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Introduction
ASDA is among the four leading retail supermarkets in the United Kingdom (UK), owning more than 600 stores and employing more than 145 thousand employees across its stores. One of its major strengths is its dedication to ensuring quality customer experience by leading a customer-focused business strategy (ASDA, 2021). According to a case study highlighted on the VoCoVo company website, ASDA's employees are committed to serving customers from their online and in-store services network, including its depots and stations, superstores, petrol stations, living store, and supermarkets across the UK. Among its efforts to ensure quality customer experiences and improve its Customer Relationship Management (CRM), ASDA worked with VoCoVo Software Company in enhancing its customer experience by reinforcing its CRM (VoCoVo, 2021). 
In light of the supermarket's efforts to improve its customer relations and its customer-focused strategy, this research report will investigate the customer experience of ASDA retail supermarket based on two major themes; Tech touch vs. Human touch and Customer Experience and Brand Experience. The report will identify the sustainability and importance of these two themes about ASDA supermarket and critically discuss their effect on CRM. Further, the report will investigate and discuss two quality theories or models that may improve CRM at ASDA. The report will conclude with a discussion on the effect of sustainability policies on the quality of CRM systems in ASDA and make suitable recommendations on how ASDA can further improve its CRM systems.
Current Themes and their Impact on Customer Experience
Tech Touch vs. Human Touch
Current customer demands are never-ending chain of engagement, retention, and attraction after every purchase, both complex and simplest. Therefore, as the number of customers surges up, the majority of retail supermarkets in the UK, including Tesco, Walmart, ASDA, and Sainsbury, among others, have directed more focus on adopting a more tech-touch approach to stay engaged with consumer's element. Tech-touch reduces human interaction with customers, with check-ins at the supermarkets being managed by software. Tech-touch not only supports e-commerce but also opens the path for the accelerated application of technological advancements in retailing (Willems, Verhulst, & Brengman, 2021). 
According to Perry (2003), tech touch offers a data-driven type of proactive management that can potentially make customers feel more valued while ensuring that they know where to look for solutions to their problems. This system eases pressure on human interaction, making employees available for particular high-touch situations or high-needs customers. Therefore, whenever loyal customers demand attention, several retailers look for technology to respond to such demands. As such, some business experts are convinced that technology plays a substantial role in allowing for scalability, self-service, and cost reduction for customers (Wagner, 2019).
Moreover, the current Covid-19 pandemic has created a new need to tech touch within supermarkets, particularly based on the established guidelines and restrictions, including the need for social distance. (Willems, Verhulst, and Brengman 2021) argued that the current pandemic and containment measures bring unexpected challenges for firms, including retail supermarkets. The social and physical services have been profoundly affected by Covid-19 government regulations on human physical contact and the fear of contamination. Retailing has been a place of people, yet confronted by the implications of the pandemic, human touch seems to decline. This meant the need to reduce human contact as a way of preventing the virus from spreading. 
For instance, ASDA had to work with Qudini retail Choreography to create a custom virtual queue. The virtual queue aimed to do away with the increased number of queues experienced outside its stores following the Covid-19 social distancing measures. During Covid-19 and the opening up of the economy, ASDA has worked hard to ensure the safety of their esteemed customers by controlling the number of customers entering the supermarket at a time. This move resulted in long queues outside its stores as people queued to access them. Therefore, the virtual queue was also meant to reduce the wait time at its supermarket checkouts, all in a bid to enhance customer experience. 
However, Tech-Touch has been faulted for denying customers the desire to be treated like human beings. According to McKean (2003), research has emerged verifying the idea that a consumer's decision to purchase is guided by how human their interaction would be rather than the price differentiation or subtle product. New research revealed that nearly 70 percent of customer decisions to purchase is made by humanly interactions, while only 30% was founded on product qualities. This means that the human touch stands out in the memory and mind of consumers (McKean, 2003). This was a call for retailers of the modern age to rethink their customer strategies because, despite the increasing technology, this era is more characterized by the desire for human touch. Therefore, there is a need to raise of human touch to overcome competition by identifying their customers as people and creating the main focus towards treating their customers most humanely in every customer interaction. 


