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Executive Summary
The purpose of this report is to understand the impact and importance of quality processes within an organisation; and in return the benefit this produces helping to create longevity within the business sector and creating better customer engagement 24/7/364. Total Quality Management (TQM) is a business model used to enhance organisational performance by focusing on customer satisfaction. This is done by improving the product or service being provided and the workplace culture (ASQ) TQM proves to hold many advantages to the organisations which adopts its method, such advantages include qualitative products; superior to those of its competitors.
COVID-19 impact on the economy was and continues to be huge, GDP declined by 9.7% in 2020, meaning the negative impact of the pandemic caused the steepest drop since regular recordings begin in 1948 (Ahmed, 2021). The decline in Customer service was due to the change of behavior and shift in communication which altered the requirements of customers, enforcing how marketing mix needed to adapt in order to meet the needs of their customers, reshaping how service is delivered. 
Asda the chosen company for this assignment was no exception to the shift in shopping habits for their customers. Although Asda never faced a ban on customers shopping like how many retail shops did but the shift in needs meant that many individuals required extra safety measures to feel comfortable to shop, and those who were the most vulnerable didn’t want to shop at all. With month long waits for shopping deliveries, Asda wasn’t able to keep up with the demand required from them – click and collect sales saw a surge in demand with online sales doubling in the second quarter after delivery capacity was increased by 65% (Saker-Clark, 2020). 
Partnering with UberEATS for fresh grocery deliveries on demand. For internal shoppers Asda had a mask mandating policy in the store for shoppers, one way systems and limited people entry creating more ease for their customers. Ultimately this was a strategic move enhancing customer retention and gaining competitive advantage.
 
A survey completed by Oliver Wyman found that 58% of customers are grocery shopping less often, 13% have switched to online shopping, and 17% are buying more shopping than usual. 



Company Context 
Asda, the selected organisation for this report; Although there presence is limited within London, this Yorkshire based company which focuses on low price and hypermarket-format ranks third-largest supermarket chain (Lapper,2022)
Being such a big supply chain having 631 stores in the UK, 339 being ‘Asda superstores’ as of 2017 (Bedford,2022) A company as such will face many internal and external factors which contribute to the success of how quality system are managed and how it delivers on customer requirements and organisational goals. Asda had already developed and expanded their own CRM program formally known as Customer Relationship Management.
Although Asda is largely known for its Grocery Supermarket stores, overtime Asda has expanded it services aiming to provide and accommodate for the essential and personal needs of their customers creating a strong relationship prompting their customers to return. Some of the services Asda now provides; George Clothing, Asda Fuel, Asda airtime. 
Below is a Pestel Analysis put together to understand both the internal and external factors which contribute to the efficiency of the organisation; how each of these factors ever changing nature require companies to be flexible to adjust to the environment.

Pestle Analysis 


	Pestle 
	Analysis

	Political
	· Price fluctuations
· National and international  regulations
· Taxes
· Employment
· Instabilities such as war


	Economic
	· Salary/wages cost
· Competitors
· Supply & demand
· Energy price


	Sociological
	· Up to date with newest trends and lifestyle choices 
· Ever changing customer audience


	Technological
	· Online shopping
· Banking
· Broadband


	Environmental l
	· Green economy 
· Packaging wastage 
· Pollution
· Carbon footprint
· Weather conditions


	Legal
	· Law abiding





The Pestel Analysis distinguished that there are multiple internal and external factors which dramatically affect how the company can operate so keeping up to date with local and international news is importance in ongoing business dealings, Asda main factors are Political and environmental as regulations ultimately determine food quality standards and technological standards, instabilities within the economy such as war and pandemics greatly affect the performance as seen in the economic drop calculated in 2020. Environmental is very important in keeping their services running smoothly like delivery services, employees missing work due to strikes, delivery lateness due to weather conditions.
Asda currently has a newly established Customer Relationship Management team which strategically work to better understand the needs and requirements of their service users. A method Asda currently uses is a Feedback system which request customers to tell them if they’ve found better competition or better product/cost, and also a active social networking presence constantly keeping up to date with new trends and customer ‘banter’ as often supermarkets will take passive aggressive approaches by discrediting their competitors for the entertainment of the public; however this ultimately creates more publicity for the company.
 Although Asda have recently renowned their CRM models, they still have frequent complaints regarding their delivery service, some complaints range from late deliveries, or poor communication regarding cancelled deliveries; all situations that Asda have the technology to overcome. Out of 26 reviews Asda received a total rating of 2.6/5 meaning most customers was mostly dissatisfied with their product or service they received (sitejabber, N.D.) 

