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Introduction 
Customer experience encompasses a wide range of concepts, but in general, it refers to the impression that a client or business gets by interacting with a particular brand. It is ingrained in each connection, and each interaction is a chance to establish a stronger link between the firm and the client, or it has the potential to damage that tie.
Providing a satisfying experience for customers requires developing relationships based on an awareness of their wants, needs, and values. It extends beyond the simple act of putting the product or service to use: The whole experience consists of contact with the brand before and after purchase as well as throughout the research and decision-making processes involved in making a purchase. The idea is to develop links between the brand and the client that are easy to navigate and highly effective.

 Company Backgrounds 
[image: ]ASDA is one of the largest food retailers in the United Kingdom owned by Walmart. In 1949, a group of farmers in Leeds, England, with the intention of selling their food to consumers directly established the firm that would later bear their name. Associated Dairies and Farm Stores Ltd was the full name of the company that gave rise to the abbreviation "ASDA.
The first ASDA shop was opened in neighbourhoods of Leeds, and owing to the store's competitive pricing and high-quality merchandise, it gained a significant amount of customers very soon. The firm started growing its operations all throughout the UK in the 1960s (ASDA, 2022), and in 1965 it launched its very first self-service retail location. ASDA continued to grow during the 1970s and 1980s, eventually becoming one of the most successful and well-known grocery chains in the United Kingdom. In 1999, Walmart completed the acquisition of the business, after which it was reorganised as a subsidiary of the US retailer.
Currently, ASDA is one of the greatest employers in the United Kingdom, with more than 170,000 workers employed by the company across its more than 600 retail locations (ASDA, 2022). The business is well-known for its dedication to providing customers with affordable pricing and items of a high standard, and it sells a diverse selection of things, such as food, apparel, electronics, and household goods. The primary focus of ASDA is on its retail operations, which include a nationwide network of supermarkets and superstores located across the United Kingdom. The retailing of groceries, including fresh produce, meat, dairy products, items from the bakery, and dry goods, is the primary focus of the organization. ASDA is a retailer that offers a wide range of products, including food, apparel, electronics, home goods, and personal care and cosmetic items.

The devotion of ASDA to providing competitive rates to its clientele has earned the company a good reputation. Instead of regularly running sales or giving discounts, the business adheres to a pricing policy known as "Daily Low Pricing," which states that its primary objective is to maintain competitively low prices on an ongoing basis. This approach has assisted ASDA in developing a dedicated client base, and it has also contributed to the chain's rise to prominence as one of the most well-liked grocery stores in the UK.
The performance of ASDA as a retailer is directly proportional to the quality of its supply chain. The firm obtains its goods from a wide range of distributors located in the United Kingdom (ASDA, 2022) as well as in other countries, and it has a sophisticated distribution network in order to guarantee that its wares are delivered to retail locations on time and in pristine shape. The company communicates with its target demographic through a number of different channels, such as conventional advertising, digital marketing, and social media. ASDA also has a customer loyalty program known as the "ASDA Price Promise," which makes the claim that it would either match the pricing of its rivals or reimburse consumers for the price difference.



The retail market in the United Kingdom is one of the most dynamic marketplaces in the world. Consumers in this market need outstanding items and a fantastic experience as a customer via any channel and at any time. It was not unusual to have to wait over a week to get your groceries delivered during the lockdown, which presented challenges for vulnerable people who were instructed to shield themselves but were unable to go to a supermarket in person due to the massive increase in online sales that caused delivery slots to fill quickly. ASDA was searching for end-to-end retail solutions that would cover commercial, supply chain, logistics, and retail operations. 
This was necessary since the firm had moved to ownership headquartered in the United Kingdom, which required the company to shift away from its heritage systems. This includes capabilities for omnichannel fulfilment, labour management, forecasting that is enabled by artificial intelligence (AI), and end-to-end visibility of the supply chain (ASDA, 2022). 
TASK  1

How have internal and external factors affected or influenced your selected organization’s quality systems and controls for customers to deliver 24-hour customer service?


External and internal factors are important for any company because they can have a significant impact on the company's success, growth, and sustainability. External factors, such as economic conditions, competition, and regulatory changes, can affect a company's profitability and market position, while internal factors, such as organizational structure, culture, and resources, can affect a company's1 ability to innovate, adapt, and compete. By understanding and managing these factors, companies can improve their performance, minimize risks, and capitalize on opportunities.

