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1. Introduction
This report will focus on the findings from investigating the customer service experience in an Asda store based on two themes. It will also include the quality practice systems to better the CRM.
I will discuss the following themes.
· Tech Touch versus Human Touch
·  Customer Experience and Brand Experience 
I will Discuss Asda’s CRM policies and explain how it impacts customers.
I will also be investigating the Sustainability in CRM of Asda and the impacts on customer experience. Finally, I'll compare and contrast two quality models/theories for better customer relationship management (CRM) This report will cover the findings found and it will give a critical review on the impact on CRM and how technology has become a massive part of today society, ranging from the phones people use, ordering and paying for items online and these days working from home.

2. Asda background
· Asda launched its Grocery Home Shopping in 1997 with a purely food focus. This changed in 2008 when non-food was introduced to the network and eight years on 98 per cent of homes in the UK are served by www.asda.com and www.george.com. (“Company Facts”)
· Asda grocery Click and Collect launched in 2011 and has grown to more than 15 million orders a year.
· Asda employs 153,000 colleagues in its 645 stores, 31 depots, 10 processing factories, 8 home shopping centres and 4 home offices across the UK, working closely and collaboratively with suppliers and service providers in Europe, North and South America, Africa, and Asia. Asda is part of the Wal-Mart Stores, Inc. (Walmart) group. (clarke)

3. CRM policies and Asda promise
Asda policies are about respecting the relationship with the customer and having faith customers will invest in. Asda concentrates on customers, colleagues, suppliers, and business partners. Asda believes you must respect individuals and they take the responsibilities to each customer in terms of privacy and personal information very seriously. With a lot of data analysis to better understand the many types and groups of consumers Asda have, what they want to buy, when and where they like to shop, and whether Asda have the correct selection of products. It is called the customer insight and it helps ensure that they are constantly delivering the absolute best to all our customers. It allows us to better understand what customers want, where services and technology should be improved, fulfil demand, and extend product lines to match your expectations of us as the greatest place to shop. (“Asda.com - Online Food Shopping, George, & More”). This notice applies to the use of information to generate customer insight Read this notice in conjunction with Asda’s Privacy Notice at https://www.asda.com/privacy.
Many large supermarkets have successfully included Enterprise resource planning into their operations. Furthermore, client management is extremely important to the success of those firms. Organisations that provide outstanding customer service have a competitive advantage over competitors in similar industries.
Simply put, customer experience is the total sensation, perspective, and attitude that a consumer develops from using or experiencing a company's goods or services over a period of time. It is up to the company to determine whether a consumer has a favourable or negative experience. Client relationship management is the most important component that every company implements to provide a pleasant customer experience. Customer relationship management has long been seen as a critical component of any company's success. Customer relationship management is the ability to manage and maintain positive customer relationships. CRM does not just focus on present clients; it also prioritises potential consumers. It would not be incorrect to argue that the firm should place a strong emphasis on developing and improving its customer relationship management strategy. CRM let every business organisation to analyse and consider every data related to their customers (Ghazian et al.).
The relationship between customer relationship management, marketing, and commercial performance was explored by Wu and Luwu (2012). CRM has a strong and favourable impact on marketing and commercial success, according to the findings. According to the researchers, when organisations recognised the actual value of customer relationship management performance, they preferred it more.
Dotur & Halmajan (2011) studied the role of organisations preparation on customers relationship management and commercial performance. This research was done with 82 companies. The result showed that organisation had to highly prepare to perform customer relationship management. Moreover, customer relationship management has meaningful relationship with customers and commercial performance.
            