SWOT Analysis 
	SWOT Analysis

	Strengths 
	Weaknesses

	Wide stock range, customer retainment, strong brand name, variety of services, high quality products, extensive distribution network
	Limited global presence, Controversial claims, false advertising

	Opportunities 
	Threats

	Improving employee satisfaction, Global expansion, strategic acquisitions 

	Stiff competition, lawsuits, price fluctuations 




Asda have more strengths on their side than weaknesses, their level of customer engagement whilst offering a variety of services and products to their customers enable them to have strong customer retainment methods. Some of these services includes George Asda, Asda petrol, fresh and cooked meat counters. All of these services are provided by Asda making their target audience broader enabling them to custom to each customer’s needs.
 Asda also have an extensive distribution network enabling them to deliver food to the superstores in a timely manner; the benefit this provides for the organisation is huge, having 25 distribution Centre’s across the UK. Customer engagement is strong with ongoing social networking presence, also a feedback system is in place so Asda can deliver to their customer needs. (Thomas, 2020). A strength that Asda has also is it wide range of products it offers whether its free from ranges, popular branded products, halal products, and not to forget Asda’s own branded products. Not only does it offer a multiplicity of products, their also high quality products making Asda a high ranking grocery store. All of these things have contributed to the success of Asda enabling them to stay operating in business since 1949, over these years Asda has developed a strong brand name.
 Although Asda have multiple strengths they also have weaknesses which set them back in furthering their success, one reason being the limited global presence, even within the UK there is only 631 stores, most mainly being outside of London. Asda has retained from expansion which could be due to aggressive competition. Further weaknesses would include previous false advertisement; claiming to charger cheaper than any supermarket in 2011 resulting in lawsuits for the company, other controversies which led to Asda being criticized by its customers and critics were the horse meat scandal which found traces of the animal in meat presented as Beef, another weakness was the fact that Asda started to roll out zero hour contracts which didn’t settle well with the employee’s with many of them complaining. This caused great concern for the public at how trust worthy the company really was.
 Moving along, opportunities which could enable more growth for Asda could be expansion – they restrain from expansion having the ability to be a number 1 leading supermarket brand. Employee satisfaction improvement would further strengthen Asda brand, creating longevity for employees within the company. In the past Asda have acquired closed down businesses and then convert the building into an Asda superstore, financially saving a lot of money and investments. This enabled Asda to expand with a lesser capital risk, these strategic acquisitions methods resulted in long term revenue and profits for the organisation.
Lastly we will highlight the threats that Asda face, the obvious is other supermarket brands like the number 1 leading brand Tesco; then there’s Sainsburys which is considered Asda’s main competitor as well as others like Lidl, Aldi, Iceland and so on. One major threat are all the lawsuits Asda has been issued amounting in high legal cost and fines such as one recent supreme court ruling against Asda in an equal pay case which could see the potential payout bill amounting 500 million pounds. (Butler, 2021).

Model Review
A CRM model being used for this report is IDIC, I chose this specific model developed by peppers & Rogers (2004) as the process of identifying your customer, differentiating customers values & needs in order then using this information learnt to customise products specific to their needs and value is a method Asda already acting on with intentions of embarking on a technology transformation joining Salesforce, the global leader in Customer Relationship Management; Salesforce technology can provide a 360-degree view of customers enabling personalised and tailored shopping experiences. Keeping customers easily connected, Asda will create a cloud-first environment which will provide all of its customers one connected consistent experience whichever way they chose to interact with the brand ( Salesforce,2022) The particular model benefits the chosen organisation due to its focus on customer relation and long term engagement; Asda’s recent business venture is a real time demonstration of building and managing customer relationships. 

	SWOT Analysis

	Strengths 
	Weaknesses

	· Thorough process of customer relations/management
· Versatility 

	· Cost a lot to implement CRM into an organisation



	Opportunities 
	Threats

	· Distinguish between customers
· Create strong competition 
	· Cultural restrain resistance can prevent meeting goals




The second CRM model being analysed in this report is The Quality Competitiveness Index model, also known as QCI; this model outlines the process of strategic acquiring and retaining customers. There are 8 elements which make up this model, the core element is customer management and the remaining elements are support made up of people and the organisation. (Thakur, Chetty) This model has relevance to the model as it represents the steps taken by Asda to attract and retain their customers, constantly strategically competing for the leading supermarket title, some of these techniques are pushed via low priced products, multiservice provider, a strength of this model is the efficiency it brings with measured result like performing tasks which acquire new customers. This particular model would require Asda to have a customer centric strategy whereas Asda would benefit from a more business and customer strategy.
	SWOT Analysis

