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[bookmark: _Toc78146094]Introduction
Customer relationship management is inevitable to build a group of trusted customers. A good customer experience encourages them to come back another day to purchase their products or services.  Because of globalization, customers can enter millions of product portfolios. So there remains high competition among rivalry(Buttle, 2015). Those companies have intensified customer relationship building after post-purchasing, they have built strong, reliable, and trusted customers. 
But Customer behavior is changing process. So the organizations need to adjust to the business environment to provide a good customer experience. Customer relationship management is dependent on people, processes, and technology. The corporate business depends on these three factors for managing long-lasting customer relationships. 
The Covid-19 pandemic has destroyed our daily routine. It has created a negative impact on our mind, economy, social network and has created obstacles in our daily activities. Several shops and service center has gotten permission to run the business because of lockdown. But now people have accustomed to the pandemic. But Corona-virus has created a new wave of customer behavior. People were dependent on the home delivery service and home office. In the UK, there have grown many online shopping companies like medicine, fresh farm foods, clothing, and fast food. The customers are expecting quality service, security, and timely shipping, reasonable price, and good response online.  If the start-up organization can maintain customer relationships, later they will get a positive impact to sustain their business. 

The report will cover the concept of CRM, the quality process in the workplace, the benefits and challenges of developing and maintaining good customer relationships, the key marketing, and customer behavior theory. The chosen organization is ASDA retail company. The marketing theories (Porter’s five forces and Ansoff Matrix will be discussed here in the context of ASDA. Again, customer engagement marketing theory and the customer engagement behavior (CEB) model will be critically analyzed in the context of ASDA. 
[bookmark: _Toc78146095]Company profile
ASDA is a British supermarket chain founded in 1949. The company asset is almost £22,899 million (2019). The retail industry is facing heavy coemption because of Amazon. Amazon has warped the retail market. So Tesco, John Lewis and other retail company is trying to adjust with online service and home delivery. ASDA has increased 50% efficiency in last year. Now ASDA takes 700,000 orders a week. Roger Burnley, chief executive of the Leeds-based group said that, though home delivery service is less profitable they will continue the service to sustain in the market. In Covid-19, they have increased their efficiency and quality process understanding customer behavior (Asda supercharged its TV ads with the power of CRM, 2021). 
[bookmark: _Toc78146096]Customer relationship Management- Definition and concept

CRM is the principles, practices, and guidelines that an organization follows when interacting with its customers. CRM analyses the customer behavior, post-purchasing behavior and sales and service related issues. Basically, people, process and technology are the drivers of CRM. CRM is now being analyzed by using technology like software, cloud computing, and artificial intelligence, social media research etc. CRM software helps the company to contact data, purchasing history and the artificial intelligence can provide the customer expectations and psychological behavior (Peelen, 2013). People are the employees whose contract with the customers through physically or visually. Emailing, phone calling, text messaging and replying in social media, the employees try to convince the priority of the customers to them. Cloud computing and artificial intelligence provides real time information to the employees. Customer management relationship ensures the employee satisfaction level and ensures a long way in retaining existing customers. 
[bookmark: _Toc78062676][bookmark: _Toc78146097]Customer experience in ASDA:
Where Amazon has captured 60% of online retail market, other retail companies in UK is losing their profit day to day. The company can’t cope with the technology. Tesco, John Lewis, Morrison have lost their market shares. But ASDA has taken the new opportunity starting online business. Now the company is providing the products to the customer’s door. Now every week, the company is providing 70,000 home delivery that is really idol for others chain supermarket. ASDA has developed the technology to take online order and also developed the people along with process. Now home delivery man has been appointed for temporarily (Shaw, 2014). The company has developed its own cloud solutions that give real time information. Any employees can access to the information any time for the query. Even, the customers can tract the parcel after ordering the products. So customers are experiencing digital service that encourages to connect with ASDA. CRM human resources of ASDA are expert in technology and responding to the customers. A hot line helping is solving the deep problems of customers. The permanent customers are now fond of this service. Again, some potential customers have come for the online service and home delivery. ASDA can communicate fast with the employees than Amazon. Because of the giant size of Amazon, the service level has decreased dramatically that discourages the customers to purchase from Amazon(Asda.com - Online Food Shopping, George, & more, 2021).  