                                       4. Tech touch vs Human touch
To keep up with today society it was important that Asda encouraged the use of tech in all branches. This ranged from the self-service kiosk, scan and go devices and online shopping, and more recently a collect points app is on trial. A lot of customers are taking advantage of the new and effortless way of shopping with the tech touch equipment saving customers time and it helps the company get a quicker and exact reading of what needs replenishing. A minority of customers are content with the more contemporary approach. Being asked if help with bagging items is needed along with the general chit chat and paying at a till with human assistance.
Asda focuses on price and its customer experience. They plan to invest in modern technology to improve the customer experience for the future. CEO Roger Burnley said, ‘there will be no change in strategy going forward and Asda will focus on winning on price, delivering consistent customer experience and driving growth where customers care’ (Hammett)
Complaining online was tried to see if tech touch would be equally as great as human touch. The website was great with plenty of information from their policies, the procedures, and my rights. Looking through their pages, Asda take a lot of time and effort to making sure it is an easy procedure for customers to go through. Ranging from enquiring online, a free number to call and if easier for the customers, asking at a service customer desk in any of their stores. When looking for information, plenty of information is visible. Phone numbers clearly in place, email addresses for enquires stated, plenty of information about their stores, with clear advice regarding the policies and procedures they have and information of their corporate leaders. (“Leadership - ASDA Corporate”). They have a pop-up chat box available to address the issue straight away also. The importance relating to technology is extremely high and in a lot of cases relied on. With technology being a priority to Asda, they made sure they used all ways possible to improve and keep improving with today society with them not forgetting the importance of human touch.
While researching, many complaints regarding online orders that have gone wrong are visible to see. While gathering information, reviews from unhappy customers were analysed. Reading them shown the delivery drivers are the main course of the complaints and not the technology service provided by Asda. Messages regarding drivers getting things wrong especially with timing. Such reviews are not good and need addressing to keep the cycle running smoothly but this problem should not hold any impact on customers Tech touch experience. Tech touch vs Human touch. While it is easier for some, others enjoy the human touch style.

5. Customer Experience and Brand Experience
Both the brand experience and the customer experience revolve around the customer. Customers are catered to even before they become customers with the brand experience, whereas customers are guided through a transaction or engagement with the brand with the customer experience. Both notions are built on the customer's desires and objectives, but their methodologies are different.
	Customer experience

	Brand experience


	Support 
	Long term vision

	A service
	Marketing 

	Satisfaction 
	Engagement 



Brand experiences rely on a marketing and advertising strategy to not only create but also promote an experience. Customers are almost unable to interact with a brand experience without being aware of it. This is how businesses generate fresh leads, develop possibilities, and eventually persuade clients to buy. Customer experience, on the other hand, is strongly reliant on service for success. Customer support must be always available along the customer's journey. For brands to fully win over customers, they must be able to access service and guidance quickly and easily.

6. Sustainability
Sustainability refers to marketing actions that focus on providing client needs while preserving future generations' ability to meet those needs. However, the only way to achieve long-term marketing goals of consumer and business welfare is through ethical marketing behaviour. As a result, ethical marketing is the foundation of long-term marketing (Kotler, et al, 2017).
Senior management must ensure the company's personnel are aware of the client's needs and that they are determined to improve customer satisfaction. The entire activity must be focused on understanding and anticipating the current and future needs of customers and attempting to meet them by: 
· Stick to the laws governing quality, environmental protection, health, and occupational safety 
· Constant monitoring of quality issues. Gather and analyse data, service quality, price awareness, and environmental impact.
Customer relationship management and sustainability have been the subject of debate for years. They both emphasise the necessity of both sustainability and client relationship management. Asda now has to relate its value to customers who are increasingly looking for products and services that are both people and environment friendly. Customer happiness, professional connections, and efficiency all improve when value is created through long-term marketing techniques. Communities can use sustainable development as a framework to better utilise resources, establish efficient infrastructures, protect, and improve life quality, and stabilise their economies. Sustainable development can help to make the planet a more sustainable place. A thriving community that will be able to support current and future generations. A modern firm is judged not only on its financial success, but also on its contribution to the social life of the society.
	Sellers rights
	Consumers rights


	Creating a procedure capable of achieving these goals and improving product design
	To have a choice

	It has the right to determine its own prices, if there is no discrimination.
	to be educated

	to spend on product promotion
	Safely


	Any product message may be used, as long as it is not deceptive.
	The want to be heard


	Using purchasing incentives
	Consumer education is important.

	
	to have a say in how decisions are made in the marketplace

	
	To be able to use fundamental services

	
	To a long-term environment



AMA (America Marketing Association) has established a code of ethics to provide guidelines for ethical conduct. It says, in part, that,
“Marketers shall uphold and advance the integrity, honour and dignity of the marketing profession, by being honest in serving consumers, clients, employees, suppliers, distributors, and the public.”
While doing this research Asda is following all policies in place for both the customers and consumers. ASDA are all for ethics and compliance programmes. 

