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Today, businesses and business executives place a greater emphasis on customer attention than ever before, owing to the advantage it affords in an increasingly competitive market. Companies understand that in order to succeed, they must reach new customers who have ever-easier accessibility to evaluations, ratings, and other knowledge that helps them to make informed judgments. This report will focus on supermarkets operating in the UK, with the primary focus on Asda. Excellent customer service requires going above and beyond industry best practices including respecting customers' time, keeping a cheerful demeanor, and giving knowledgeable and valuable information, as well as going above and beyond to transcend rather than merely surpass objectives. Retail has become more and more associated with digital services. Artificial intelligence is assisting shops in detecting patterns and predicting client preferences, augmented reality allows customers to experiment on products or test out home décor, and "scan and go" applications are transforming the way shoppers pay. (de Bellis and Venkataramani Johar, 2020)
This report looks into the Tech touch versus human touch debate before delving into the customer experience and brand experience of UK branded retail supermarket Asda’s tactics. This research offers a new perspective on how to improve retail organization performance by increasing customer experience. It indicates that customer experience and the use of technology are important factors in determining consumer loyalty. This research study also examines the relevance and suitability of highlighted themes in regard to supermarket brands, as well as the impact of customer relationship management (Weber and Schütte, 2019).
The report will also investigate the use of quality models and theories and how they can improve the customer experience and the customer relationship management of Asda.
[bookmark: _Toc89080349]Tech touch versus human touch
A tech touch approach is one that is quantifiable, scalable, and enhances client retention. The important concept is that communication and interaction have an influence on every client touch point. This results in the creation of a brand identity. Digital technology solutions are critical in customer success activities. On the other hand, a personal marketing strategy assists organisations in developing a sharp human point of view in commercial operations. The human touch becomes even more important when we consider the enormous benefits in terms of consumer feedback that might accrue to a company that takes a personal approach. (Giebelhausen et al., 2014)
In comparison to human technology, here are eight ways UK supermarket brands including Asda are leveraging technology to drive retail change are:
[bookmark: _Toc89080350]Scan-and-go technology makes in-store buying faster and easy to use: Consumer adoption of the technology is increasing because it offers evident benefits
a. Customers may shop with little to no interaction from personnel and with less chance of workers touching their merchandise, which is a safer way to shop during the Covid-19 pandemic, with less people handling the goods.
b. The shopping procedure has been sped up.
c. Some customers prefer less social interaction.
d. Queues at the checkout have been minimized.(Shankar et al., 2021)
[bookmark: _Toc89080351]Getting rid of the counter procedure: The low-cost grocery company Aldi is said to be developing its own cashier-less Amazon Go rival. The company has published a call for automated product recognition solutions, particularly from businesses that have developed technology that permits automatic product recognition via in-store CCTV cameras, shopping cart detectors, or consumers' mobile phones.(de Bellis and Venkataramani Johar, 2020). Asda’s marketing is focused on their low prices, therefore Aldi is one of their big competitors. However, Asda is one of the biggest supermarkets in the UK and is way ahead of Aldi, implementing these strategies many years ago.
[bookmark: _Toc89080352]Delivery solutions that meet a variety of requirements: Throughout the epidemic, Morrison’s has prioritised its consumers, pledging to reduce the price of necessary supplies and assist its most vulnerable clients. It recently teamed with senior village builder McCarthy & Stone to provide a doorstep delivery service to the country's retirement villages. The program allows the country's elderly to purchase grocery delivery over the phone, which is excellent for individuals who do not have access to the internet. It also means they don't have to go to the food shop, which helps to safeguard the most vulnerable. Asda would benefit from collaborating with stakeholders to come up with solution for elderly and vulnerable who are not tech savvy and would appreciate being able to pick up a phone to place an order.
[bookmark: _Toc89080353]Promoting social separation and dealing with crowds: With social distance and access control here to stay for the foreseeable future, retailers are seeking for new ways to regulate the number of people in their establishments. Aldi's new computerized traffic light system tells customers when they can access stores based on the individual customer constraints that adhere to two-meter social distance standards. When the light turns green, the doors open automatically, enabling consumers to enter the store. When the lights are red, the doors remain closed, forcing consumers to wait outside until another shopper emerges. 
