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[bookmark: _Toc28431628]Introduction
The assignment is based on the analysis of the forces that affects value of customers in an organisation. The systems that underpin the processes pertaining to quality on an organisation will also be described in the assignment. The GAPs in the services that ASDA offers to the customers will also be described in the assignment. The assignment will be divided into three parts where the first part will be based on the ways that ASDA can adopt in order to maximise the value of customers while the second part of the assignment will be based on the process of determining the quality of services that ASDA offers to the customers as well as the process of determining GAPs in the chosen organisation. 
[bookmark: _Toc28431629]Part 1
[bookmark: _Toc28431630]Introduction
Customer value can be defined to be the content that the customers derive after the consumption of goods that an organisation offers to them (Blocker, 2019). It is necessary for the organisations to establish customer value because the organisations are aided in this way to ensure that the perception of the customers improve regarding the services that it offers and efforts that the organisation puts in its services are recognised by its customers. SCM is related with customer value since it covers the ability that an organisation has to respond to the requirements of customers. The price at which the organisations offer their services is affected by SCM thus determining customer value. 
[bookmark: _Toc28431631]Customer value and its significance
It is essential because the customers purchase materials based on their needs or affinity and not on the affinity of the organisations. Customer value is an important part of marketing as it involves the benefits that the customers derive from the use of the commodities that an organisation offers to them. 
[bookmark: _Toc28431632]5 dimensions of Customer Value
Customer value consist of five dimensions namely, experiences along with relationships, value-added services, brand along with price, selection of customers, and meeting customer requirements. The five dimensions of customer value have been described below along with its applications with respect to the situation of ASDA:
[bookmark: _Toc28431633]Dimension 1: Experiences along with relationships
[bookmark: _Toc28431634]Explanation:
It can be stated that the experience that the customers have by using the products that an organisation offers in several cases determine the relationship they have with their customers. The level of content of the customers is determined by the kind of experience that the customers gain while using the products that an organisation offers that in turn determines the relationship of the organisations with their customers. 
[bookmark: _Toc28431635]Application to Asda:
With respect to the organisation ASDA, it can be stated that the organisation emphasises on the experiences of the customers and relationship that exists between ASDA and the customers because the mission of the organisation is based on core values that comprises reliability as well as responsibility. Therefore, it can be stated that the organisation focuses on its expansion by emphasising on the relationships that the organisations have with the customers based on the experience that the customers derive or the level of satisfaction they have from the use of the commodities that the organisations offer (Yi and Gong, 2019). Therefore, it can be stated that the organisation ASDA focuses on experiences as well as relationships that it has with the customers thereby determining the success of the organisation in terms of customer service.
[bookmark: _Toc28431636]Ranking:
It can be stated that ASDA scores 7 out of 10 in terms of the experiences and the relationships that is one of the dimensions of customer value. Therefore, it can be stated that the dimension of “experience and relationship” can be ranked in the second position with respect to the other dimensions of customer value. Thus, it has to be noted that ASDA needs to emphasise further on the relationship that it has with the customers so that their experiences can further be enhanced and the sales of the organisation can be increased further. 
[bookmark: _Toc28431637]Dimension 2: Value-added services
[bookmark: _Toc28431638]Explanation:
Value-added services can be termed to be the additional services that the organisations offer to the customers. The value-added services are helpful for the organisations as they aid to stand different in the competition they face from their rivals. It also aids the organisations to increase or augment commoditisation of the commodities that it offers (SchwepkerJr, 2019). The organisations are aided to enhance their relationships with the customers by bringing them close to the organisation thus strengthening their relationship. The organisations are aided in the process of increasing their capabilities of information technology so that the organisations can offer better services to the customers.
[bookmark: _Toc28431639]Application to Asda:
It can also be stated that the value-add services aids the organisations to increase their sales. With respect to Asda, it can be stated that the organisation focuses on enhancing the quality of its services that it offers to the consumers. The organisation has launched services named “ToYou” as value-added services so that retail logistics can be transformed and customer services can be enhanced (Tcs.com, 2019). As the organisation Asda, faced several troubles in terms of meeting the expectations of the customers thus the organisation launched the value-added service in order to enhance the experience of the customers by using digital technologies.