7. Quality models
"Fitness for intended use," as defined by Juran, is a modern quality. "Meeting or exceeding expectations" is how it's defined. 'The only definition of quality that matters is the one that the customer has,' says Deming. Customers' wants and requirements are met through quality. It's critical to have metrics in place to assess how effectively a product or service meets a customer's expectations and anticipate their future requirements. For these reasons, TQM is not implemented in some organisations, and the purpose for implementing TQM must be evaluated.
7.1 Juran’s Theories of Quality
 Juran's ideas can be used to both standard systems and Strategic quality Management. The Quality trilogy, and the Quality Planning Roadmap are two of his work.
· Quality planning - The potential to provide goods and a service that match needs of customers is key to quality planning. 
· Quality control - Quality control is used to keep things from growing worse. Operators compare actual performance to plans and resolve any inconsistencies as part of the Quality Trilogy's inspection aspect, quality control.
· The third component of the Trilogy, chronic waste, should be viewed as an opportunity for quality enhancement. Quality improvement entails improving fit-for-purpose, reducing errors, and achieving a greater level of performance than previously. It is achieved by creative thinking.
7.2 Juran's Roadmap for Quality Planning
People across the world can use this as a checklist for recognising consumer demands, setting metrics based on those needs, designing a process capable of attaining such aims and optimising product design for product and process development, the Quality Planning Roadmap is employed. Quality Roadmap and Juran's Quality Trilogy are not enough alone. Quality must be built into the infrastructure, and improvement projects must be undertaken by teams. A quality steering team led by top management should be part of the infrastructure, quality should become an intrinsic element of the strategy plan, and everyone should be involved.
7.3 Crosby’s cost of quality
According to Crosby (1979), organisations should concentrate on paying attention to client needs and preventing product flaws. "Quality is conformity to specifications; non-quality is nonconformance," he says of quality and "non-quality." According to Crosby, acquiring quality is costly, but failing to achieve quality is even more costly. When a company produces and builds an item correctly the first time, quality is free (or provides a service without faults). It does not add to the cost of what has already been spent. It costs extra when an organisation must alter or scrap an item due to poor quality. In his book Four Absolutes of Quality Management, Crosby defended his basic quality beliefs as follows.
· Conformance to requirements, not goodness, is what quality entails.
· Prevention, not appraisal, is the technique for inducing quality.
· The strategy for inducing quality is prevention, not appraisal.
· Prevention, not appraisal, is the best way to improve quality.
Businesses should examine the following strategic management components when choosing the right quality model or theory.
· Swot analysis
· Mission/vision
· Core values
· Goals and objectives
· Strategy formulations/deployment
· Measurement and control
· Critical success factors
· Distinctive competencies
Total Quality Management (TQM) is a method of continuously improving the quality of products, services, and business processes by involving all employees in the process. Quality is seen as an investment in today's businesses. They hold quality initiatives responsible for the bottom line. In this view, the primary indicator of quality is the product or service. Product quality has two dimensions namely
· Level
· Consistency
In developing a product, the marketer must first choose a quality level that will support a product’s positioning.
All businesses should strive for high levels of conformance quality. Quality is conformance to requirements, no quality is non-conformance

8. Conclusion
To summarise this report based on Asda's findings. Asda is doing all possible to comply with and even exceed sustainability standards, as well as keep up with technological advancements. A new Sustainability Store has already been established. Asda recognises that sustainable purchasing must be reasonable and accessible, and pledges that customers will not be charged extra for environmentally friendly products. It also plans to produce zero carbon emissions by 2040, reduce waste by half, and have a net regenerative influence on the environment by 2050.
In all its stores, Asda supported the usage of technology. This includes self-service kiosks, scan-and-go devices, and internet buying, as well as a collect points app that is currently being tested. Asda's CRM is top-notch, with all stages being clear and simple to follow. Asda is one of Europe's leading grocery chains, with the potential to expand globally. 
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