Customer Experience and Brand Experience
It is expected that many firms will be heading towards adopting more digital experiences in the future. In contrast, business professionals strongly feel that human touch is still needed in the heightened desire for an end-to-end delightful customer experience to overcome modern-day demanding customers' growing wants and needs (Baker, 2021). According to a short survey cited by Baker (2021), 88 percent of customer experience professionals from ASDA are convinced that increased digital platforms have positively affected their organization performance during the pandemic. On the contrary, about 72 percent argued that they are still focusing their investment on human interactions. The same has been echoed by some of the UK's leading brands, including Tesco and Sainsbury stating that human touch was driving customer experience in their stores, urging for the need to strike a balance between human touch and tech touch (Clements, 2019). 
In their focus on quality customer experience, ASDA has been open to the importance of human touch within its operations. While trying to keep up with the advancing technology, they have resorted to adopting a hybrid system that incorporates both human-touch and tech-touch to attain a competitive advantage. Therefore, besides their virtual queue system and enhanced online technologies, the firm is still focused on human interaction with customers within their stores. This is true based on the company's focus on increasing customer interaction through its in-store sampling offer. The offers give the firms a unique opportunity to interact and engage with customers via human interactions, which is a powerful approach to drive attempts to its products while education influencing, educating, and inspiring buying (ASDA Media Partnerships, 2021).
ASDA Customer Relationship Management Policies and its Impact on Customers
Customer relationships are essential for any business. However, in the retail sector, CRM is highly crucial. ASDA realized the importance of an effective CRM and its impact on customers. According to the company's Chief Customer Officer, Andy Murray, it has made it its top priority to put its customers first. This entails how they interact and engage with customers, how they address customer needs, to the way they communicate with them. In 2018, the company conducted a self-reflection survey to see how they perceived their customers when interacting with their products. From the survey, the company realized that its CRM was lacking and required some change. Part of the solution went back to basic methods and enhanced its retail fundamentals, including tightening its CRM policies (Murray, 2018). 
The company's first initiative was to address its policy issues, which meant amending its data and communication policies. In collaboration with the Customer Analytics team, ASDA changed its communication policy to open up its communication approach from communicating through traditional broadcasts to engaging directly and openly with customers through social media and one-on-ones. Also, the firm developed new information policies that would help control and protect customer information while creating measures to protect its social media fan pages (Burch, 2019). 
Through new policies, the company sought to advance its linguistic science to engage customers emotionally, use new technologies like AI to leverage intelligent automation, and develop grocery segments that integrated both in-store and online shopping behaviours. Through these policies, the company has sent more than one billion significant multichannel CRM messages every year, increasing its engagement rates and customer satisfaction. Most of its customers were happy to be engaged in the company's decision-making process. For instance, the company put a social media fun page survey asking customers to vote on the colour flask they would want the company to stock. Nevertheless, these policies helped make ASDA customers feel valued (Relevanz CRM & Data Experts, 2018).
ASDA Sustainability in CRM and Its Impact on Customers
Sustainability in Customer Services and its Components
Sustainability remains a coherent subject in the modern world, applying not only to environmental concerns but also to a broader scope of customer service issues. (Bacal, 2021) defined sustainability as a method that considers the ability of a service or a product to continue working over a long period and respects the resources and stakeholders involved in the business. In this view, sustainability can be said to involve brands that embrace environmental, social, economic, and human issues and incorporate them within their corporate social responsibility (CRS) strategies. It means supporting the needy in the community, reducing the environmental footprint left by manufacturing, supporting social initiatives that fight against injustices, and considering that all these efforts should revolve around people (Halme, et al, 2016). 
