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Executive Summary:

Asda is a British multinational grocery and general merchandise retailer. It was founded in 1949 and is headquartered in Leeds, England. As a retailer, customer relationship management (CRM) is an important aspect of Asda's business.
CRM refers to the practices, strategies, and technologies that companies use to manage and analyse customer interactions and data throughout the customer lifecycle. By using CRM, Asda can better understand its customers' needs and preferences, and tailor satisfaction, loyalty, and retention, as well as increase sales and profitability.
There are various ways in which Asda uses CRM to support its business. For example, the company may use CRM to track customer purchases and preferences and use this information to personalize promotions and recommendations. Asda may also use CRM to manage customer inquiries and complaints, and to track and analyse customer feedback to identify areas for improvement.
Overall, the effective use of CRM can help Asda to build strong relationships with its customers, leading to increased customer loyalty and long-term business success.
The SWOT and PESTLE analyses provide a comprehensive picture of the internal and external environments, which can aid in resource planning. The low-price approach, combined with the establishment of a huge number of internet outlets, can help ASDA achieve its goal of becoming Britain's largest retail empire. The participatory approach of gathering client input will assist George Clothing label brand in achieving the goal.

Introduction:

ASDA is a British multinational supermarket retailer that was founded in 1949. It is headquartered in Leeds, England and is a subsidiary of American retailer Walmart. ASDA operates stores in the United Kingdom and has a market share of around 16%.

ASDA offers a wide range of products including groceries, clothing, and household goods. It also has a large selection of own-brand products, which are often lower in price compared to national brands. In addition to its physical stores, ASDA also has an online shopping platform where customers can order their groceries for delivery or pickup.

ASDA is known for its low prices and has a slogan of "Save money. Live better." It has a price guarantee program where it promises to match or beat the prices of its competitors. ASDA also has a loyalty program called ASDA Price Guarantee where customers can save money on their purchases by scanning their receipts and receiving a refund if the prices of the items, they purchased are found to be cheaper at other participating retailers.

In recent years, ASDA has faced increased competition from other supermarket chains and has struggled to maintain its market share. It has also faced criticism for its treatment of workers and has faced protests from employees and labour unions. Despite these challenges, ASDA remains a popular choice for many shoppers in the United Kingdom due to its low prices and convenient locations.

Company Context:

Asda is a British multinational grocery and general merchandise retailer headquartered in Leeds, West Yorkshire. It was founded in 1949 by the Asquith family and has since become one of the largest supermarket chains in the United Kingdom, with over 600 stores and approximately 180,000 employees. Asda has a strong presence in the UK market and is known for its competitive pricing, wide range of products, and convenient store locations. (Asda. (2017))

One of the main internal factors that has contributed to Asda's success is its strong focus on cost management. The company has a reputation for offering low prices to its customers and has implemented various strategies to reduce costs, such as sourcing products directly from suppliers and using its own distribution centers. This has allowed Asda to offer competitive prices and remain profitable despite intense competition in the retail sector.

Another internal factor that has contributed to Asda's success is its commitment to innovation and customer service. The company has invested heavily in technology and has implemented various initiatives to improve the customer experience, such as its click and collect service and mobile app. Asda has also introduced self-checkout kiosks in its stores, which has helped to reduce queues and improve the overall shopping experience for its customers.

However, Asda has also faced various challenges in recent years, which have impacted its performance and customer satisfaction. One of the main external factors that has affected Asda is the increasing competition in the retail sector, as other supermarket chains and online retailers have entered the market. This has led to intense price competition, which has put pressure on Asda's margins.

Another external factor that has impacted Asda is the changing consumer behavior and preferences. With the rise of online shopping and the increasing popularity of convenience stores, customers are more likely to shop around for the best deals and are less loyal to traditional retailers. This has led to a decline in footfall at Asda stores and has put pressure on the company to adapt to the changing market.

One of the main CRM issues that Asda has faced in recent years is the decline in customer satisfaction. Despite its efforts to improve the customer experience, Asda has struggled to meet the expectations of its customers and has faced criticism for its lack of customer service. This has led to a decline in customer loyalty and has contributed to the company's declining sales.

To address these CRM issues, Asda has implemented various initiatives to improve the customer experience, such as increasing the number of customer service assistants in its stores and introducing new training programs for its employees. It has also invested in technology, such as its mobile app, to make it easier for customers to shop and interact with the company.

SWOT Analysis:

A SWOT analysis is a tool used to identify the strengths, weaknesses, opportunities, and threats of a business or organization. By analyzing these factors, a company can better understand its current position and make informed decisions about future growth and development. Strengths are internal attributes that give the business an advantage over its competitors, such as a strong brand or superior technology. Weaknesses are internal factors that hinder the business's ability to compete, such as a lack of financial resources or poor management. Opportunities are external factors that present new growth opportunities for the business, such as a new market or technological advancement. Threats are external factors that may harm the business, such as a new competitor entering the market or a change in government regulations. By analyzing these factors, a company can create a comprehensive strategy to maximize its strengths, minimize its weaknesses, and seize opportunities while avoiding threats. 