[bookmark: _Toc89080354]Improving warehouse operations efficiency: When the United Kingdom went into lockdown in March, online supermarket delivery company Ocado reported a tenfold increase in demand for its products. In recent months, the company's robot-powered warehouses have been working around the clock to keep online orders flowing even when its human labor is overworked. The robots serve as delivery, picking, and packing equipment. The company owns hundreds of patents that span a wide spectrum of automations and technologies, such as product-picking robots and item scanners that employees may wear on their helmets. Ocado aims to employ this technology and lease it to retailers worldwide.(Low and Clifford Lee, 2021)
[bookmark: _Toc89080355]Using technology to thoroughly rinse on track: To prevent the spread of COVID-19, Asda is the first retailer in the United Kingdom to use self-cleaning robots in its stores. These cleaning robots patrol the aisles during store hours. Asda has also been testing an autonomous trolley wash that sanitizes touch areas with no need for workers to clean them, minimizing the risk of disease for employees.
[bookmark: _Toc89080356]Shoplifting: Sainsbury's is testing new concealment detecting technology in its stores in collaboration with security solutions company Third Eye in order to capture criminals. Using machine learning, the device identifies when someone takes an item and places it in their pocket or coat. The gadget also logs the contact in case it senses any suspicious behavior, security personnel are notified and provided a brief clip to investigate (Almohaimmeed, 2021). Shoplifting is a huge issue for big supermarkets and Asda would greatly benefit from innovative security solution to deter the more elusive shoplifters.
[bookmark: _Toc89080357]Creating a Long-Term Future: Experts are concerned that the coronavirus epidemic has pushed sustainability measures to the bottom of their priority list. As safety becomes the paramount focus, many merchants resort to ubiquitous single-use plastic bags and increased packaging. Consumers, too, are gravitating toward processed foods that are less likely to have been touched or coughed on by their fellow consumers.  (Lemon and Verhoef, 2016).
[bookmark: _Toc89080358]Customer Experience and Brand Experience 
Both brand experience and customer experience are fundamentally focused on the same area: the consumer and the user experience guide a customer through a transaction or engagement with the company, whereas the brand experience caters to the consumer before they become a client. Brand Equity Models such as Brand Loyalty, Awareness Of the brand, Perceived Quality, Perceived Brand, and Proprietary Assets play a significant role in evaluating the link between Customer Experience and Brand Personality (Coltman, Devinney and Midgley, 2011).
Asda has a strong brand identity with the focus on everyday low price promises for their customers. As Asda is a supermarket giant, they possess strong buyer power when is comes to their suppliers. This enables them to keep their promises and bring lower prices to their customers’, giving them a lead in the supermarket price wars.
A brand's identity, purpose, beliefs, and all it represents for are brought to life via its customer satisfaction. Customers' experience expectations are set by the brand. Customer-based brand equity results in increased financial gains for the organisation (Budi, Hidayat and Mani, 2021). Marketing initiatives launched by a strong CBBE customer-based brand equity are more likely to get a positive reaction. This increases customer loyalty since clients are willing to stick with the firm because they have faith in it (Arora and Verma, 2019).
The customer experience has a significant influence on the brand's image. This means that customers' perceptions of their interactions with businesses might influence brand image. Furthermore, in terms of tendency to transfer brands, customer experience has a beneficial influence on consumer loyalty. A positive customer experience considerably reduces the likelihood of switching to another brand (Giebelhausen et al., 2014).
Customer perception of your brand determines brand loyalty. This might be accomplished by maintaining your company's reputation, or the customers previous experiences with your company. Clients are loyal to a brand if they believe you give better service and quality than your competition (de Bellis and Venkataramani Johar, 2020). Findings show, using multiple linear regression analysis, the results show that brand image and brand awareness have a substantial influence on brand loyalty. Furthermore, brand image has a substantial impact on client satisfaction (Abdi and Hamidizadeh, 2020).