Therefore, sustainability in customer service involves recognizing the core components that support customer needs and are relevant based on the firm's business processes. For instance, whatever a retail supermarket does to satisfy customer wants, must not damage the firm's image but remain beneficial long-term. This means balancing the customer needs and the realities of the company. A better way to explain this is through Taylor's Management theory that can be applied to explain sustainability in customer services. The management theory hypothesizes that consistent organizational planning and strategies can improve its efficiency in customer service. If customers are consistently handled well in a firm, they develop loyalty towards its brands, thereby increasing the probability of retaining them. Such consistency reflects sustainability in customer service (Goldsmith, 2010). 

Sustainability Policies in Retail Supermarket and its Impact on customers
The quality of customer service in retail supermarkets, particularly in ASDA, largely relies on its sustainability and ethical policies. Recent studies indicate that UK-based supermarket chains, including ASDA, have to offer sustainable goods or sustainable customer services. Such needs have compelled these UK-based supermarkets to formulate sustainability policies that would ensure consistent quality customer service. For example, through its sustainability policies in marketing, ASDA started online shopping, a move that changed its position in the industry, allowing it to overcome competition. Online shopping, perceived as an effort to improve customer services, helped the company attract more customers because people could shop online (Nassar, 2015). As an outcome of the company's sustainability policy, online shopping has transformed customer experience and how customers engage with their products in the stores. 
Nevertheless, ASDA Supermarket adopted a new sustainability policy that aimed at improving services for its elderly customers. The policy proposed new approaches of engaging the aged customers who visited the company stores following raised concerns on the height of their shelves, which the aged could not access. The marketing theory states that a firm should strive to create new customer experiences that cut across all gender and ages (Metzger, 2017). Therefore, this new sustainability approach strongly improved customer's relationship with ASDA developing customer loyalty, especially among the aged.
Nevertheless, ASDA has a sustainability policy that defines customer experience in marketing strategy. The policy requires the company to make profits by using low-cost production and offer products to customers at the market price. This policy emphasizes producing high-quality products to achieve sustainable consumer buying behaviour. The use of such an improved quality system helps to improve ASDA's relationship with its customers. ASDA realized that some of its customer bases do not consume all its products like sugary products for diabetics based on health guidelines.  As a matter of sustainability policy, ASDA had to recognize this type of people in their policy program to ensure a supplementary budget that would allow the company to offer alternative free-sugar products (Goldsmith, 2010). This increased customer loyalty to the supermarket because its CRM had ensured long-term care of its special customer population. 

A Critical Discussion of Two Quality Models/Theories
Quality and its Components
Quality is generally taken to mean approval. According to (To, Yu, and Lee, 2018), quality from a client service point of view refers to the aggregated net value of advantages experienced in service over what was expected. Therefore, quality encompasses service performance and actual functional service from a customer standpoint, where service output and performance can be measured (To, Yu, & Lee, 2018). On the other hand, quality management may refer to controlling all tasks and activities that should be accomplished to keep a desired degree of excellence. This may involve quality improvement and quality control, the determinations of a quality policy, and the implementation and creation of quality assurance and planning (Barone, 2020). 
Therefore, quality is the set of inherent attributes that make a product or service meet customer wants and needs, thereby offering some form of customer satisfaction.  In this sense, quality applies to processes, services, or products where it can be determined by comparing a predetermined set of attributes against a set of desired expectations (Racca et al., 2018). If such attributes align with the set of desired expectations, then high quality is achieved. Besides, if these attributes do not align with the requirements, then a low quality is recorded. Therefore, quality components include quality assurance, quality planning, quality improvement, and quality control.
Quality Models
Total quality management (TQM) refers to a management philosophy aimed at empowering an organization as a whole while encouraging staff to take part in the firm's betterment and improvement focus. TQM has been quite successful in the service sector and retail supermarkets for years. Joseph M. Juran and Edward Deming are the most influential people who have profoundly played a key role and contributed to TQM (Alauddin & Yamada, 2019). Tari (2005) argued that TQM enables companies to reduce operational costs and achieve a higher differentiation level. However, he noted with concern how challenging it was for companies to effectively implement TQM within their firms, an observation that is also evident in today's retail supermarkets. Therefore, several TQM models, including Deming's 14 points and Juran's quality trilogy, were proposed to guide and improve quality management within firms.