[bookmark: _Toc78146098]The key marketing and customer relationship management theories relating to ASDA
Marketing is the process of creating value to the organizations. The marketing department of a certain company works for promotional activities, understanding customer’s behavior and developing the customer engagement. The marketing department accomplishes the functions applying several marketing theories like Porter’s five forces, consumer decision making model, Ansoff matrix etc. These theories help the company to identify the challenges, opportunities and threats. Applying the theories, the company can critically identify the current market position, customer’s expectation and competitor’s policy. In this segment, Porter’s five forces, Ansoff Matrix and customer engagement behavior (CEB) model have been analyzed critically in the context of ASDA. 
Porter’s five forces analyses:
Michel Porter is a renowned scholar of business theory and practice. Generic model, five forces are the main marketing theories developed by him. His five forces have given a framework to identity the power of some forces. An organization has to understand the competitors, customers, suppliers, substitutes products and new entrants (BARUTÇU, 2008). The forces can create negative impact any time. ASDA is a British Chain Supermarket where has millions of products. In addition to, it has started the online business too. Among the five forces several can create excessive pressure and some of them are moderate. This part will critically analyze the five forces of ASDA. 
1. Competition with ASDA. (Strong Force): The UK retail industry is very competitive where has many chain departmental shops, convenience shops. ASDA has over 600 shops in the UK. But after joining Amazon in the UK and EU, the online sector has become monopoly. ASDA, Tesco, John Lewis, Selfridges, Morrison have lost a remarkable market shares. ASDA has to face the competition of its competitors but mostly the company is now facing the competition of Amazon. In the Corona virus situation, the company has built a good market position because of online retailing, and home delivery. But the market share of Amazon is very high. But comparing to others competitors, ASDA have a good market position. ASDA can’t initiate charge free shipping because of financial strengths and lack of human resources. The competitor’s policy, marketing strategy and technology forces ASDA to change the business policy and become more dynamic and innovative.  The marketing department searches the competitor’s policy and tries to cope with the invention or sets their own policy to sustain in market (Howland, 2021). 
2. Bargaining Power of ASDA’s Customers (Strong Force): Millions of products are sold to the customers from different shops of ASDA. Customers have the alternatives and substitutes products. As they are the king, the firm has to aware of their needs, physiology and demand. UK retail industry is available in every street. They can enter in any shops but those are good at portfolio management, sales off and provides good customer service after post-purchasing, they will get huge customers. ASDA has started its online journey that has increased their sales and profit too. But the customers have the options to choose the company. ASDA is committed to serve the people timely but if there creates mismanagement, low quality service, poor packaging, poor weight, valueless products, then customers will shift to another place. ASDA’s cloud computing system has a review system where customers can express their opinion, a single negative review can draw the attraction of people that can create vulnerable situation to them. But Corona Pandemic didn’t create negative impact to ASDA because the customers themselves know the current situation. The customer’s review has created positive impact on the performance of ASDA. ASDA’s management has emphasized to overcome the challenges of online and offline trade (Petro, 2021). 
3. Bargaining Power of ASDA’s Suppliers (Moderate Force): Millions of products portfolio remain is ASDA. Clothing, household accessories, consumer electronics, children food, toys and cottage products are amiable to the company. The suppliers supply the products to ASDA. The supplier can force moderately because ASDA has thousands of suppliers. But sometimes, moderate force may become strong. The best example in Covid-19 situation. The production has stopped because of lockdown policy. So consumer goods are not being produced. To regulate the demand, the suppliers have increased the price. So ASDA also has to increase the price but the relationship becomes weak with the customers. But ASDA didn’t deal with monopoly market rather it has many substitutes supply chain. If one supply chain crashes, then another starts from the place. Some cases, the suppliers can control the retail industry because of its monopoly power. 