	Strengths 
	Weaknesses

	· Provides understanding of how to counteract negative aspects
	· Short term employment


	Opportunities 
	Threats

	· Create stronger household brand name
· Create better customer relations 
	· Workplace culture shift may cause resistance






Model selection and application (AI) 

Quality Customer Index, QCI is the CRM model being applied to the organisations problem in maintaining customer relationship 24/7/364. There are 8 element which make up the core of this model Analysing and planning, information technology, proposition, people and organisation, process management, customer management activities, customer experience and, measurement of effect; all of these 8 elements work in stages to help companies develop stronger customer relations.
This model is the most accommodating to the organisations problem with customer retainment and would help the organisation focus onca bigger task in smaller stages enabling support to be provided in order to complete tasks. The model can then measure the effectiveness. 
Analysing and Planning – This stage is about analysing customer behaviour and distinguishing what the company value is; following from the organisation can then begin to plan their customer management activities for engagement. Due to the dynamic nature of the grocery market and its users Asda would need to consider seasonal change and repetitive behaviour such as busy periods like holiday seasons, festive seasons.
Proposition – After collecting necessary information from their customers, the organisation are then able to evaluate this data and create new propositions in attracting new customers. Depending on the needs of the customers will then determine how the organisation can target their audience. Asda can use this stage to accurately market services to the individuals which require them, or adjust their strategies to accommodate the change in behaviour.
Information Technology – The IT step of the process is how the organisations gain their information about the customers they seek or have, information technology works both way in terms of benefits both serviced users, the customer receives the information they require whilst the organisation can gain the information they need too. Information can then be analysed and used as valuable information. Asda incorporate this in how they engage with their customers this is by social networking sites, people may leave positive or negative reviews; whilst a positive review will only increase the reputation of your brand a negative review does the complete opposite not only does it create speculation surrounding the companies trust worthiness but star ratings online will also determine your ranking on the search engine bar.