[bookmark: _Toc28431640]Ranking:
It can be stated that the organisation can score 8 out of 10 points taking into consideration the chosen dimension. The dimension of value-added services can be ranked at position one as compared with the other dimensions of customer value. Therefore, it can be stated that the organisation is taking effective measures in order to offer value-added services to the customers so that they can be satisfied by leveraging the level of content that they derive. In this way, the organisation has emerged to be successful in many of its objectives especially in terms of sales that it generated and the revenue it earned. 
[bookmark: _Toc28431641]Dimension 3: Brand along with price
[bookmark: _Toc28431642]Explanation:
It has been observed that the customers have a tendency of selecting and purchasing the commodities that have the lowest cost. Several organisations use strategies of reducing their cost so that they can increase the profit they earn. However, it is a perception of the customers that the branded organisations offer high quality services (Kumar and Reinartz, 2019). However, in order to offer high quality services to the customer the cost of supply chain of the organisations increases thereby resulting in charging high price from the customers. The organisations in such conditions face more challenges in terms of fixing proper prices of the products that the organisations offer. Thus, in this way the opportunities that the organisations have in terms of offering new services, to the customers increases.
[bookmark: _Toc28431643]Application to Asda:
With respect to the organisation Asda, it can be stated that the organisation focuses on decreasing the cost or price at which it offers its products to the customers. Therefore, it can be stated that even if Asda has brand name but the organisation offers its services at low cost in order to compete with other retail organisations like TESCO, LIDL, ALDI, M&S, and Sainsbury’s. The organisation also focuses quality however in order to decrease the cost at which the organisation offers its services, the organisation fails in terms of providing quality services to the customers. Therefore, it is necessary that the organisation emphasises on quality as well so that it can further gain trust of the customers.
[bookmark: _Toc28431644]Ranking:
It can be stated that ASDA scores 4 out of 10 and the chosen dimension can be ranked at position 5 with respect to the other dimensions.
[bookmark: _Toc28431645]Dimension 4: Selection of products
[bookmark: _Toc28431646]Explanation:
It is necessary that the organisations focus on the creation of new commodities in a way so that the quality of their products can be increased. It has been observed that the organisations that have a large quantity of commodities available for them face issues in terms making predictions of demand and managing supplies (Vakulenko et al., 2019). Therefore, several organisations opt for having specialisation of a particular commodity so that they can work accordingly and achieve their objectives. 
[bookmark: _Toc28431647]Application to Asda:
Asda has expanded its dimensions in terms of the products that it offers to the customers. The organisation has started offering its products in areas like photographs, jewellery, pharmacies, and opticians. The organisation also offers products like books, toasters, irons, kettles, and comics along with food items (Rintamäki and Kirves, 2019). Therefore, it can be stated that the organisation in several instances fails in offering quality products to the customers as the organisation offers its products in various fields. The organisation’s performance in terms of selection of products can be termed to be not so good since its diversity as well low price hampers the quality of the products that the organisation offers to the customers. 
[bookmark: _Toc28431648]Ranking:
It can be stated that the organisation Asda scores 5 out of 10 in terms of the selected dimension. The organisation can be ranked at position 4 based on its comparison with the other dimensions of customer value. 
[bookmark: _Toc28431649]Dimension 5: Meeting customer requirements
[bookmark: _Toc28431650]Explanation:
The organisations operating in various parts of the world work so that they can satisfy the requirements of the customers. The organisations focus on market research so that they can know the requirements of the customers and take apt steps so that they can satisfy the demands of the customers (Tuan Luu, 2019). It is mandatory for the organisations to focus on market research so that they can know the requirements of the customers and can satisfy them accordingly. When supply is greater than demand then cost of inventory throughout the supply chain can be either less than it or equal to it. In the same way, if demand is greater than supply, then an organisation loses its share in the market as well as its market share that can be either less than it or equal to it.
[bookmark: _Toc28431651]Application to Asda:
Pertaining to Asda, it can be stated that the organisation emphasises on the needs of the customers and focuses on innovation as well so that it increase its sales as well as the revenue that it generates. The organisation primarily focuses on increasing the revenue that it generates thus the organisation emphasises on knowing the demands of the customers so that it can take apt measures to meet them and can increase the level of satisfaction of its customers. 
[bookmark: _Toc28431652]Ranking:
It can be stated that the organisation Asda scores 6 out of 10 with respect to the selected dimension. The organisation can be ranked at position 3 based on its assessment with the other dimensions of customer value. 
[bookmark: _Toc28431653]Summary Table and Comparison with Tesco and LIDL
	