As you can see from the table below these are some of SWOT analysis, I have demonstrated which Asda have the standards that prostates, its strength, weaknesses, opportunities, and threats. 

Strength	Strong brand recognition and reputation	Wide range of products and services offered	Large network of stores and online presence	Strong partnerships with suppliers and other businesses	Weakness	Dependence on a few key suppliers	Limited international presence	Potential for labor disputes	Limited investment in technology and innovation
Opportunities	Expansion into new markets, both domestic and international	Investment in technology and innovation to improve efficiency and customer experience	Partnerships and collaborations with other businesses to offer new products and services	Opportunities to increase market share through targeted marketing campaigns	Threat	Competition from other retailers, both brick-and-mortar and online	Changes in consumer preferences and shopping habits	Potential for supply chain disruptions or other external factors that could affect operations	Economic downturns or other macroeconomic factors that could impact sales and profitability


PESTLE Analysis:

A PESTLE analysis is a tool used to assess the external factors that may affect a business. It considers six key areas: political, economic, social, technological, legal, and environmental.

Political factors include government policies, political stability, and regulatory frameworks. Economic factors include economic growth, exchange rates, and inflation. Social factors include demographics, cultural values, and consumer behavior. Technological factors include innovation, automation, and digital transformation. Legal factors include legislation, regulations, and legal frameworks. Environmental factors include climate change, sustainability, and environmental protection.

By considering each of these factors, businesses can identify potential opportunities and threats, and adapt their strategies accordingly. For example, a company operating in a country with strong economic growth may consider expanding their operations, while a company operating in a country with political instability may need to adapt their supply chain to ensure continuity of operations. Understanding the impact of these external factors is essential for businesses to remain competitive and responsive in an ever-changing landscape.

PESTLE analysis is a crucial foundation for a strategic planning. Strategic planners utilize it to analyses the macro-environmental elements that have an impact on a firm. As you see the table below which explains how Asda uses PESTLE analysis. 

Factors	Description	Company example (i.e how your organisation is affected by this factor)
POLITICAL	Government policies and regulations that can impact an organization. These can include tax policies, trade policies and labor laws.	Changes in agricultural policies may affect the availability and cost of certain food items for the supermarket.
ECONOMIC	The state of economy and how it can impact an organization. This can include factors such as GDP, inflation, and unemployment rates.	If the economy is in a recession, consumers may be more price-sensitive and may opt for cheaper options at the supermarket.
SOCIAL	Cultural and demographic factors that can impact an organisation. These can include population growth, age distribution, and cultural values.	the supermarket may see an increase in demand for plant-based and specialty diet options if there is a trend towards healthier eating or a rise in dietary restriction.
TECHNOLOGICAL	technological advancements and their impact on an organisation. This can include the adoption of new technologies, the impact of automation, and the increasing use of internet.	The supermarket may adopt self-checkout kiosks or implement an online ordering and delivery system to improve efficiency and convenience for customers.
LEGAL	laws and regulations that can impact an organisation. These can include consumer protection laws, employment laws, and health and safety regulations.	The supermarket may be required to follow a strict food safety regulation to ensure the quality and safety of the products it sells.
ENVIRONMENT	the impact of the natural environment on an organisation. This can factor such as climate change, natural disasters, and air ad water pollution.	The supermarket may face pressure to reduce its environmental impact, such as through the use of sustainable packaging or the promotion of locally sourced products.


CRM & QCI & IDIC- Model Review:

QCI (Quality Cost Index) is a model that aims to measure the efficiency of an organization's quality management system. It is calculated by dividing the total quality costs (prevention, appraisal, and failure costs) by the total number of units produced. This model is relevant because it helps organizations identify areas where they can improve their quality management processes and reduce costs.

One strength of the QCI model is that it is simple to understand and easy to calculate. It also provides a clear focus on the costs associated with quality management, which can help organizations prioritize their efforts and allocate resources effectively.

A weakness of the QCI model is that it does not take into account the value of the product or service being produced. This means that an organization with a high QCI may still be delivering high-quality products or services, even though their QCI is relatively high.

There is evidence of the successful application of the QCI model in a number of industries. For example, it has been used by manufacturers to identify and reduce defects in their products, and by service organizations to improve the quality of their customer service.

The CRM (Customer Relationship Management) Value Chain Analysis is a model that aims to identify the various activities and processes that contribute to building and maintaining customer relationships. It is relevant because it helps organizations understand the various stages of the customer journey and identify opportunities for improvement.

