factors that are associated with each policy. The matrix helps to understand the risks and external factors inherent in growing their business. 
The four strategic plans of the Ansoff Matrix are :
Market Penetration –This section mainly focuses on generating maximum sales of the existing product within the existing market. 
Product Development – This section mainly focuses on initiating new products in the existing markets. 
Market Development –This section focuses on getting into a new market with the help of existing products. 
Diversification –This focuses on entering a new market by initiating new products. 

Marketing Mix 
It is difficult for organizations to stay on top digitally, especially when recent trends and techniques are flourishing and changing extensively. Business organizations must seek structure in the policymaking, implementation and assessment of the various strategies and policies. Organizations should thrive to stay relevant and authentic in the organization. 
A company should implement these strategies which help to enable its growth and success, also elevates the competition in the industry (Arab, 2018). These strategies make the working environment more efficient. This set of strategies and plans that the company uses to promote its services, image, brand, and product is known as the marketing mix. Many business organizations incorporate various strategies and operations that are structured based on a marketing mix. 

The strategies are the main tools towards operating the actions of marketing; without these ‘ingredients’ there can be no room for marketing or any kind of sale. A market needs to function properly and according to the basic factors which come under the 7Ps of marketing which includes – Product, Price, Place, Promotion, People, Process and Physical Evidence (Arab, 2018).
For a marketing mix to function efficiently, the ambience of the company needs to abide by the factors and the set of regulations implemented for the ideas to take place efficiently. In a world of rapid industrialization, staying ahead in the business can be tough because of unprecedented changes; therefore, proper utilization of marketing mix enables one to strive for better success. The marketing mix determines the product strategy at its best by incorporating promotion and effective distribution. It informs the customers (people) regarding the existence of the product by determining the price and the evidence which can help the company to persuade the target audience towards the product and after the successful sales, feedback from the consumer in any physical environment through the processes enables the proper functioning of marketing. 
 



Marketing theories and CRM 
Customer Experience is the crux behind the development and growth of any organization. It is at the center of everything for long–term competitive advantage, but the world is rapidly changing due to the effect of Covid-19. The present worldwide pandemic scenario created by Covid-19, and the change in human behavior, has compelled Asda to adopt CRM as a strategic role to improve their customers’ experience and engagement. 
Business organizations, all over the world are adapting to their ‘new’ client base, which has a new set of objectives that may be quite different from those of two years ago. As customers’ expectations vary, experiences with businesses change, thereby interactions migrating to online sources (Duarte et al.,2018). The impact of Covid-19 has forced society to change in some way or the other, irrespective of their desires. Due to this, the biggest problem that businesses will confront is determining what policies and regulations have changed for them, as well as how their consumers’ behavior has altered since the commencement of lockdown respectively. 
With the unprecedented situation ofCovid-19, citizens and business organizations and the rest of the world are possessed by a grave threat. At such a rough time, it is critical and essential for Asda has to provide important foodstuff, medicines, and other necessities to the customers, as a major retail outlet. The marketing theories and the CRM have drastically changed as Asda focuses on providing necessary items and resources at the time of such a threat. 
The marketing theories of Asda is mentioned below – 
Ansoff Matrix – 
Market Penetration –
ASDA incorporates their market penetration method by successfully promoting the existing products in its existing market. Asda’s initial marketing strategy is to promote its stores. When a new store launches, it is promoted in diversified ways. It usually promotes in the neighborhoods surrounding the store, to raise awareness (Zerbinonet al., 2018). The organization hopes to increase the share of the market by increasing the number of stores respectively. With the advent of Covid-19, ASDA has worked on providing the best services and necessities for the convenience of the people, thereby securing the economic condition of the people which has been digressed massively. ASDA offers a great range of discounts, promotions, and other special offers to help the customers in these crucial times. By expanding their stores in numerous areas, ASDA tries to be a give good competition for the new competitors respectively. 