	ASDA
	LIDL
	TESCO

	Dimension of Customer Value
	Ranking Based on Evidence (out of 10)
	Ranking Based on Evidence (out of 10)
	Ranking Based on Evidence (out of 10)

	Experiences along with relationships
	7
	6
	8

	Value-added services
	8
	5
	8

	Brand along with price
	4
	5
	7

	Selection of products
	5
	8
	9

	Meeting customer requirements
	6
	7
	8


Table 1: Comparison of Service Gap
(Source: Created by Learner)
[bookmark: _Toc28431654]Conclusion
It can be stated that ASDA focuses on the varying dimensions of customer value however the focus of the organisation on each of its dimension is different. Therefore, it can be stated that dimensions pertaining to customer value can be ranked with respect to the focus that ASDA has on each of it. 
[bookmark: _Toc28369422][bookmark: _Toc28431655]Part 2a:
[bookmark: _Toc28369423][bookmark: _Toc28431656]Systems supporting organisations in quality procedures and their effectiveness in meeting customer requirements
[bookmark: _Toc28369424][bookmark: _Toc28431657]Introduction
In the era of globalization and modern business management, sustainable business management along with corporate social responsibility is playing an important role in the success of any business organisation. One of the key reasons behind this is the need of the consumers for conscious consumption.  A recent analysis of Bothe et al. (2016) suggested that most of the business organisations across the globe are focusing on developing their corporate social responsibilities or CSR keeping in mind the concept of sustainable business operation. This part of the report discusses the service quality and possible GAPs existing in the service quality model which an organisation needs to manage to improve its business performance as well as deliver high-quality sustainable customer satisfaction.  
[bookmark: _Toc28369425][bookmark: _Toc28431658]Service Quality and its significance
In order to define the service quality model, Bothe et al (2016, p. 354) in their review combine the characteristics of three key parameters namely service, quality and sustainability sustainable service quality can be defined as “correspondence between customers’ expectations on the sustainable service and their actual sustainable service perception”. Keeping in mind the theories associated with the sustainable service qualities, there are 3 quality dimensions associated with it namely cognitive, emotional and normative dimensions. Following diagram is helpful to understand how the conceptual model of the sustainable service quality works:
[image: ]