One strength of the CRM Value Chain Analysis model is that it provides a comprehensive view of the customer journey and helps organizations identify the key drivers of customer satisfaction and loyalty. It also helps organizations understand the role that different departments and functions play in the customer relationship.

A weakness of the CRM Value Chain Analysis model is that it can be time-consuming to complete, as it requires a thorough analysis of all the activities and processes involved in customer relationship management. It may also be difficult to accurately identify the key drivers of customer satisfaction and loyalty, as these can vary from one customer to another.

There is evidence of the successful application of the CRM Value Chain Analysis model in a number of industries. For example, it has been used by retailers to identify opportunities to improve the customer shopping experience, and by financial institutions to improve their customer service processes.

IDIC (Individual Differences, Interests, and Culture) is a model that aims to understand the role that individual differences, interests, and culture play in the workplace. It is relevant because it helps organizations understand how these factors can affect employee performance and satisfaction, and how they can be managed effectively.

One strength of the IDIC model is that it provides a holistic view of the factors that can impact employee behavior and performance. It also helps organizations recognize the importance of diversity and inclusion in the workplace.

A weakness of the IDIC model is that it may be difficult to accurately assess individual differences, interests, and culture, as these can vary widely among employees and may change over time. It may also be challenging for organizations to effectively manage these factors, as they can be difficult to quantify and measure.

There is evidence of the successful application of the IDIC model in a number of organizations. For example, it has been used to improve employee engagement and retention, and to develop more effective leadership and communication strategies.

In summary, QCI, CRM Value Chain Analysis, and IDIC are all relevant models that can help organizations improve their quality management, customer relationships, and employee performance and satisfaction. Each model has its own strengths and weaknesses, and it is important for organizations to carefully consider their specific needs and goals before deciding which model to use. There is evidence of the successful application of all three models in various industries and organizations, which suggests that they can be effective tools for improving business performance and outcomes.

Model selection and application

Asda, like any other company, faces the challenge of maintaining customer relationships 24/7/365. One way to address this challenge is to use the QCI (Quality Cost Index) and CRM Value Chain Analysis models to identify opportunities for improvement and guide the implementation of effective customer relationship management strategies.

The QCI model is relevant for Asda because it helps organizations identify areas where they can improve their quality management processes and reduce costs. This is important for Asda because maintaining high levels of quality in its products and services can help to build customer loyalty and improve the overall customer experience.

To apply the QCI model, Asda can follow the following steps:

Identify the total quality costs (prevention, appraisal, and failure costs) associated with its customer relationship management processes.

Calculate the QCI by dividing the total quality costs by the total number of units produced (e.g. the number of customer interactions).

Analyze the QCI to identify areas where quality management processes could be improved and costs could be reduced.

Implement changes to the quality management processes based on the findings of the analysis.

Monitor the QCI over time to track the effectiveness of the changes and identify further opportunities for improvement.

One potential benefit of using the QCI model is that it can help Asda identify and address specific issues that may be impacting the quality of its customer relationships. For example, if the QCI is high, it may indicate that Asda is incurring high costs due to customer complaints or returns, which could be a sign that there are issues with the quality of its products or services. By identifying and addressing these issues, Asda can improve the quality of its customer relationships and reduce costs.

One potential challenge of using the QCI model is that it does not take into account the value of the product or service being produced. This means that Asda may need to consider other factors, such as customer feedback and satisfaction levels, in addition to the QCI when evaluating the effectiveness of its customer relationship management strategies.

The CRM Value Chain Analysis model is also relevant for Asda because it helps organizations understand the various stages of the customer journey and identify opportunities for improvement. This is important for Asda because maintaining strong customer relationships requires a deep understanding of customer needs and preferences, and the ability to continuously adapt to meet those needs.

To apply the CRM Value Chain Analysis model, Asda can follow the following steps:

Identify the various activities and processes involved in customer relationship management, including marketing, sales, service, and support.

Analyze each activity and process to identify the key drivers of customer satisfaction and loyalty.

Identify opportunities for improvement based on the findings of the analysis.

Implement changes to the customer relationship management processes based on the findings of the analysis.

Monitor the effectiveness of the changes over time to track their impact on customer satisfaction and loyalty.

One potential benefit of using the CRM Value Chain Analysis model is that it can help Asda understand the customer journey and identify specific opportunities for improvement. For example, if the analysis reveals that customer satisfaction is low during the sales process, Asda may need to focus on improving its sales techniques or providing additional training to its sales staff.

One potential challenge of using the CRM Value Chain Analysis model is that it can be time-consuming to complete, as it requires a thorough analysis of all the activities and processes involved in customer relationship management. Asda may also need to invest in additional resources, such as customer relationship management software, to support the implementation of the model.