4. Threat of Substitutes (Weak force): Substitute goods or services that can be used in place of a company's products or services pose a threat. The substitute system in retail industry was online retailing. But now most of the retail industries have started its small journey towards online retailing. So substitutes service is very rare. substitutes company must need to come an extraordinary service, timely shipping, charge free shipping and low cost products. But this is tough to ensure these kinds of service. 
5. New Entry (Moderate Force): The UK government has pleaded a handsome pound for start-up project to encourage the entrepreneurs to protect the economic activities in Corona Pandemic. Because of Lockdown, the huge demand of customers has created vast pressure on online sector. This opportunity has been utilized by the new entrants. Locally and nationally, there has grown several online retail company whose are supplying raw food, vegetables, frozen meat and fish. Many of them has earned brand value. Now the online retail industry is growing day to day locally because the firms have created a value and trust among the customers (Zhu and Ray, 2021). 
Ansoff Matrix
This tool is used for new market and existing market. ASDA have to follow both systems. Market development means improving the market shares, and sales. ASDA have closed several shops because of low sales. Now the company can follow diversification matrix to hold the market position. Market development means developing the market for new products. As online retailing industry is new method, so ASDA has fostered on this issues. Market penetration is applied in existing market. Amazon has captured the market ASDA needs to penetrate in market. But most of the cases, it has lost its market. Product development doesn’t go with ASDA. 
Customer relationship model
The below mention figure is a conceptual model of customer relationships. The antecedents make the consequences after a process. Customer based antecedents are satisfaction, trust, identity, consumptions goals, resources and perceived costs. Frim based antecedents are brand characters. Farm identity, industry, innovation etc. context based are competitive advantages and PESTEL. The consumers go under a phase. Employees wants satisfaction after using the products. The customers want a trusted company and the company itself wants to build a trust. The customers want to get the best quality products with available resources. The consequences of the antecedents are cognitive, attritional, emotional, physical and identity. The consequences derive from the antecedents. If the customer expectations are feel by the company, then customers become emotional towards the company. The customers don’t want to shift another place. 
[image: ]
Consumer decision making model (van Door et al., 2010)
The customer relationship is dependent on the brand image, characteristics, firm reputation and process. But these antecedents obtain when the company can build the strong administrative policy, competitiveness of invention, expert employees and good quality products. The competitive advantages like competitors and social factors also influence the customer relationships. If these issues can fill the goals of customers then, they will show positive aspects towards the customers. 

[bookmark: _Toc78146099]The factors that influence ASDA’s quality systems and controls for customers in times of crisis like COVID-19.
Covid-19 has created a profound impact on people’s livelihood. The period of contagion, self-isolation, and economic uncertainty has changed the way consumers behave. Unemployment rate, lack of finance has restricted the economic activities of people. Consumer-Packaged-Goods are provided by the retailers to customers. But many retailing companies couldn’t cope with this pandemic improving managed, technology and recruiting the employees. The supply chain has collapsed suddenly that is really hard to tackle. Again, government has prohibited to increase the prices. Stopped frequent visit in road, transportation problems, legality, economic factors, social factors and business environment are influencing the retailing companies to quality system and controls in Covid-19 Crisis. This segment will explore what are the main factors that can influence ASDA’s quality system and controls for customers in times of Covid-19(Karunakaran, Bayavanda Chinnappa and R Ajith Kumar, 2021). 
Government deeply concerns to public health and economic crisis. People are deprived of normal life. Government is committed to the public to ensure good service and health. ASDA can’t go beyond the government rules and political factors. Government has attributed taxation but retail industry has gotten flexibly because of their service. The supply chain management has faced challenges because many countries have stopped the transportation. International plastics count ensures the supply chain because every one wants to save their own nations. Government has restricted pricing. ASDA can’t increase price to control the demand. Again, the suppliers can’t stop to break the relationships with ASDA. So everyone is committed to ensure good quality service (Schmitt, 2013). 