Figure 1: Conceptual Model of Sustainable Service Quality
(Source: Bothe et al, 2016)
[bookmark: _Toc28369426][bookmark: _Toc28431659]5 dimensions of Service Quality
In the last decade, service quality becomes a significant factor associated with customer satisfaction in the business operation. In addition to that, there are other factors as well which are closely associated with the service quality namely generating high revenues, increasing level of cross-selling business rations, higher degree of consumer retention from the organisational perspective (Dabholkar, 2015). For a long period, measuring service quality is a tough job for the companies, especially for those, which are operating in the retail sector, as there are some unique characteristics associated with the service such as intangibility, heterogeneity, and inseparability.  In the retail industry, the overall service quality has been measured in 5 different scales namely physical aspects, reliability, personal interaction, policy and problem solving (Dabholkar, 2015). The analysis of Siu and Chung (2014) reveals that the ideology associated with the service quality analysis is closely associated with the future consumption behaviour of the consumer associated with an organisation irrespective of the business sector.  It acts as a great predictor  of various behavioural intentions such as likelihood associated with the recommendations, chances of repeat purchase, switching brand or trend of complaining and so on (Siu and Cheung , 2014). Quality can be termed to be the new agenda of customer service. The changes in expectations of the customers have led to the emergence of new challenges for the organisations in terms of meeting customer requirements. The demands of the customers have increased manifold that in turn has created immense pressure on the organisations so that they can offer quality services to people.
[bookmark: _Toc28369427][bookmark: _Toc28431660]5 Dimension of Service Quality
[bookmark: _Toc28369428][bookmark: _Toc28431661]Dimension 1: Physical Aspects:
[bookmark: _Toc28369429][bookmark: _Toc28431662]Explanation:
 One of the key aspects associated with service quality is physical aspects. According to the analysis of Elisa and Bernardo (2012), in the modern era of business operation, most of the customers consider the ideology associated with the physical evidence as the first order dimensions in association with the service quality management. As one of the five dimensions of the service quality model, the physical aspects of the retail outlets are not only linked with the demonstration of the physical amenities but also at the same time it must include a convenience store layout of to ensure that public can access the same in a smooth manner. 
[bookmark: _Toc28369430][bookmark: _Toc28431663]Application to Asda:
In terms of the appearance of the store, the organisation is becoming more sophisticated as the firm started to focus more on the store merchandising process instead of focusing on old-style store merchandising. The organisation now represents itself in an organized manner as there are separate meat departments, produce departments, grocery departments, wine and beer departments and so on (Bishop, 2016). This is helpful in improving the overall physical aspects of the organisation. 
[bookmark: _Toc28369431][bookmark: _Toc28431664]Ranking:
For this parameter, the ranking is 8.
[bookmark: _Toc28369432][bookmark: _Toc28431665]Dimension 2: Reliability
[bookmark: _Toc28369433][bookmark: _Toc28431666]Explanation:
 In the service quality analysis, one of the critical dimensions is reliability, which is necessary for the modern era of business operation to make sure that the organisation is able to retain its existing customer base and at the same time attract new consumers. 
[bookmark: _Toc28369434][bookmark: _Toc28431667]Application to Asda:
 According to the review of Hisam et al. (2016), the subdivision of reliability associated with the service quality is Doing Things in a Right Manner and Promises. As suggested by Elisa and Bernardo (2012), like physical aspects, the reliability is considered as the first order dimensions as well alongside physical evidence. 
[bookmark: _Toc28369435][bookmark: _Toc28431668]Ranking:
For this parameter, the ranking is 9
[bookmark: _Toc28369436][bookmark: _Toc28431669]Dimension 3: Personal Interaction
[bookmark: _Toc28369437][bookmark: _Toc28431670]Explanation:
The concept of personal interaction has a significant role to play in the development of service quality. According to the review of Caro and Garcia (2008), there are three different subdivisions associated with the ideology of personal interaction and these are delivering the solution to the problems, expertise and conduct. 
[bookmark: _Toc28369438][bookmark: _Toc28431671]Application to Asda:
According to Bishop (2016), the organisation is following a good communication strategy with consumers. Whenever the customers are visiting the stores of ASDA, there are different messages, which explain what ASDA is doing for the benefit of its consumers.
[bookmark: _Toc28369439][bookmark: _Toc28431672]Ranking:
 In this parameter, the ranking is 8.5
[bookmark: _Toc28369440][bookmark: _Toc28431673]Dimension 4: Policy
[bookmark: _Toc28369441][bookmark: _Toc28431674]Explanation:
The ideology of policy associated with the service quality discusses how the organisation is designing its service plan to address all the needs of the customer. The policy is not only associated with the business but at the same time, it is associated with what values that the firm is looking to deliver (Nickson et al., 2012).
[bookmark: _Toc28369442][bookmark: _Toc28431675]Application to Asda:
As a business policy of the organisation, ASDA is focusing on the theme of Feel Good and Healthy. The organisation is looking for delivering fresh, sustainable, organic products for the customers with no trans-fats, no hormones, no MSG or artificial colourings for the products. In order to promote the business of the firm, ASDA is focusing on promoting most of the basic products like eggs, bananas, milk for the consumers at a very recognizable price. As an organisation, which is very much sense in relation to local competition, ASDA is allowing the store managers to set the price of different daily consumable products so that it can beat the local players in the market (Bishop, 2016)
[bookmark: _Toc28369443][bookmark: _Toc28431676]Ranking:
The ranking is 8.5
[bookmark: _Toc28369444][bookmark: _Toc28431677]Dimension 5: Problem Solving:
[bookmark: _Toc28369445][bookmark: _Toc28431678]Application:
This factor is associated with the handling of all form of potential problems, that one customer might face in the retail sector. The ideology of the problem solving is linked with managing complaints of the consumers, handling the exchange and return policy of the organisation in an effective manner (Yuen and Chan, 2010). Even though this dimension involved interface between customers and employees, it is considered as different from the individual communication aspect because the ideology of service recovery is considered as one of the key part associated with the good service model (Yuen and Chan, 2010). 
[bookmark: _Toc28369446][bookmark: _Toc28431679]Application to Asda:
For ASDA, the level of problem-solving associated with the overall business process is very high. The organisation is known for its Private Labelling as if the organisation is not satisfied with any of the products then the ASDA is ready to exchange the product and at the same time return the entire money paid by the customer at the first place. It increases the level of reliability of the customers on the organisations and they become more comfortable to try different brands as well (Lutz, 2015)
[bookmark: _Toc28369447][bookmark: _Toc28431680]Ranking:
The ranking is 8.25
[bookmark: _Toc28369448][bookmark: _Toc28431681]Summary Table and Comparison with Tesco and LIDL
	Parameters
	ASDA
	LIDL
	TESCO

