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1. Introduction:
This assignment is focused on the report of a retail organisation, in this case, ASDA, and the research followed in order to identify and investigate the customer experience within this retail organisation. Furthermore, in this written report I will elaborate and identify the importance and suitability of the following themes studied in class: Tech Touch and Human Touch, customer experience and brand experience. The critical impact of these themes on the Customer Relationship Management (CRM) will also be discussed within this report. Last but not least, two quality models / theories will be critically discussed and analysed in order to identify their assistance in improving the CRM of ASDA along with the concept of quality and how this is linked to measuring and improving the CRM. CRM implementation in establishing customer communication is rated very effective in delivering services to clients in the business industry. CRM implementation in establishing customer communication is rated very effective in delivering services to clients in the business industry (Juanamasta, I. et al., 2019).
[bookmark: _Hlk64221482]
2. Main Body: 
A). Retail supermarkets have evolved over the past few years due to the technology that improves day by day and human interactions are more accurate and elaborated than before. ASDA is one of the UK’s retail supermarkets that has improved the customer experience and the customer relationship management lately by using a lot of well thought marketing strategies but also concentration on tech implementation among their stores around the UK. As an organisation, you need to keep control of the customer experience and how the customer interacts with the store and the products that are sold, therefore a good strategy needs to be in place in order to obtain the customer’s trust and continuity of the visits and usage of your products and services. These factors are linked to the customer value, which is the balance between the benefits received from the product or service and the sacrifices that the customer is making in order to experience such benefits. Customer values and trust can be enhanced by obtaining the customer issues and use them in order to improve the customer experience and result in creating opportunity and excellence by exceeding their expectations. 
Customer experience can be viewed from multiple perspectives, from the company’s perspective or the customer perspective, which opens a wide variety of debates and options in which an organisation can tweak the way they interact with their customers. ASDA supermarket has combined these two perspectives in order to exceed the customer expectation compared to other UK supermarkets, for example adapting the store in order to offer easier access and support for disabled clients by offering a wide layout of the store with enough room for wheelchair access, lower-level cashier tilts, ramps, and automated doors for easy access. These extra investments assure that the stores are offering a good customer experience to most categories of clients and creates a feeling of trust and safety. 
Technology is playing a big part in retail industry for the last few years and continues to improve and advance even more for the near future, but the tech touch within such organisations has to be linked to the human interaction in order to keep the customer experience positive. Asda (2010) began implementing AS2 standardised Web EDI technology with its suppliers in order to achieve faster and more secure data transactions, lower transmission costs, and increased EDI communications efficiency and speed. AS2 allows suppliers to create a secure point-to-point link with Asda for the exchange of EDI documents over the internet. ASDA have also implemented the new self-service cash outs, where technology is the main attraction because most of the process of cashing out is automated and well calibrated in order to get faster payments and shorter ques, also scan and go technology has been added lately where the customer can scan the products while shopping and getting the total prices debited from their card when finished which provides even a faster way of paying for the products. These improvements using technology and automation have played a significant part in the customer experience but after some recent studies, these technologies do not interact well with all the customers and can lead to bad experiences too, and this is where the human interaction needs to take place. If the customer encounters a problem with the technology, a member of staff has to intervene and fix the problems, which shows that technology and automation has not yet evolved to a high enough standard to serve into the retail industry where usage of such technology is very high on a daily basis and can lead to technical issues and malfunctions that need to be fixed by humans. Solnet, D. et al. (2019) mentioned in a recent journal that “While decreased human interaction in service may increase efficiency and lower costs, it may come at the expense of customer value when hospitableness is removed from the experience”. Therefore, in order for ASDA to maintain the customer experience positive, they have provided the new technology with members of staff to accommodate and fix any problem encountered while the customer is using this new tech.
Tech touch is also a good data provider in order for the company to understand and engage more efficiently with its customers. Customer data information (CDI) is very important in the retail industry because it offers a good variety of feedback from real customers and helps to improve future experiences. Such data can be collected through surveys and online shopping through cookies of the website, this way a retail organisation can identify and analyse the way a customer interacts with certain products, relate a majority of individuals to a certain category of products and prices. 
