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[bookmark: _Toc89101123]Introduction 
Customer Relationship Management can be signified as the amalgamation of the business practices, technologies as well as strategies which the management of the company, irrespective of the domain of the industry, should administer most effectively. This should be done in order to analyze and manage customer interactions and related data and information or the complete customer lifecycle. The main objective of Customer Relationship Management is to enhance the level of customer experience on the lines of customer service relationships to provide potential assistance in customer retention which will benefit the sales growth of the company. The customer's data of the company can be easily complied with over several kinds of channels using a structured CRM system to facilitate the process of relationship-building between the company as well as the potential customers.  The demographics of the customer on the lines of personal information, buying preferences, and purchase history as well as product concerns can easily be processed with the help of a structured CRM system. This report will mainly signify different components and aspects of CRM in the business infrastructure of renowned UK based retail company, Asda and how it affects the customer experience     
[bookmark: _Toc89101124]Aspect of Retail Supermarket 
There are several aspects of Customer Relationship Management that can be well involved in the internal business prospect for any established retail supermarket chain like that of Asda, These kinds of aspects will have a direct impact on the development of customer satisfaction and enrich their respective experience. 
· Strategy: The Customer Relationship Management of Asda is very much business-driven facilitates in the potential development of the business strategy so that new customers can be acquired and high valued existing customers can be retained. 
· Operations: The Customer Relationship Management of Asda works on the efficiency of the business managing customer-oriented operations like that of campaign management, customer service as well as marketing (Soltani et al., 2018). 
· Analytics: The Customer Relationship Management of Asda aids the business development of the company by facilitating the scope of decision making as well as value enhancement 
· Collaboration: The Customer Relationship Management of Asda also facilitates in the collaborative dimension of the company by working on communication barriers removal to boost the business realm of coaction. 
[bookmark: _Toc89101125]Tech Touch v/s Human Touch 
The Human Touch in customer service can be signified as the aspect of flexibility, respect as well as empathy which may facilitate the approach adopted by the management of the company in treating the customers. The Human Touch will be the most significant at times when technology fails to serve the customer fronts of the company (Dewnarain et al., 2019). Human service is the most effective and requisite service on the operational infrastructure of Asda and hence the management of the company should be able to thread the customer service experience with its implicit human touch. Emotional awareness is an integral part of the human touch which the customer service department of Asda should be able to provide at times when customers reach out to the business for assistance
On the other hand, Tech Touch in business orients at times when there is little and limited application of human interaction with the potential customer base and everything is facilitated with the help of technology. These kinds of services are intensively handled and managed by the application of specialized software fostering automation which provided the podium to the customer to be valued. These prove to be the most effective by the management of Asda when its potential customer base encounter problem that cannot be resolved with the ultimate of human effort alone and require a full technology-driven automated set of processes to manage the same (Kumar and Reinartz, 2018). The management of Asda should be involved in the process of automated retail service, messaging, adoption as well as in-app communication so that the service to the customers can be provided at the lowest cost possible.    
[bookmark: _Toc89101126]Customer experience and Brand Experience 
Customer Experience can be defined as the perception of particular specifications and interactions to which the potential customer base of the company addresses the management on the lines of products and services. The dimension of Customer Experience relates to the limited scope of only the customer base of Asda and not any other stakeholders (Talón-Ballestero et al., 2018). The main objective of the customer experience of Asda is to foster the requirement of the general public across a broader community focusing on the business objectives of the company. 
The aspect of Brand Experiences concerns the dimensions of the sensations, feelings, actions as well as the perception of the people related to the business from all sorts of corporate dimensions concerning the stakeholders, management, employee and other associates. The main objective of Business Experience for Asda is to make promises in the industry in terms of objectives which determines the essence and tone of the company for being projected to the customers (Zerbino et al., 2018).  The scope of catering for Brand Experience is much broader than that of Customer Experience as it concerns all the stakeholders on the lines of partners, employees as well as shareholders of the company. The consumer of the company is very associated with the brand experience by orienting the business of the company in the most sustainable way  
[bookmark: _Toc89101127]Effects of CRM policies of the retail supermarket on potential customers 
 The management of  Asda should follow the following policies for strategizing the Customer Relationship Management system of the company to give the most effective service to its customer base and render the most fruitful customer experience 
· Executing of a business audit: The management of Asda should be able to perform a review of the internal and external business processes for analyzing the industrial competition with the help of SWOT analysis. This will facilitate the management of the company to understand the market scenario for providing the most effective service to the customers  
· Outlining business sales process: The management of Asda should be able to outline the sales processes so that the pipelining stages of the business processes could easily be identified as a result of which the requirements of the customers could be well identified (Anshari et al., 2019). This is mainly the responsibility of the sales and marketing department of  Asda. 
· Defining of CRM goals: The management of Asda should be able to define the goals of the Customer Relationship Management strategy in order to stay focused on the potential serving of the customer base. This helps the administration of Asda to manage the bottom line of the  business effectively 
· Leveraging data to enhance productivity: The management of Asda should be able to consolidate the customer that is being rendered from several kinds of the domain of the business like that of customer service, sales as well as marketing (Anshari et al., 2019).  These data are then stored in a single and atomic dashboard for easy access in the future. 