	Dimension of Service Quality
	Ranking Based on Evidence (out of 10)
	Ranking Based on Evidence (out of 10)
	Ranking Based on Evidence (out of 10)

	Physical Aspects
	8
	8
	9

	Reliability
	9
	8.5
	9.5

	Policy
	8.5
	7.5
	7

	Personal Interaction
	8.5
	9
	8

	problem-Solving
	8.25
	8.75
	9


Table 2: Comparison of Service Delivery
(Source: Created by Learner)
[bookmark: _Toc28369449][bookmark: _Toc28431682]Conclusion
The ideology of service quality is one of the key aspects associated with the business operation of any organisation. A well-developed service model for the organisation is helpful for the companies to manage the overall business process in an effective manner and at the same time, it is helpful for the companies to manage the business growth as well. In the retail industry, consumers across the globe always prefer quality services from the organisation in addition to competitive pricing and product variety. Keeping these 3 aspects in mind, the mist of the firms is now designing their sustainable business practices to address the entire market scenario.
[bookmark: _Toc28369450][bookmark: _Toc28431683]Part 2b:
[bookmark: _Toc28369451][bookmark: _Toc28431684]Introduction
The idea of customer satisfaction is largely associated with the concept of business perception. With the help of GAP model associated with the service quality, any organisation can understand the level of satisfaction that customers are looking for. 
[bookmark: _Toc28369452][bookmark: _Toc28431685]5 GAPs in Service
The five different GAPs associated with the service quality is helpful for the organisation to understand what are the key areas that it must address in order to meet the expectation level of the customers. As the ideology of customer satisfaction purely based on what customer perceives, hence it can be stated that if customers find out that different form of services meets their expectations then they are satisfied with the organisation. Following diagram is helpful to understand the GAP model associated with the service quality
[image: ]
Figure 2: GAP Model of Service Quality
(Source: Expert Management program, 2018)
[bookmark: _Toc28369453][bookmark: _Toc28431686]Service GAPs and Implementation for ASDA
[bookmark: _Toc28369454][bookmark: _Toc28431687]GAP 1: Knowledge Gap
[bookmark: _Toc28369455][bookmark: _Toc28431688]Explanation of Gap 1:
The knowledge gap is the existing difference between the expectation of the customer in terms of the service and the level of services that the organisation is delivering to the customers (Franceschini and Mastrogiacomo, 2018). 
[bookmark: _Toc28369456][bookmark: _Toc28431689]Application to Asda:
Asda as an organisation promotes itself as a company, which always deliver products at the lowest price for the customers Asda as an organisation is always focusing on simple and fresh store format that is helpful for the customers to get what they expect from the organisation.  UK customers are looking for products, which are fresh and cost-effective. The organisation is having some challenges in this aspect.
[bookmark: _Toc28369457][bookmark: _Toc28431690]Ranking:
In this parameter, the ranking is 6.
[bookmark: _Toc28369458][bookmark: _Toc28431691]GAP 2: Policy GAP:
[bookmark: _Toc28369459][bookmark: _Toc28431692]Explanations of Gap 2:
 This is associated with the existing level of difference between understandings of the management about the consumer needs and transfers the same into the reality from the organisational perspectives (Rahman et al, 2012). 
[bookmark: _Toc28369460][bookmark: _Toc28431693]Application to Asda:
 The analysis of Parsons (2013) reveals that the organisation was facing a tough challenge in the UK retail market, as the growth of the firm was not up to the market. To meet the standard, the organisation is investing more on delivery of quality, style and design to become a leading player in the UK supermarket industry in coming years.
[bookmark: _Toc28369461][bookmark: _Toc28431694]Ranking:
The business policy needs to be improved hence the firm must consider addressing its policies. The score is 7.
[bookmark: _Toc28369462][bookmark: _Toc28431695]GAP 3: The Delivery GAP:
[bookmark: _Toc28369463][bookmark: _Toc28431696]Explanation of GAP 3:
It is associated with the differences associated with standard and policies or service delivery and actual services of the organisations (Franceschini and Mastrogiacomo, 2018; Yarimoglu, 2014). 
[bookmark: _Toc28369464][bookmark: _Toc28431697]Application to Organisation:
 The organisation in recent years able to improve the delivery gap with the help of strong festive period of sales, which is helpful in improving Like for like sales that helps the organisation to meet the delivery gap of the organisation (Hammett, 2018)
[bookmark: _Toc28369465][bookmark: _Toc28431698]Ranking:
The delivery gap is on the higher side which makes the score 7 for Asda.
[bookmark: _Toc28369466][bookmark: _Toc28431699]GAP 4: The Communication GAP:
[bookmark: _Toc28369467][bookmark: _Toc28431700]Explanation of GAP 4:
It is associated with what an organisation communicates to the consumers through advertisement and other promotional medium and what has been delivered in reality (Franceschini and Mastrogiacomo, 2018, Venter, 2017). 
[bookmark: _Toc28369468][bookmark: _Toc28431701]Application to ADSA:
According to the review of Rodionova (2016) the promotional approach of ASDA regarding some of the misleading communication, which is used once, while the promotion of the Choco Squares cereal. The authority of the supermarket promotion department warns the organisation about the same, which it needs to address in the future promotional strategy.  The organisation is always focusing on promoting the ideology that can help the customers to get an idea that “You are better off at Asda” to promote the business. (Persons, 2013)
[bookmark: _Toc28369469][bookmark: _Toc28431702]Ranking:
The organisation is able to meet the communication GAP to some extent in recent years, which is helpful to meet the business gap. As a result, the organisation is able to manage its performance in recent years. The score here is 8.
[bookmark: _Toc28369470][bookmark: _Toc28431703]GAP 5: The Customer GAP:
[bookmark: _Toc28369471][bookmark: _Toc28431704]Explanation of GAP 5:
It is linked with the expectation level of the customers and the level of their perception associated with any product or services. It often happens when any customer misinterpret about any particular service offering for them.  The customers in the UK retail industry are always looking for fresh items at compatible pricing, which is necessary for a healthy food habit (Nickson et al. 2012).
[bookmark: _Toc28369472][bookmark: _Toc28431705]Application to Asda:
The customer Gap from Asda’s perspective is high as the organisation in recent times unable to manage the overall performance. As a result, the growth is on the lower side.
[bookmark: _Toc28369473][bookmark: _Toc28431706]Ranking:
Based on the overall business performance, the score for ASDA in this GAP is 7.
[bookmark: _Toc28369474][bookmark: _Toc28431707]Summary Table and Comparison with Tesco and LIDL
	