Brand experience is the theme that not only helps an organisation like ASDA improve their customer experience but also it improves their status and reputation against other competitors. The value of a company is generated by creating a superior customer experience through converting data from CRM systems into actual knowledge (Payne, A., and Frow, P. 2005). All businesses strive to have loyal consumers who have an emotional connection to their brand because engaged customers are less likely to take risks and have a higher lifetime value. Negative word of mouth, on the other hand, is an important construct that this theory ignores. On social media platforms, customer-brand relationships may not always result in beneficial outcomes (Juanamasta, I. et al., 2019). By promoting the brand in certain way for example premium quality with high prices or budget friendly with higher quantity, either way a brand can determine what the customer thinks about the organisation. Some people might choose ASDA over other retail supermarket due to the brand itself, as their name reputation might be higher that the competitors or just by simply liking their services more which links back to customers values. A certain brand can offer you a specific experience and if you are a first-time customer that first contact with the brand build up the connection and values between the organisation and the client, and from there the client decides whether the brand name is worth spreading out to others or move to a different brand. This way competition builds between retail companies, and this can be a very useful advantage in the business because it pushes each brand in a direction that fits certain personas that they can hold onto for a long period of time because consistency in customers over a long period of time has a positive impact on the business revenue. Relationship marketing is based on the creation of long-term customer-brand bonds, which helps the company to maintain a competitive advantage (Bowden, J. 2009).


Customer relationship management “is defined as a “process of acquiring, retaining, and partnering with selective customers to create superior value for the company and the customer” (Parvatiyar, A. and Sheth, J. N., 2001). The CRM policies of ASDA can be determined by the methods they use to keep their customers happy and loyal to their brand name, unlike their biggest competitor Tesco, Asda is not a direct marketing company, hence it does not have a loyalty card programme. Instead, it invests the money in a price-cutting programme for its customers. As a Wal-Mart subsidiary, Asda follows the same business methods as its parent firm, focusing on store information rather than customer information. According to a spokesperson for ASDA, “We decided we didn’t have to invest in points and plastic to make our customers loyal.” And this assessment seems accurate: At the time it evaluated its pilot LP, ASDA’s market share was 17.2%. A year later, it had risen to 17.6% (Kumar, V. and Reinartz, W., 2018). Asda analyses data from the system retail connection in order to better manage inventory, restocking goods more promptly and with less waste (Taylor, 2009). Tesco and Asda both believe that IT has played a crucial role in their performance over the last decade, enabling quick reaction, boosting stock availability, better collaborative planning, forecasting, and restocking, and finally lowering costs. However, depending on their business plans, the two supermarkets implemented different ITs at radically different rates; this is partly affected by the fact that Asda is a subsidiary of the US retail corporation Wal-Mart, which has a different culture than the UK retail industry (Xie, Y. and Allen, C., 2013). The ability of personnel to follow operational processes and the integration of innovative technology with a service-oriented culture are other critical components of CRM strategy success (Saarijarvi, H. et al., 2013). Some new implementations may be suitable for the improvement of customer experience but it might not be welcomed well among the employees de to a different or more difficult task than usual which might cause stress and/or anxiety for example some retail supermarkets give the employees new tasks in order to improve customer engagement withing a shop floor like the “try me” sections where a member of staff is presenting a product and offering small samples to try on or taste for example food samples or perfumes. This strategy improves the customer engagement and the customer relationship because they get to try and understand a specific product better, however, this strategy usually causes distress within the employees because such task can sometimes be very exhausting and boring. 
Without customer experience and brand experience, a retail supermarket CRM would not be efficient and there will be no business for the organisation, so these themes are very important as the running gears in such industry. Many opportunities can be discovered and evaluated before implementing, this is why a good management team is required in each organisation, because if the management team is running smoothly and uses such themes in order to determine new ways of improving the customer engagement and values, the business will strive, and revenue returns would be much higher. The brand experience is also how the company’s ethics are running and determines a certain “personality” towards the brand name. 
CRM sustainability of ASDA is that they mainly focus on keeping their customers long term via good prices and quality products but also via good customer service when problems are encountered on the shop floor. Ethical marketing conduct is a method of achieving long term consumers and business success, and to achieve this an organisation must try to avid high prices, poor service, harmful or unsafe products, etc. environment is also playing a big part in the sustainability of customer service, so as long as the organisation is environmentally friendly customer satisfaction is increased. Asda for example is offering products that are packed in recycled packaging and can be recycled even further after the use of the content like cardboard milk bottles for example. 
B). 
Quality can be defined as the absence of defects, restraints, and elements that do not bring value to the consumer in processes, products, services, and relationships. Without quality, a product can be considered as non-efficient to the consumer, and it can be marketed negatively by the consumer resulting in low to no sales, bad reviews, or loss of revenue for the organisation. Because the major goal of CRM is to boost revenue and client lifetime value, revenue-generating customer behaviours become strategically significant (Bolton, R., Lemon, K., and Verhoef, P., 2004). Most retail supermarkets choose to keep the level of quality moderate to high in order to build up trust and loyalty with consumers, but at the same time maintain an affordable price for the product. Deming’s theory states that higher quality of products leads to a higher productivity with less money invested towards rework and mistakes or defects, with better use of time and materials, which drives the company to a long-term competitive strength. The basic idea of customer loyalty is that the higher the customer satisfaction with the relationship – not just with the product or service – the more likely the customer will stay with the organization that offers the service or product (Payne, A. et al., 1995). Sometimes quality is not only about the product itself but also the way the company interacts and builds a relationship with the consumer, this step is sometimes missed out and some organisations only concentrate on the quality of the object itself. Companies should also make sure that their resources and privileges are greater to those offered by competitors, and that they do not take advantage of their partners ensuring a mutually beneficial partnership (Morgan, R.M. and Hunt, S.D., 1994). 