· Delivering personalized customer experience: The management of Asda should be able to make sure that all the business processes, ranging from marketing to sales as well as IT, are collaboratively working with constant coordination. This will facilitate the customer base of the company to enjoy personified service. 
[bookmark: _Toc89101128]Sustainability of Customer Relationship Management and its effect on customer experience 
Sustainable Customer Relationship Management can be signified as the consideration of all the aspects on the lines of economic, social as well as environmental targets in the process of creating and maintaining structured customer relations. With the application of sustainability-driven Customer Relationship Management, the management of Asda should be able to attract and retain sustainable and conscious customers for enhancing the productivity of the company. This will also facilitate the management of Asda in the scope of increasing the awareness of the employee base under the dimensions of corporate sustainability issues (Baashar et al., 2020). The management of Asda should have the resources for re-modelling the existing Sustainability of Customer Relationship Management model of the company to make the same sustainable in the market. This should be done by focusing on customer treatment as well as integration of the newly oriented processes. This will facilitate the management of Asda to identify the angle of the interrelation of the customer behaviour and business sustainability. 
The components of Sustainable Customer Relationship Management are as follows 
· Marketing Automation: The marketing team of Asda should be able to identify the leads of the sales force as part of the Customer Relationship Management. 
· SalesForce Automation: The sales team of Asda should be able to perform a thorough analysis of the marketing campaign outcomes to understand the choices and preferences of the potential customers (Badwan et al., 2017). 
· Customer Service Solutions: The management of Asda should be able to induce the implication of CRN software in the business infrastructure to handle the issues of customer service solutions as well as case management of the company.   
The management of Asda should orient its respective business activities related to Sustainable Customer Relationship Management on the basis of the IDIC model 
IDIC Model: The IDIC or (Identity, Differentiate, Interact and Customize) model was proposed by Peppers and Rogers group where the main target is to apply the value of CRM in several kinds of business situations.
· Identify: The management of Asda should be able to identify the potential customers of the business with the help of a structured collection of the customer details on the lines of name, address, buying habits as well as purchase history. These details of the customers should be collected at each and every time the customer makes any type of buying contact with the management of the company. 
· Differentiate: In this phase, the management of Asda should be able to segment its valued customers on the basis of the current and forecasted lifetime value. It should be kept in mind that all the customers will project the same value to the business of the company (Guha et al., 2018).     
· Interact: In this stage, the management of Asda should implicate the CRM plans to facilitate the scope of interaction with the customers. Customized interactions plans should be developed after successful analysis and categorization of the customers in the business.
· Customize:  The management of Asda should strategize for customized one-to-one service after successful analysis and documentation of the customer interactions. This should be done to ensure that the customer needs and expectations of the customers are met and achieved with the application of the CRM system.  
[bookmark: _Toc89101129]Sustainability policies of Retail Supermarket and their effect on potential customers 
The policies of Sustainable CRM that should be well maintained in the company infrastructure of Asda are listed below: 
Performing business review: The administration of Asda should have the option to perform a survey of the interior and outer business processes for investigating the modern contest with the assistance of SWOT examination. This will work with the administration of the organization to comprehend the market situation for offering the best assistance to the clients 
· Highlighting business deals process: The administration of Asda should be capable to blueprint the business processes so the pipelining phases of the business cycles could undoubtedly be distinguished as a consequence of which the necessities of the clients could be all around recognized. This is mostly the obligation of the deals and advertising division of Asda. 
· Achieving CRM objectives: The administration of Asda should have the option to characterize the objectives of the Customer Relationship Management technique to remain on track in the expected serving of the client base (Mahafzah et al., 2020). This aid the organization of Asda to deal with the main concern of the business successfully 
· Rendering data to upgrade usefulness: The administration of Asda should have the option to combine the client that are being delivered from a few sorts of space of the system that of client support, deals just like advertising. This information are then put away in a solitary and nuclear dashboard for simple access later on. 
· Deploying customized client experience: The administration of Asda should have the option to ensure that all the business processes, going from showcasing to deals just as IT, are cooperatively working with steady coordination (Guerola-Navarro et al., 2020). This will work with the client base of the organization to appreciate exemplified administration.
[bookmark: _Toc89101130]Critical discussion on two quality/models for enhancing the Customer Relationship Management of the company 
[bookmark: _Toc89101131]Value Chain Model
The Value Chain Model should be considered by the management of Asda as it will facilitate the business by providing informative insights for the successful development of the Customer Relationship Management strategies and implementation of the same. As opined by Guan et al., (2021) The main objective of this model is to integrate the company's internal and external business operations so that the business value can be rendered for the potential customer base of the company by maintaining profitability at the same time. The Value Chain Model is considered to be very much suitable for the business-to-business (B2B) as well as the business-to-customer and hence can be suitably appended in the business infrastructure of Asda. As stated by Hoyer et al., (2020) the primary stage should be developed by the management of Asda for the successful assessment of the customer's profile on the lines of the customer's long term association chances. The management of Asda should strategically assess the level at which the potential customer base of the company will be able to connect to the prospect of the organization. 