Economic factors also create impact on quality system and controls to increase customer experience. Consumers are trying to ensure health safety and so they have left their workplace. Though people has joint the job. Now it is hard to them to purchase the higher price products. ASDA is trying to control over prices. The customers haven’t shift to other place because of this trust. 
The covid-19 has changed the pace and changed daily life for many consumers. The social life has changed tremendously. 55% people have spent time with family. People have feel their family and the communities have made a chain instead of breaking. Isolation couldn’t separate people. At this moment. ASDA wants to work for the community and people, the social factors like people’s physiology, emotions, and economic crises have been taken seriously. ASDA have supported the customers serving timely, fixed price that has encouraged customers to enjoy their family. 
Technological factors can create impact on ASDA.  Though ASDA has its own cloud computing for managing the online business, it has to face challenges of competitors. ASDA has initiated homework and virtual workforce. ASDA has ensured employee safety appointing half employees. ASDA is covering the sales by online that is dependent on the Covid-19. Employees are very positive towards ASDA. Employee satisfaction is higher than its competitors. So the quality system and controls of ASDA is praiseworthy in Covid-19 situation. 
The legal factors also influence ASDA to serve with reasonable quality and controlling the management. The legal factors are employee safety law, environmental law, international trade policy etc. ASDA is doing their best to maintain the employee rights. Employees are getting sanitizer, Covid-19 compensation etc. The employees affected with Corona virus are getting financially support (The Impact of Pandemic COVID -19 in Workplace, 2020). 
The discussion has proved that ASDA is being influenced politically, techno locally, socially, legally. ASDA aware of their customers to ensure the good customer experience. Customer relationships is unique in ASDA because they are the core asset to the organizations. 
[bookmark: _Toc78146100]Quality process of the organization and systems applied in meeting customer requirements and maintaining good customer relationships in COVID-19.
Covid-19 has created negative impact on our daily life. People are now searching a trusted person who can take of him/her in critical time. Even it searches a reliable company whose can serve them in lockdown. ASDA has feel the customer behavior and tries to provide a good customer experience. Good customer experience derives from administrative policy, dedicated workforce, innovation, technology and unique process. ASDA sold millions of products by offline but now they are serving both online and offline. The company has developed its IT sector in such a way that they can cover any challenges. Post Covid situation is being tackled by ASDA giving home delivery service. The company is ensuring timely shipping maintaining the health safety. 
ASDA has obtained a good customer experience ensuring security, original products, weight, quality and price. ASDA is good at post purchasing service. Where Amazon can’t serve the customers directly, ASDA can directly communicate with the customers. People are getting fear of losing money because of excessive price where ASDA has ensured well supply chain with reasonable price. 
ASDA has the belief on its suppliers. Because of lockdown, the production sector has lost their power to produce the products. So the retail industry is passing hard time because of the collapsed supply chain. But ASDA has its power and strong relationships with suppliers. 
ASDA is mentally strong to serve the customers. The employees believe that everything is problematic. Mentally ASDA’s workforce are ready to serve the customers in Covid-19 pandemic. ASDA had ensured employee safety too and social advantages. Where Amazon can’t communicate with the customers directly, ASDA tries to communicate via phone calling or text messaging. ASDA has its hotline service for customer interactions. ASDA believes that angry customers are good at business because they know the company’s business policy and quality. They are permanent and trusted (MacDonald, 2021). 
 Mathew, 2020 have found that consumer behavior has changed dramatically in COvid-19 situation. Customers are dependent on internet and 505 sales has increased because of covid-19. The customer expect good quality predicts with low price, flexible return policy and security.  Euro monitor found that younger consumers are likely to prefer digital interactions, while their older counterparts prefer talking to human customer service representatives (Silberstein, 2020). This is the most common reason for doing online Business. According to the customer requirements, ASDA has started its journey towards the online retail shopping. 
From the discussion, we can understand that ASDA is ensuring the customer relationships in this critical time arranging the technology and workface. A quality system is built by technology, process and people that is really need for any organization. 