People and Organisation – The organisation isn’t able to perform tasks without a team supporting the completion of them and delivering the services required to support the needs of its customers, gaining valuable feedback and answering to and resolving customer concerns and queries. This team needs to be able to establish  role identification creating task segregation; resulting in increased performance and task focus. Asda operate both an external team which range from HR, telephone support, online support and internal team which is people who complete tasks such a stock rotation, delivery drivers, customer service representatives, security who all have assigned roles to adopt. 
Process Management – This is the process management stage which co-ordinates marketing, sales and customer support as essential elements of customer management. Asda use a lot of communication methods in there marketing techniques such as tele advertisement, leaflet promotion, social media advertisement, using the engagement received to critically analyse forthcoming situations.
Customer Management Activities – This element contains three sub-categories of activities; acquisition, penetration, and retention. Asda can use all the valuable data collected from previous steps to attract and maintain long term engagement by creating a beneficiary relationships.
Measure of Effect – For Asda to maintain continuous success this element can be used to overview the processed data to identify the areas for improvement and the areas which set a benchmark for management
Customer Experience – The customer management mix provides additional support to the measure of effect element by providing informed information surrounding customer interaction and how to establish a connection with its customer, this element includes the effect of external environments impact on customer service enabling the opportunity to counteract.
Asda on a whole would hugely benefit from applying these steps to its customer management however accurately executing these steps and performing it well in all of its 631 stores would be the larger struggle. With each store having individual targets and customer behavioural patterns each store would need to be reviewed individually which could result in workplace breakdowns and multiple different problems, not everyone is accepting to and staff members may struggle with the shift in workplace culture which would result in Asda doing a change in the needs they require from there employees. 
Asda also have multiple ways of engaging with their customers and could benefit from the quality data collected throughout the elements enabling them to plan ahead with strategic moves to improve the success of the company; However, with the forever shifting market the elements won’t always correctly indicate arising situations and with the high running cost for a team to act out these steps it may result in Asda losing an income by focusing on different areas to which the problems create in. 
Marketing mix 7p’s is an essential marketing theory which looks at the product, place, price, promotion, people, process, and physical evidence to articulate strategic business transactions within the market. This particular model was originally formed in 1960 by McCarthy known as the 4p’s  product, price, place and promotion however, an additional 3 elements were added by Booms & Bitner in 1982 to accommodate for the challenges faced in marketing services people, process and physical evidence (Oxford College of Marketing)
These 7 factors hugely impact the market and each of the 7 marketing mixes can fluctuate up and down depending on both internal and external circumstance happening at that time. These 7 p’s would be things organisations like Asda would have to closely monitor to prepare and counteract for any hurdles which may occur such as customer behavioural changes or for an external example taxes rising the purchase cost for the retailers resulting in a hike in prices in store. The marketing mix can look in to these surrounding elements which supports the development and growth of an organisation.
The progressive transition over the years from paper to digital documents have happened at a steadily pace; many companies depend daily on artificial intelligence systems to run as a support for many businesses infrastructure. Although this new technology enabled companies to gather important data accessible on a wider scale, the new technology also came with challenges which have been revised as technology continues to develop. Some of those challenges which artificial intelligence removed were the concern for data protection, many organisations stored their information in paper files, these files posed risk of exposure to unauthorised personnel, or damage of some kind – being able to store the information of customers on a database removed that concern but only heighten the security concern as hackers and scam artist transitioned their fraudulent scams on to the internet based system themselves too. Although there is a information management benefit to artificial intelligence, there is also an advertisement benefit which enables organisations to engage with current and future customers on a daily basis creating opportunity for value propositions.
Recommendations 
On the basis of Asda’s dedication to Customer Relationship Management I would recommend the use of Payne’s Five Process Model as a aided support in increasing its CRM performance. Payne’s five process model was developed by Adrian Payne and Pennie Frow in 2005 to identify and access processes relevant to CRM (Project Guru). The use of this CRM model within the organisation will support Asda’s growth strategy, reducing cost and expanding reach both physically and online; whilst also innovating a new brand identity for Asda by expanding on their product ranges (ukessays) 
Payne’s Five Process model suggests to use the information gathered around its customers as a method to analyse consumer behaviour allowing an organisation such as Asda the ability to create appropriate marketing strategies and improve value propositions. The model consists of five independent processes which act as support for one another in order to obtain its goal, firstly there is the strategy development process which divided into two parts – Business Strategy & Customer Strategy. This process is where Asda would establish their vision such as one of their current business strategies which is reduced prices (FinanceNotes) Value creation process is the second step of the model which is all about understanding and identifying the value of a customer to the business and the value of the business to the customer; in such a competitive market Asda need to understand  the needs of the consumer to be able to create a value to them, this enables them a lead on their competitors creating a long standing relationship. Step three is the process of multichannel integration which is hugely relevant in the technology filled world we are in. Asda already hold a huge social media presence, they hold accounts on platforms such as Facebook, Twitter and Instagram using this as a method to engage with their customers. Moving forward, the following process is Performance Assessment; which is the measured benefit the Value propositions have – this could be by annual profits, customer engagement, store sales. This stage holds massive contribution as by this stage it would be identified if the value proposition is suitable for the consumer need. Lastly is Information Management which is the collecting, processing and storing of data which may or may not hold value to the company. Not all information gathered will be beneficial in the progression of the organisation. This valuable process could better allow Asda to manage and process its qualitative data. This five step process model is shorter than other models but just as detailed and examined as the rest making it more cost effective for the Asda to run allowing the company’s financial funds to be freed up for other business areas.

Conclusion

To conclude, it is evident that Asda have established strong customer relationship management; since trading has begun, Asda have slowly progressed and now has an annual sale turnover of 20.4 billion pounds, excluding fuel sales. Operating profits came in at 693.1 million pounds (Smith) Although Asda still amasses such profits they do not hold the spot of No.1 supermarket brand which demonstrates that their business strategy have gaps for improvement and along with negative statements left against the company such as one left by a fellow customer of Asda’s called G who’s reviewed. “absolutely terrible. Paid £8.50 for speedy delivery, was supposed to be delivered by 1.30pm, its now 5pm and its not been despatched. Called them, no news, asked them twice to cancel the order and still have not received a confirmation of cancellation email. Dreadful” shows the breakdown in CRM and promises of services. With that being said strategic analytical tools used in this report have highlighted a number of strengths and weaknesses Asda possesses; communication with customers being a weakness and high quality, low cost products being a strength. With many competitors in the supermarket trade  weaknesses as such can threaten the growth of the business creating uncertainty amongst its customers, many whom shop online do it for the convenience so if the experience becomes inconvenient then the consumer would only move on to a different brand. QCI model was applied to Asda problem engaging with customer 24/7/364; Allow this particular model is effective and would have benefits to the organisation, it doesn’t represent the entire needs of the company. Payne’s Five Process is the model recommended for Asda to create a business and customer strategy to create value propositions which can target the customers through multiple integrated channels maximising sales and engagement. Asda could adopt this customer relationship management model into their business strategy to further understand the customers ever evolving needs to innovate and provide new and trending services to accommodate for its wide variety of customers.
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