Market Development – 
Market Development is referred to the promotion of existing items in new market areas. This approach is undertaken by the company as it establishes new stores in new places. The company ensures that each business serves a certain geographic area. To attain a great market share, the company needs to grow in a larger domain, for the profit of the company and feasibility of the customers equally. 
Product Development – 
The procedure of initiating new items into current markets is known as product development. The initial step undertaken by ASDA for this procedure is to add new goods to the category. The company constantly develops new products for the shops. At the time of Covid-19, it ensures that masks, sanitizers, PPE kits are abundantly available (Pilkington, 2019).  Along with this, the company has also developed a wide range of goods, including gas stations that sell gasoline, money exchange services, and many more. The storefronts have also been renovated to reflect the essence of their services to the people. Any new items launched in the company are promoted in-store as well as online media as well. 
Diversification – 
ASDA has diversified in a variety of ways, including supermarkets, petrol stations, and money exchange services. The company has potential for horizontal expansion into other industries including consumer electronics, sports, and shoes. The company also diversifies vertically by developing its supply chain procedures to shift its products from manufacturers to the stores respectively. 
Marketing Mix of ASDA – 
The Marketing Mix of ASDA will help to attain a greater organizational objective for the company. The Marketing Mix of ASDA is mentioned below – 
Product – 
ASDA maintains a great quality of products and services. The operation is done by ensuring great value is added during various stages of the value chain supply. The products are distinct in nature, which ensures a great competitive edge for the company. It has a plethora of products that allows ASDA to generate great revenue. 
Price – 
ASDA incorporates the method of premium pricing for their products. It also encourages that customers obtain a perception that is favorable in nature when it comes to the products of ASDA (Lameyet al.,2018). The company also attains great success and generates higher sales with psychological pricing. 
Place – 
The company maintains its services in both physical stores and online shopping facilities. ASDA has developed a website that allows clients to place purchases and track their shipments online. ASDA also encourages sales through social media portals, where orders are accepted via direct messages, as well as a mini-shop model. The company's products are available through online retailers such as Amazon and eBay, as well as smaller local webshops. With a "Basic and fresh" approach to shopping formats, ASDA shifted to the Wal-Mart model after purchasing three sections of simple retail but distributing them throughout an approximately 20% bigger space (Zeithaml et al., 2020).
Promotion – 
As part of the promotional methods incorporated by ASDA, the company can interact with the customers and influence them directly towards their services and products. ASDA maintains their corporate profile on all social media platforms and portals. The company also leverages its social media presence by connecting to its customers directly. The customers have access to loyalty card programmes wherein the customers can redeem points for products and other additional benefits. ASDA enters each purchase into the loyalty card and assigns points based on the monetary worth of the goods. 
People – 
ASDA works hard to ensure that employee loyalty is present in the organization. It ensures employee loyalty for the growth of the team and enhanced efficiency in the workplace. The company also ensures that the employees undergo necessary pieces of training and sessions for efficient work and development of skills. 
Process – 
Every operation of ASDA is clearly defined before the employees. Every stage of their operational services and activities focus on elevating the quality and services of the products. ASDA has established policies for staff recruiting, training, salary management, and evaluation of performance. To establish a sense of transparency and develops a trusting atmosphere, the people-related procedures are conveyed not just to the management and associates, but also to workers. 
Physical evidence – 
Customers will feel relaxed and at ease in the store, allowing them to connect with and appreciate ASDA’s product offerings. ASDA’s shop design influences the volume and type of experience and interaction that customers have with the product and the brand. ASDA’s packaging is distinct from that of the other adversaries in the market. 
Customer Relationship Management – 
Customer Relationship Management is mainly concerned with the relationship that develops between the organization and the customers (Zeithaml et al., 2020). Customers are the main lifeblood of any business, whether it is a multibillion-dollar enterprise with a plethora of employees or a sole trader with a few loyal customers respectively. 
CRM is important for organizations as it provides a significant organization by massively shifting the focus from product to customers (Bin-Nashwan and Hassan, 2017). Furthermore, it is important for organizations as it simplifies their offers based on the demands of the customers and emphasizing the competencies required for an efficient CRM process. Customer Relationship Management has one strict objective in mind – to maximize the profit of the organization (Kaul, 2017).  In the case of CRM, this factor is mostly accomplished through offering a user-friendly interface and building a strong relationship with the customers. CRM transcends more than improving customer services. It also cut costs, waste, and complaints respectively. 
The strategies implemented by ASDA’S CRM team were helping the market to understand the “true ROI of CRM”. With the advent of Covid-19, ASDA has taken necessary measures for controlling and monitoring the market scenario, alongside meeting the demands of the customers (Lameyet al.,2018).  The main objective was to consider the organizational position in the business industry by delivering abundant services to the customers and managing risk controls respectively. 
Throughout the unprecedented condition of Covid-19, ASDA has consulted with different stakeholders, regarding the enhancement of CRM during crucial times (Kirkbride et al.,2021). The CRM team has consulted with customers, Health and Food Departments, GMB union partners, various colleagues, and managerial bodies (Shumskyet al., 2021).
ASDA, along with the associates, has undertaken several risk management controls and enhanced their quality and processes by reaching out to their customers at the time of catastrophe (Kaul, 2017). ASDA ensures maximum services with the help of its online portals. The company does not only provide a plethora of services and products but also ensures that the lifestyle of the customer is enhanced, during the time of Covid-19. Alongside, the company has implemented quite several risk controls for the benefit of the organization – 
Social Distancing – 
· ASDA has fostered strict guidelines for social distancing. 
· The company has incorporated physical screens in vital areas. 
· The company has also put barriers in-store doors, to help in social distancing. 
· ASDA has used signs and barriers to control social distancing.