[bookmark: _Toc89080359]Critical review on the Impact of Customer Relationship Management (CRM)
CRM helps businesses become more efficient by organising and automating some aspects of their operations. CRM streamlines and automates a variety of company processes, from sales to marketing strategies, business intelligence, and customer data. The key impact of CRM are as:
i. CRM helps businesses to build relationships with its customers, resulting in increased loyalty and client retention (Gabriel and Ronald, 2017).
ii. Consumer loyalty and income are both attributes that effect a company's revenue, hence CRM is a management method that results in higher profitability for a firm.
iii. Revenue has increased while overhead has decreased, it also Enhanced Customer Satisfaction and Marketing Optimisation (Havlíček, Břečková and Zampeta, 2014)
iv. Collaboration and coordination have improved, and Data Insight and Analytics have been improved.
v. CRM is used by organisations to assist and manage their client connections and interactions. 
i. It tailors your products, marketing, and services to the needs of the customers by using the information you gather about their interests, purchase history, inclinations, and more (Yang and Wang, 2010).
[bookmark: _Toc89080360]Recommendations

Following are recommendations as a main researcher offering in this study, based on the development points identified within the findings.
i.  Even though technology has improved the shopping experience, shoppers are frequently dissatisfied. The customer experience may feel disconnected: companies are implementing digital innovations while failing to focus on the most important components of consumer experience. (Sulaiman and Musnadi, 2020). Many shoppers choose the supermarket over online shopping for interaction with others in the supermarket.
ii. Due to the rapid speed of technology development, more sophisticated management methods, and industry consolidation, retail organisations confront new difficulties and increased competitiveness. Therefore retail organisations have moved their focus from increasing revenue to acquiring and maintaining consumers (Ghazian, Hossaini and Farsijani, 2016)
iii. Technology is important for giving customers a good experience, however, without a human touch to convey that experience to life, supermarkets are taking away an important element of the customers experience. If the supermarkets provide an all-round enjoyable experience for the customers, they will remain loyal to the supermarket (Siu and Chow, 2004).
iv. Product suggestions may be as basic as showing each new user with a list of best-selling items or as complicated as utilising an algorithm that displays a continually updated selection of products to each visitor. "The future is represented by personalised product recommendation systems." (Moreira, Da Silva and Ferreira Moutinho, 2017).
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What exactly is quality?
The term "quality" refers to how good or poor something is. It's a distinguishing quality or feature that someone or something possesses, something that can be recognised as a part of a person or thing. The act of supervising all activities and tasks required to maintain a high level of performance. For supermarkets this includes developing and executing quality assurance and planning, as well as quality control and improvement (Shankar et al., 2021).
While quality control and quality assurance departments have long existed, quality management is a relatively new notion. It's a "first cause" approach to quality assurance in that it looks at the problem from a variety of perspectives.
[bookmark: _Toc89080362]Critical review on the Deming Cycle
Marketing uses theories to explain why clients behave the way they do. The use of theories aids marketers in gaining a better knowledge of what drives individuals to buy. (Moreira, Da Silva and Ferreira Moutinho, 2017).
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The Deming Cycle is a quality improvement and learning model that consists of a logical series of four recurring steps: Plan, Do, Study (Check), and Act.
The Deming cycle, often known as the PDSA cycle, consists of the following steps:
PLAN: Make a change plan ahead of time. Analyse and forecast the outcomes.
DO: carry out the strategy in small increments under controlled conditions.
STUDY: examine and analyse the outcomes.
ACT: to take action to achieve greater standards and improve their processes.
[bookmark: _Toc89080364]Plan 
The first goal using the Deming cycle would be for Asda to plan ahead to understand what they want to achieve. This would be a practical and theoretical step.
This step would guide Asda in the process of improving an operational process or product. This step also acts as a test of how well Asda’s current predictive and analytical methods actually are.