With the utilization of supportability driven Customer Relationship Management, the administration of Asda ought to have the option to draw in and hold practical and cognizant clients for upgrading the efficiency of the organization. According to Eling and Lehmann, (2018) this will likewise work with the administration of Asda in the extent of expanding the consciousness of the representative base under the components of corporate maintainability issues. This should be done by the management of Asda in order to establish a successful network with the potential customer of the organization with the successful creation of the value proposition of the system. 
As underpinned by Kuppelwieser et al., (2021) with the help of this model, the management of Asda should also be able to manage the customer management cycle effectively to project increased productivity and profitability for the business. The management of the company will also be able to emphasize the creation of long associations based on the culture for steady recognition of the potential customer base of the company.  As abridged by Reinartz et al., (2019) the data requirements, as well as the documentation ability of the customer value, should also be well identified by the management of Asda. In other words, the application of the company's will well facilitate the management of the company for keeping track of the customer requirements as well as the maintenance of the positive relations with the employee base as well.    
[bookmark: _Toc89101132]Voice of the Customer Model
The Voice of the Customer Model can be used by the management of Asda to manage the feedback of the customers related to their respective experiences along with the expectations they project for the product line of the company.  As stated by Gill et al., (2019) The principal focus of this model is given to the necessities and requirements of the customer base along with their respective understandings and expectations regarding the process of product developments. The Voice of the Customer Model-based programs will be able to provide traction to the business of Asda due to which the company has the option to project itself as the fast-growing segmented business in the core of the industry based on the effective strategy. As underpinned by Batra, (2017) the Model is considered to be very much stable for the brand of Asda as the customers are in the need of more direct engagements within the scope of the firm. This facilitates the process of acquisition and processing of the customer feedback for understanding the prospect of complex decision making in the course of Customer Relation Management. 
With the help of this mode, the management of Asda will be able to make the customer base of the company perceive quality service and also above average quality service for the, making the same the leading drivers of business development. As opined by Aguwa et al., (2017) the practice forged by the customers of the company to share the feedback of the company in real-time voice will make the management of the company listen and act according to the requirement of the customer and learn values for the same. The administration of Asda ought to have the assets for renovating the current Sustainability of Customer Relationship Management model of the organization to make the equivalent practical on the lookout. 
This ought to be finished by zeroing in on client treatment just as a mix of the recently situated cycles. According to Pol et al., (2020) this will work with the administration of Asda to recognize the point of the interrelation of the client conduct and business supportability. The management of Asda should be able to maintain fine monitoring and analyze the progress of customer, market as well as employee base to enhance the level of customer loyalty. The actions and performance level of Asda should get enhanced in the scope of Customer Relationship Management on the basis of this theory grounded on the following factors. 
· Effective Leadership and Management
· Clarity of business mission and vision 
· Busies engagement and collaboration 
· Market Alignment and action
· Customer Commitment and Patience  
Some of the effective Customer Relationship Management components that should get maintained by the management of Asda on the basis of the above two models are as follows. 
· Publicizing Automation: The advertising group of Asda ought to have the option to distinguish the lead s of the business power as a component of the Customer Relationship Management. 
· SalesForce Mechanization: The outreach group of Asda ought to have the option to perform a careful investigation of the showcasing effort results to comprehend the decisions and inclinations of the expected clients (McColl-Kennedy et al., 2019). 
· Customer Deployment Solutions: The administration of Asda ought to have the option to actuate the ramifications of CRN programming in the business foundation to deal with the issues of client support arrangements just as case the executives of the organization.
[bookmark: _Toc89101133]Conclusions 
From the above report, it can be inferred that Customer Relationship management is very much effective for the successful business development of the company, irrespective of the domain of the industry. Customer Relationship Management can be implied as to the blend of the strategic approaches, advancements just as methodologies which the administration of the organization, regardless of the area of the business, ought to direct most successfully. This ought to be done to examine and oversee client cooperation and related information and data or the total client lifecycle. The primary target of Customer Relationship Management is to upgrade the degree of client experience on the lines of client support connections to give expected help with client maintenance which will help the business development of the organization. The client's information of the organization can handily consent north of a few sorts of channels utilizing an organized CRM framework to work with during the time spent relationship working between the organization just as the expected clients. The socioeconomics of the client on the lines of individual data, purchasing inclinations, buy history too as item concerns can undoubtedly be handled with the assistance of an organized CRM framework.
[bookmark: _Toc89101134]Recommendations 
Some of the recommendations that can be considered by the management of Asda to improve its dimension of Customer Relationship Management
· The management of the company should well monitor the internal and external business environment to study the demographics of the customer base so that the market scenario can be well understood based on which the policies of CR should be planned. 
· The management should be able to prioritize the sales process so that the customer preferences could easily be pipelined for the identification of the customer requirements. This should be intensively performed by the department of Sales and Marketing
· The objective of the Customer Relationship Management should be well stated by the management of Asda so that the customer base of the company could be potentially served. In this way, the bottom line of the business could be well managed.    
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