Cleaning the workplace and maintaining personal hygiene – 
· Cleaning procedures for high touch contact areas have been increased. 
· The company also ensured various sanitizing equipment for employees, workers and customers. 
· Abiding by the rules of national guidance, the company ensures face coverings for in-floor employees. 
· For continuous activities in the store, PPE kits are required all the time. 
· Disposable gloves are advised for all employees and co-workers. 

Managing customers and coworkers – 
· Managerial rules allow constant supervision of the necessary measures taken by the company. 
· Constant supervision and monitoring programs take place, ensuring risk control. 
· The capacity of the in-store has reduced. 
· Company ensuring work from home facilities. 

Managing vulnerable coworkers – 
· Providing necessary risk assessments for co-workers who are clinically vulnerable. 
· Conducting various health reviews and maintaining risk assessment sessions for people who are extremely vulnerable clinically. 


[bookmark: _Toc77371410]Quality and processes of ASDA – 
Outside factors have influenced how supermarkets such as ASDA handle quality control for generations. Reporting standards continue to be the most powerful factor. Individual interpretations of rules, as well as input from scheduling techniques, have impacted quality control systems and procedures (Dewnarainet al.,2019).  Simultaneously, mergers, as well as the development of various IT systems and platforms, have evolved in a varied and difficult quality management system environment. Centralizing and updating outdated IT infrastructure has always proven costly. 
The continuing corona virus epidemic 2020 triggered by the SARS-CoV-2 viral outbreak is a health catastrophe, but it has much further financial ramifications (Jabado and Jallouli, 2021).  It is affecting the livelihoods of the people globally, with a negative effect on the underprivileged. As a worldwide catastrophe, it is providing unprecedented difficulties to humanity: practically all community activities on a global scale, such as schooling, professional life, sport, theatres, film, music festivals, and so on, have come to a standstill (Bin-Nashwan and Hassan, 2017). No nation has been spared by the epidemic, and as a result, governments around the world have already been adapting to and curbing the virus's spread.In the fight over COVID-19, all countries have adopted substantial and unprecedented policy steps.
[bookmark: _Toc77371411]Benefits and challenges of developing and maintaining good customer relationships –
Organizations call for success and development if they cater to the priorities of the customer and look after their wellbeing. In any industry, proper customer relationship is built so that the organizations can focus on their work according to the desires of the customers. Organizations, all over the world, adopt towards maintaining a strong CRM to enhance the quality of their work, and build significant customer loyalty. Organizations, especially retail sectors, benefit highly when incorporating CRM (Bin-Nashwan and Hassan, 2017). There are a variety of benefits while developing and maintaining good customer relationships. CRM is an extremely powerful communication tool which helps the organizations to have a better knowledge of the customers. Furthermore, organizations can enhance their CRM by segmenting the customer base into diversified sections. Thirdly, while maintaining good customer relationships, it will help the organizations to have a constant follow up with the customers. CRM provides excellent customer services by catering to the anticipation of the customer’s needs. 
However, there are certain challenges that organizations face while developing and maintaining customer relationships. Professional relationships take a lot of time and a considerable effort. Therefore, organizations tend to focus on the small number of high-quality connections. 

[bookmark: _Toc77241850]The systems that support ASDA’s quality processes – 
The quality and processes, undertaken by ASDA ensure that customer relationship is enhanced within the time of Covid-19. For a company, customer’s health and safety measures are of utmost priority (Lu et al., 2019). ASDA has ensured that customers are safe and secure when they purchase the items in-store. With possible measures, they can undertake extreme levels of safety procedures for the people. 