The planning stage is an opportunity for Asda to improve their outcomes and an analytical investigation of Asda’s capacity to understand their business.
In this stage Asda can test and analyse what is currently wrong with a process or product and how it can be improved. Asda can plan how the changes will be managed and predict how well the outcomes of the improvements will be.
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Deming would continue to emphasise the significance of adhering to the scientific values that underpin the inquiry while he carried out the plan.
Rather than making a decision and immediately revamping all operations, it is critical that Asda implement change gradually and iteratively while testing assumptions. Using studies with control groups would allow Asda to better comprehend the data they obtain, allowing Asda to not only enhance their production but also to understand why their output improved as a result of the changes made.
[bookmark: _Toc89080366]Study
· Asda will need to check if the outcomes matched with their predictions.
· Did the outcomes differ? How and why?
· Asda would need to investigate test variables which were previously unaccounted for.
The study stage is the main point of differentiation from Demings cycle. Asda’s outcomes of their planning and implementation will be demonstrated in this stage. Asda would not only need to consider if the processes were improved or not, but also consider if they improved for the reasons they predicted and also consider if they were able to successfully predict outcomes in advance.
Deming describes the study stage as a tool to teach us to draw conclusions, the way a scientist would, Asda should not only consider whether a plan was successful, but why it was successful.
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• Put your suggestions into action.
• Provide all information to the organisation to develop internal theories by tracking performance and statistics over time
The Act stage would be the culmination of the process for Asda, as well as the start of the next cycle.
On a practical level, the Act stage might result in one of the controlled studies' practices being implemented throughout Asda’s business processes. Asda may find they wish to do action in each relevant department now that they have discovered that doing the action can increase productivity or another successful outcome.
The Act stage entails both the implementation of corporate improvements and the incorporation of new knowledge into Asda’s own company theory. The Act stage should try to combine the new information obtained during the Study stage with our overall grasp of how Asda operates.
The outcomes of repeated experiments, like the results of repeated experiments, produce fresh knowledge that is helpful for both processes and Asda.
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The PDSA cycle has the following advantages:
- Day-to-day routine management (individual and/or team)
- The procedure for resolving a problem
- Project administration
- Ongoing improvement
- Expansion of the Asda’s base
- Development of human resources
- Development of new products
- Process evaluations
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Although the Deming Model is a good way to map out projects and small tasks, the model has many weaknesses. In a situation of urgency, using the Deming model to come up with a solution could take a considerable amount of time. This would cost Asda time, money and they could potentially lose their loyal customer base and suppliers.
The Deming Model works at a step-by-step process and leaves little room to consider variables. During the process of project management many factors can crop up to hinder or effect the progress. The Covid-19 pandemic has affected many major organisations and is not something that could have been predicted or prepared for when using the Deming Model.
The early stages of analysis can take too long and Asda could miss out on changing trends and the needs of their customer’s.
Using the Deming cycle for quality determination at Asda; would see this work in the hands of quality experts, instead of the employees. This could lead to a divide between those who are planning and those who implementing. Measuring the employees performance would also be difficult using the Deming cycle.
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The first part of this report looks into the two themes of the customer experience of supermarket retail brands; Tech touch versus human touch and also the customer and brand experience. The key idea of tech touch is that communication and engagement have an impact on every client touch point. As a consequence, a brand identity is formed. Customer success initiatives need the use of digital technology solutions. To evaluate the relationship between Customer Experience and Brand Experience, Effective brand models such as Customer Loyalty, Brand Recognition, Perceived Quality, Brand Associations, and Intellectual Assets are crucial. The CRM process streamlines corporate operations ranging from service mark to advertising campaigns, company intelligence, and customer information. (Giebelhausen et al., 2014).
The second part is a critical investigation of the Deming cycle. The Deming cycle could prove greatly effective for Asda as it has done for other organisations in the past. However, Asda should consider an innovated hybrid design of the model, which would cater better for the change in market trends and consideration for a contingency plan. Collaboration between those planning and implementing would also be necessary for beneficial results and processes. 
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