Swots Analysis 
Strengths:
[image: ]❖ Strong brand recognition.
❖ Wide range of products and services.
❖ User-friendly online

Weaknesses:
❖ Intense competition.
[image: ]❖ Dependence on Walmart.
❖ Limited geographic coverage.


Opportunities:
❖ Growing trend of online shopping.
❖ Increasing demand for eco-friendly products.
❖ Diversification into new products or services.
Threats:
❖ Brexit and changes to trade agreements.
❖ Economic uncertainty and a potential recession.
❖ Increasing competition in the UK retail market.
  
PESTEL Analysis (excluding social)

 Political
The political climate in the UK has the potential to influence ASDA's business. Alterations in the policies of the government pertaining to taxes, employment rules, or trade agreements, for instance, have the potential to have an impact on the cost structure and operations of the organisation. In addition, political unrest, such as Brexit, has the potential to influence the supply chain and operations of ASDA. 

Economic
The state of the economy in the UK may also have an effect on the way ASDA conducts its business. Both the shopping habits and buying capacity of consumers may be influenced by external forces such as inflation, unemployment, and interest rates. Alterations in global trade patterns, such as the COVID-19 pandemic, are another factor that has the potential to influence the supply chain and logistics of ASDA. 

Social
ASDA's day-to-day business operations are susceptible to being influenced by a variety of social variables, including demography, customer preferences, and cultural views. Changes in consumer trends, such as an increased emphasis on eco-friendliness or better eating, may, for instance, influence the demand for certain items. Alterations in the demographic makeup of a population may also influence the demand for certain goods and services. 
 
Technological
The progression of technology may provide possibilities for ASDA's online business operations as well as risks to such operations. For instance, as e-commerce and online shopping have become more popular, ASDA has had more opportunities to broaden its presence on the Internet. Yet, the need for advanced technological infrastructure and stringent precautions against cybersecurity breaches presents a possible risk to the online operations of organisations. 

Environmental
Environmental considerations, including worries about climate change and sustainability, are becoming increasingly essential considerations for companies to consider. In order to address concerns about the environment and satisfy the requirements of its customers, ASDA has introduced sustainability efforts, such as minimising the amount of food waste and the amount of plastic packaging. 

Legal
Legal considerations, such as regulatory compliance and rules pertaining to intellectual property, have the potential to influence ASDA's commercial operations. For instance, if there is a change in the rules that protect data or the regulations that protect consumers, this might influence the company's online operations. Moreover, employment rules such as those governing the minimum wage may influence ASDA's lab or expenditures.

The Ansoff Matrix is a tool for strategic planning that assists companies in determining the product and market expansion strategy that will work best for them. It entails examining the possible risks and possibilities that are associated with four different growth methods, which include market penetration, product creation, market development, and diversification. In the instance of ASDA and its operations online, we are able to carry out an Ansoff Matrix analysis in the following manner:
 
                                    CRM model Review 

IDIC /CRM model 
Customer relationship management (CRM) is a management task that provides a foundation for establishing and preserving positive relationships for protracted engagement. It attempts to deliver efficient technical assistance while also offering a platform for planning and coordinating customer service. Considering this, a business's CRM procedure eventually becomes highly crucial. Businesses can receive insightful product feedback from customers and handle their questions and complaints with the aid of a CRM solution.
A few models are utilized to ensure that customer service runs smoothly. These customer connection models have been created by many scholars over the past few decades. IDIC Model, QCI Model, and CRM Value Chain Model are the three models that relate to CRM that are most frequently used.
recognise, differentiate, interact, and customise.



 Rogers created the IDIC paradigm for customer relationship management (CRM) (1995). It is an acronym that stands for Identity, Differentiate, Interact, and Customise. The model aids in determining client expectations and their worth to the firm (Ahmadi et al., 2012; Bottle F., 2009)
Individual client interactions are successfully managed using the IDIC approach. Businesses may tailor and customise their products or services based on client preferences by following the four stages. Using this strategy has several advantages, including higher customer loyalty and retention, increased revenue creation, and a better knowledge of client requirements and desires (Sri Astana M., 2013; Eko K., 2014).
 ANALYSIS OF ASDA
Customer relationship management (CRM) is a management function that serves as a foundation for establishing and upholding positive relationships for a protracted association. A model created by Peppers & Rogers (1995) offers a platform to coordinate and organize customer service while also working to deliver efficient technical support. The model aids in determining the expected IDIC (identity, distinguish, interact, customize) approach was created by Peppers & Rogers in 1995. The model aids in evaluating consumer expectations and their importance to the company (Eko, 2014).