Even when a small business is concerned, they emphasize building a good relationship with their customers (Zerbinoet al., 2018).  This is because a business organization’s stand is primarily because of its customers. Irrespective of the size of an organization, the customer is the sole fuel that runs an organization. For an organization like ASDA, with a customer base that is always on the rise, it is imperative to understand and give due importance to their customers (Kaul, 2017). Organizations in the current global scenario analyze and understand their customer base through Customer Relationship Management (CRM). Through CRM, ASDA aims to provide a positive platform for its customers, by working towards complementary objectives of both the organization and its customers (Bin-Nashwan and Hassan, 2017). If a customer senses a positive environment, he/she will likely stick to the organization and dispose of their disposable income through purchases (Santouridis and Veraki, 2017). Since ASDA is a big name and it is imperative to understand the consumer market, in the year 2015 they started monitoring the field results of CRM and how it impacts an organization in terms of output from CRM (Benson et al., 2019).  In terms of Return on investment (ROI), ASDA monitored a positive impact. When the analysis was initiated, it kept a watch over online orders only, but gradually with better implementation of analysis methods, the focus accounted for offline store sales too. In the due course of time, the strategies had a positive impact overall.
During the time of Covid-19, the entire scenario of the retail store has changed. The quality and processes of ASDA has considerably changed with time. ASDA ensures that the customers have been served well, in the times of Covid-19. The company is also trying to mitigate the crowds of people, by strictly following the guidelines of the government. With possible social distancing norms, ASDA is trying to implement the best of actions for the betterment of the people in the company. The company has also incorporated physical screens in vital areas which has benefitted the people massively (Lee et al., 2019).  It has also put barriers in-store doors, which will further help in social distancing and maintain the health facilities efficiently. ASDA has used signs and barriers to control social distancing. ASDA has implemented these control processes to ensure that people are safeguarded within the periphery of the company. 
Furthermore, the control measures of ASDA are fostered with the help of maintaining personal hygiene and cleaning the workplace respectively. The cleaning procedures for contact areas have been increased. It has not only benefitted the customers but also the employees. The safety of the employees is also ensured by ASDA. ASDA provides necessary sanitizing equipments for the employees and co-workers. It also ensures face coverings for in-floor employees. Customers and co-workers are being managed by the company extensively. Medical supplies (respiratory protective systems) and safety equipments, including gloves, clinical surgical masks, and individual safety glasses are provided by the company, thereby benefitting both the customers and the employees. (Neussneret al., 2019).During the unprecedented situation, ASDA has been recognizing standardized equivalency for mobilizing food resources internationally. The company also ensures meeting the growing cost of food products promptly. 
The risk management standards of ASDA are intended to act as a reference for the creation, execution, and management of risk assessment respectively. The company has also studied and implemented existing Covid-19 infection control methods. It also ensures that the workers in the malls are well-aware of the use of personal protective equipment (PPE). It also enforces strategies to improve personal protective equipment, such as extensive and restricted recycling of N95 breathing masks, establishing extensive use of PPE kits (Li et al., 2021).

Manufacturing -
ASDA across the globe have modified their manufacturing capacities and supply chains to provide items needed in the battle against the Covid.Sanitisers, face masks, safety equipment and clothes, and breathing devices are all available (Leeet al.,2019). In this respect, the use of standards and quality is very crucial to guarantee that the goods fulfil the criteria and are suitable.
 Business Resiliency - 
Many companies, especially ASDA, are battling to stay in business in both emerging and established nations. Disaster recovery plans and procedures have begun to be implemented, with many of them depending on global standards (Ertem-Eray, 2020). This is especially true in the context of global value chains that must assure the ongoing supply of vital items such as food.
Health & Safety- 
Companies like ASDA must safeguard their personnel and prevent illness transmission in their workplaces. As a result, it is unavoidable that businesses pay extra attention to cleanliness standards as well as health and safety. In the light of the present health problem, similar approaches and good practices are relevant (Mason et al., 2018). 
[bookmark: _Toc77371412]
Conclusion – 
The present report focuses on understanding and engaging in the customer experience, with special reference to ASDA. A brief overview of the organization is explained, along with the key marketing theories. Furthermore, the key marketing theories, along with the customer relationship management in ASDA is explained. The factors that influence the quality systems and controls for customers is also explained in the report. Lastly, the quality systems and controls that ASDA has undertaken for managing the customer relationship is explained in detail, thereby maintaining good customer relationship, and meeting the requirements in times of Covid-19. 
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