CRM and relationships between ASDA and consumers but also other competitors can be improved by using some of the quality models studied in my module. Juran’s Quality trilogy is highly suitable for retail supermarkets due to the quality inspections and interventions that this theory is offering, quality control and inspections to determine any defects or anomaly in the product, for example, in a food selling store there should be regular shelf checks to see whether a product is displayed withing the expiration date or if the product has ran out of use date it shall be removed from the shelf and replaced with a fresh one. These checks are very important in big name supermarkets like ASDA because the brand’s reputation is at stake, and it can affect the consumer relationship that I discussed earlier is very important towards the general “quality” of the brand. These quality checks can be a roadmap for the employees to also determine hot selling products and collect data about the way customers interact with certain products within a timeframe, season, location, etc. The beginning point is quality planning, which involves developing a process that can satisfy set goals while working in real-world situations. Managers give their companies high marks for quality control or reaching predetermined objectives. Because these goals have typically been focused mostly on past performance, the result is primarily to maintain past performance, precisely the performance that is at the foundation of the quality issue (Juran, J.M., 2005). Juran’a roadmap is highly suitable for such situations in retail first step being to identify the consumers, determine their needs, translate those needs into the company’s language in order to link and understand them, develop and optimise a product that can meet those needs for example food products that can be kept fresh for longer if they are frozen, this way it meets the consumer needs but also helps the organisation stock the product for a longer period of time without having to waste the products due to short expiration date in normal room temperature, develop a process that can produce the product in optimised conditions such as low temperature factory and transportation in our case, if this process is proven efficient for the specific location of the store it then can be transferred to the operations and implemented. 
Crosby’s cost of quality model is based on the principle that all businesses mush focus on the customer requirements and prevent any product defects. According to this model, product quality is determined by five factors: tangibility, reliability, responsiveness, assurance, and empathy. Five gaps in the internal process of service delivery and product making influence consumer perceptions of quality. Service or product quality is defined as the gap between expected and perceived service, according to the basic principle (Hisam, M.W., Sanyal, S. and Ahmad, M., 2016). If a product is produced with poor quality materials, the consumer can detect that at first touch and it can influence their decision in buying that product or even more, it can make them question themselves if this supermarket is offering similar poor quality in all the other products decreasing the customer’s interest in revisiting that specific store. Crosby has mentioned that “it costs money to achieve quality, but it costs more money when quality is not achieved” and this statement is very clear within the retail industry when the consumers have the freedom of choosing any other competitor that has products with better quality. Crosby’s approach is focused on prevention rather that correct the mistake, which can also be translated as “do it right the first time”, this way avoiding the negative feedback from the consumer on the first interaction with your product. To Crosby, any product that falls within its design specifications is a quality product (Garvin, D. & March, A. 1986).

3). Conclusion:
To conclude this report, in my opinion, the impact of sustainability policies on the quality of CRM within the retail organisation ASDA is very high, without these policies the brand name would not be so popular as it currently is in the UK, and this proves that the customer relationship management is a topic well covered in the organisation’s hierarchy of management. ASDA and its competitors are successful in meeting customer demand and requirements offering good quality products and services keeping all the stores updated with latest technology and implementations according to all recent consumer reviews. Management theories and models are put in practice to sustain a stable customer relationship bond and loyalty on long term relationship, selecting and adapting their products to a variety of different personas that show long term commitment and bond to their brand name. The advantage of using CRM Systems is that the shift in marketer focus is in response to the growing number of market players, technological support, and open market mechanisms that help to shape the marketing environment (Müller, A., 2014). 

4). Recommendations:
On the other hand, CRM performance is a result of marketing evolution, which represents marketer strategies that prioritise market growth over customer requirements and profitability. In short, CRM performance enables a win-win situation for both customers and marketers; customers benefit from product and service benefits, while marketers’ profit (Wahab, S., 2010). It is recommended that the retail organisations use this tool wisely and manipulate it in such way to obtain a win-win situation this way organisation will be keeping a strong link between ethical and sustainable policies having a positive impact on the quality of the CRM systems. 
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