[bookmark: _Toc78146101]The benefits and challenges of developing and maintaining good customer relationships

Customer relationship management (CRM) is a better way to interact with every type of customer in marketplace. CRM streamlines the marketing process and the company can easily reach its targets. This is the crucial process to handle the vast customers. through CRM, the employee can know the customer's attitudes, behavior and needs toward the company. A good communication with   customers force the company to produce right products along with utilize the resources. Customer's review assists to find out the default of products and the company can improve service quality. The benefits of CRM are explained below:
Creates more effective campaigns:
CRM process ensures the best campaign of business. This has effective forces on the understanding matter who want to interact with the company's digital marketing planning. For example; CRM provides social media, email, messenger etc. to make good communication with the customers. CRM helps to build potential targeting in business. The company can explore the customer's experience and interest along with collect information to change the marketing style and thus improve business campaign. It forces the customer to feel proud that the company always give priority on their expectations. Thus, the company can retain the target customers and achieve business objectives.

Increases engagement: 
The better engagement means the better sales in business. CRM gives full concentration to the customer. So, the employee enables to understand the all purchasing behavior of customers and can make an efficient plan on servicing. CRM system builds trust of customer on products. Every class of customers feel so comfortable to purchase their products. So, this loyalty increases engagement of customers towards them.
Builds stronger relationship:
Only CRM process can fulfill the customer's demands. It provides quick response and better quality of service to them. Customer relationship management helps to make trusted relationship through providing right time delivery and expected products which they want. The employee always focusses on making stronger relationship with customer to ensure high sales.
Creates consistency:
CRM ensures the best service of customer in every situation. The employee tries to send right messages in all customers. The company faces new and regular customers. So, employees try to behave in a flexible and strategic way to convince the customers. It makes good interaction with customer which assist the business to keep more organized. Proper response in messaging ensures the better consistency in business (THE BENEFITS OF CUSTOMER RELATIONSHIP MANAGEMENT (CRM) IN THE HEALTHCARE INDUSTRY, 2012). 
The challenges of CRM
CRM is tedious practice for any organizations. CRM is very compressive task for the workforce. Any mismanagement can create negative impact on customers. If the customers don’t get proper response, then the organization will lose its permanent customers too. A research finds that 65% customer believes on online shopping. The companies have the opportunity to increase this belief. But CRM has some challenges to proper implementation.
The first challenge is the communication problems. CRM is taken by the top management but the top management doesn’t send information to the subordinates. If the employees don’t know the CRM, there will not come any output. Lack of communication also happens when the CRM is implemented and still the salesforce cannot update the CRM on the go with their meeting details and rely on their support staff to do the same on their behalf. But CRM software can help the company to ensure the flow of communication. 
CRM is a time saving tool that will encourage the users to make use of it on a wide range. The employees only use the CRM software, technology for customer relationships management. CRM software can be used for appointments, open customer cases, top opportunities, knocking customers via smart device. The employees can’t manage the cross communication like responding in phone calling and text messaging. Then CRM will not work here (Awara, 2010), 
Another challenge is its cost. CRM is very costly because of its technology. Developing artificial intelligence, cloud computing system, server and smart devices discourages the company to start their CRM. Only financially viable company can ensure the CRM (Ayyagari, 2019). 
Lack of experts, leadership and management problems can’t establish CRM. Strong leadership assist a company to improve the customer service and customer engagement. 
 
[bookmark: _Toc78146102]Conclusion 
The aim of the report has been explored presenting the customer experience of ASDA, marketing theories and customer relationship model and quality system and controls of ASDA in Covid-19/ CRM means developing a service sector for customers applying technology, process and people. Porter’s five forces have shown what force can create impact towards the company, Competitors and suppliers can create negative impact on ASDA. Ansoff matrix have presented the way of dealing market. ASDA had started the online journey a few years ago but now the company is growing very fast. About 70, 000 products have been sold by online. The benefits of CRM are that it increases the trusted customers, reduce the operating cost, brings the potential customers. But the challenges are communication problems, lack of finance, cross functional problems etc. CRM should be organized to hold the market position. 
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