	ASDA
	LIDL
	TESCO

	Dimension of Service Quality
	Ranking Based on Evidence (out of 10)
	Ranking Based on Evidence (out of 10)
	Ranking Based on Evidence (out of 10)

	Knowledge Gap
	6
	7
	8

	Policy GAP
	7
	9
	7.5

	The Delivery GAP
	7
	9.5
	8

	The Communication GAP
	8
	7
	8

	The Customer GAP
	7
	8
	8


Table 2: Comparison of Service Gap
(Source: Created by Learner)
[bookmark: _Toc28369475][bookmark: _Toc28431708]Conclusion
The Service gap model is helpful for the organisation to understand where it is performing better than its competitors are and at the same time identify the key areas where it is lagging behind. As an organisation, development of effective service quality is essential to ensure that it can meet the demand of the market and at the same time ensure that from a business level perspective, the firm can meet the demand of the customer without compromising the service value. 


[bookmark: _Toc28431709]Conclusion
The assignment is based on the various aspects related to customer service considering the organisation ASDA. The various dimensions of customer value has been explained and critically analysed in the assignment corresponding with the chosen organisation. The assignment is also focussed on service quality that is the attribute of the services that ASDA offers that involves its critical assessment and application the chosen organisation’s situation. SERVQUAL or Gaps in Service has been explained in the assignment as well. The Gaps in service has been critically assessed in the in assignment and has been applied on the chosen organisation ASDA for better analysis. 
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