Deming (Deming's Cycle)
Deming was concerned about the increased organizational focus on supervision and individual performance to promote quality management. He developed a new TQM model that would correct such focus. According to Deming, an effective approach to TQM should focus on creating an organizational system that promotes learning and cooperation that would facilitate the implementation of process management practices. He was convinced that such process management practices would lead to consistent process, service, and product improvement along with workers satisfaction, all of which are crucial for satisfaction and largely to the long-term survival of a company. Therefore, Deming's quality management model, based on fourteen points, stressed top management and leadership responsibility to initiate and lead change systems and processes. This meant that quality improvement underlies the ability to manage and control processes and systems and achieve it in the management's role (Anderson, Rungtusanatham, & Schroeder, 2013).
Accepted as principles of transformation, Deming's fourteen points were founded on a set of hypotheses regarding how work should be done and how the results of such work should be assessed. Therefore, they propose some quality management-based practices showing Deming's beliefs on how to manage quality. These fourteen points can play a focal point in improving an organization such as ASDA CRM by transforming the entire organization. For instance, point 14 engaging everyone in the organization, including both workers and customers, while point 7 challenges leadership to replace supervision. This set of practices goes beyond the limits of a single discipline to encompass several conventional functional management domains. For instance, strategic management in point 1, purchasing in point 4, process control in point 5, and human resource in point 6. These practices aim at facilitating the management of comprehensive processes, extending the legal limits of a firm to involve and impact customers and suppliers at the top (Anderson, Rungtusanatham, & Schroeder, 2013). Therefore, this 14-point model can offer ASDA Supermarket a virtual platform to implement TQM in ensuring better customer relationships. 
The Quality Trilogy and the Quality Planning Roadmap by Juran
On the other hand, Juran argued that primary quality challenges are an outcome of management and not employees. In this focus, Juran views TQM as a system of practices focused on attaining happy customers, reducing costs, empowering workers, and increasing revenues. According to Juran's quality trilogy model, the achievement of quality needs practices in all organizational functions. This means organizational-wide evaluation of quality, competitive benchmarking, supplier quality management, quality information systems, and application of statistical approaches are all critical in quality improvement. Therefore, Juran's quality model emphasized self-managing teams and QC circles and project work as avenues of improving coordination between workers, promoting quality improvement, and improving communication between employees and management. It also advocated for the significance of top management empowerment and commitment, rewards, participation, and recognition. 
Juran's model also advocated improved CRM, arguing that it is also substantial to understand what customers want. While this requirement mostly applied to manufacturing, marketing, services and design, it also included retailers like supermarket chains. Juran explained that identifying customer wants would mean having a robust understanding and analysis to ascertain that product meet customers' expectations and are suitable for their purpose. This meant approaching quality management based on three key processes; quality planning, quality control, and quality improvement. In turn, Juran explained four categories of quality costs that ASDA can use to evaluate quality costs. The quality costs comprise prevention costs, internal costs, appraisal costs, and internal failure costs (Hakim, 2013). Through such quality costs, ASDA can ensure the effectiveness and efficacy of its quality program in improving customer relationships and the company's return on investment.
Conclusion
Sustainable resources and ethical policies support ASDA in responding to its external and internal problems. In the report, the focus on tech-touch like providing virtual shopping systems for customers promoting its sustainable CRM, where customers would shop and purchase products at the comfort of their living room and get them delivered to their doorsteps. While the company's sustainability policies played a pivotal role in ensuring that this system is safe and works effectively, quality systems were also at play in improving customer relationships as much as the business operations are concerned. Therefore, in this report, the company's digital marketing strategies like social media helped attract and retain new customers by improving customer relationships. 
Recommendations
ASDA should consider using a hybrid system that encompasses both human touch and tech touch to improve its customer services further. The company should rethink its digital marketing strategy. Based on Deming's 14 points of quality management, come up with an all-inclusive system that would capture the best of both the human and technology worlds. For instance, regarding its virtual queueing strategy, the company should carefully weigh its ethical benefits and implications and make a more informed decision.
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