In addition to the QCI and CRM Value Chain Analysis models, Asda may also want to consider using other approaches to address its customer relationship management challenge, such as AI (Artificial Intelligence) and the SERVQUAL (Service Quality Gap) model.

AI can be used to improve customer relationship management in a number of ways, such as by automating routine tasks, providing personalized recommendations, and analyzing customer data to identify trends and patterns. This can help Asda to provide a more efficient and personalized customer experience, and reduce the workload of its customer service staff.

The SERVQUAL model is a tool that can be used to assess the gap between customer expectations and perceptions of service quality. By identifying this gap, Asda can identify specific areas where it is falling short of customer expectations and take steps to improve its service quality.

Other approaches that Asda may want to consider include TQM (Total Quality Management) and the 7P's of the communication mix. TQM is a comprehensive approach to quality management that involves the involvement of all employees in continuous improvement efforts. The 7P's of the communication mix are a set of principles that can be used to guide marketing efforts, including product, price, promotion, place, people, process, and physical evidence.

Overall, the success of Asda's customer relationship management efforts will depend on its ability to effectively apply the relevant models and approaches, and to continuously adapt to changing customer needs and preferences. By using a combination of the QCI, CRM Value Chain Analysis, AI, SERVQUAL, TQM, and the 7P's of the communication mix, Asda can effectively address its customer relationship management challenge and maintain strong customer relationships 24/7/365.

Recommendation:

To be successful in company, ASDA is a leading supermarket chain in the UK, with a strong focus on cost management and innovation. However, the company has faced various challenges in recent years, including increasing competition and changing consumer behavior, which have impacted its performance and customer satisfaction. To address these challenges and maintain its position as a market leader, ASDA should consider implementing the following strategies:

Improving customer satisfaction and loyalty: In recent years, ASDA has faced criticism for its lack of customer service and declining customer satisfaction levels. To address these issues, the company should invest in employee training, with a focus on customer service skills and techniques. This can help improve the overall customer experience in stores and online and increase customer loyalty. ASDA should also seek to use customer feedback to drive improvements in its products and services, by listening to customer needs and preferences.

Expanding into new markets: Currently, ASDA has a strong presence in the UK market, but it has limited international presence. Expanding into new markets, both domestically and internationally, can help the company increase its customer base and diversify its revenue streams. This could involve opening new stores or expanding its online presence.

Investing in technology and innovation: Technology and innovation can help ASDA improve efficiency, reduce costs, and enhance the customer experience. This could include investing in automation, digital transformation, and other technologies that can streamline operations and improve the shopping experience for customers.

Partnering with other businesses or organizations: Partnering with other businesses or organizations can provide ASDA with access to new products and services, or new markets. This could involve collaborating on joint ventures or forming strategic alliances with other companies.

By implementing these strategies and utilizing tools like the QCI, CRM Value Chain Analysis, and IDIC models, ASDA can continue to adapt and evolve in response to the changing needs of its customers and the market. By focusing on customer satisfaction and loyalty, expanding into new markets, investing in technology and innovation, and partnering with other businesses or organizations, ASDA can position itself for long-term growth and success.

Conclusion:

In conclusion, ASDA is a well-established supermarket chain in the UK with a strong focus on cost management and innovation. The company has faced a number of challenges in recent years, including increasing competition and changing consumer behavior, which have impacted its performance and customer satisfaction. However, by implementing strategic initiatives such as improving customer satisfaction and loyalty, expanding into new markets, investing in technology and innovation, and partnering with other businesses or organizations, ASDA can address these challenges and continue to grow and succeed in the future.

One key strategy for ASDA should be improving customer satisfaction and loyalty. This can be achieved through investments in employee training and customer service, as well as using customer feedback to drive improvements in products and services. ASDA should also consider expanding into new markets, both domestically and internationally, to diversify its customer base and revenue streams. This could involve opening new stores or expanding its online presence.

Another important strategy for ASDA is investing in technology and innovation. By embracing new technologies and investing in research and development, the company can improve efficiency, reduce costs, and enhance the customer experience. This could include automation, digital transformation, and other technologies that streamline operations and improve the shopping experience for customers.

Finally, partnering with other businesses or organizations can provide ASDA with access to new products and services, or new markets. The company should identify potential partners that can bring complementary skills and resources to the table and assess the potential benefits and risks of each partnership.

Utilizing tools like the QCI, CRM Value Chain Analysis, and IDIC models can also help ASDA effectively manage and improve its quality management, customer relationships, and employee performance and satisfaction. By considering these factors and implementing the above strategies, ASDA can adapt and evolve in response to the changing needs of its customers and the market, positioning itself for long-term success.
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