Number of consumers and their importance to the business
Market penetration
The purpose of this strategy is to increase one's market share by increasing the amount of one's existing products that are sold to one's existing customers. This strategy might be used by ASDA in order to grow its market share in the grocery sector of the UK market. Some of the strategies that could be implemented include price reductions, in-store experience renovations, and expanded incentive programs (Row-sell, 2021). In a similar spirit, ASDA may use the internet to expand its customer base by promoting exclusive sales and discounts that are only available to customers who purchase online.


Market development

With this approach, well-known products will be distributed in untapped areas. For instance, ASDA may use this strategy in order to establish shops in regions of the nation and the globe in which it does not currently have a physical presence. [Citation needed] One alternative option for ASDA would be to extend its online presence into overseas markets through the Internet.

Product development
This strategy comprises the creation of brand-new products or the enhancement of existing ones in order to better satisfy the requirements of the market. This strategy might be applied by ASDA by expanding its variety of products sold under its own private label, developing new product categories or variations, or building strategic collaborations with other companies to deliver distinctive goods and services (Reneke, 2021). It is possible that ASDA may launch a new line of products specifically geared toward its online clients in order to differentiate the options available in its online and in-store locations.

Diversification
The strategy calls for introducing brand-new products into markets that have not yet been fully exploited. Using this strategy, ASDA may enter new areas outside of the food business, such as the health and beauty industry or the consumer electronics sector (Reneke, 2021). Because of this, ASDA will be able to provide a higher level of service to its existing customers while also drawing in new customers who may not have shopped there in the past. The Porter Five Forces Framework is a method for doing business analysis that assists organizations in better comprehending the nature of the competitive environment in their sector. Businesses make extensive use of it to determine the factors that have the greatest impact on their profitability and to devise plans that will strengthen their position in the market. It is possible for companies to get a more in-depth grasp of the competitive landscape of their sector and discover possibilities to strengthen their position in the market.


PORTER’S FIVE FORCES FRAMEWORK

The threat of New Entrants
The market for online grocery 
shopping in the UK is very competitive, and new players will have considerable challenges breaking into the industry. Since Asda already has a well-established web presence and a robust logistical infrastructure, it would be difficult for new rivals to join the market and take market share away from them (Rowsell, 2021). In addition, Asda can provide reasonable pricing and a diverse selection of items because of the economies of scale that result from the extent to which its online operations are conducted. As a result, the risk that new competitors may enter the market for online grocery shopping is quite low.
.
Bargaining Power of Buyers
Since there are multiple rivals in the online grocery sector and consumers have quick access to information about pricing and items, clients of Asda have a substantial level of negotiating power in this market. In addition, a large percentage of consumers are price-sensitive and may shop elsewhere if the prices offered by the business are not competitive. The online platform that Asda provides also enables users to provide reviews and ratings, which may have an impact on the purchase choices of other customers. As a result, purchasers have a rather strong position when it comes to negotiating.

Bargaining Power of Suppliers
The ability of Asda's online operations to supply items to clients is dependent on a network of different suppliers. Larger suppliers, such as big food and consumer products businesses like Nestle and Unilever, may have higher negotiation power owing to their size and market dominance than Asda does (Lambert, 2022). Although Asda may have some bargaining leverage over smaller suppliers, larger suppliers may have more bargaining power. But, Walmart, which owns Asda and has enormous buying power, may negotiate advantageous terms with suppliers and has control over the terms of the agreement. Therefore, the negotiating power of suppliers is not very high.
.
The threat of Substitute Products or Services

The online platform operated by Asda is in competition with both other online grocery merchants and traditional shops that sell food in person. Consumers also have the option of buying their food from conventional supermarkets or from other online sellers, such as Amazon and Ocado. In addition, consumers may choose to dine away from home, either at restaurants or by ordering takeout, rather than preparing meals at their own residences (Lambert, 2022). As a result, there is a reasonably high risk that comparable items or services may become available elsewhere.

The Intensity of Competitive Rivalry
Amazon, Sainsbury's, Tesco, and Morrisons are just some of the major competitors in the UK's extremely competitive online grocery sector, which also has many other retailers. Asda's rivals provide items and services that are comparable to those offered by Asda, and they may also provide extra incentives, such as customer reward programs or free delivery. Asda has a significant edge over its competitors because of its affordable pricing, extensive product selection, and the fact that it is owned by Walmart. But Asda's rivals also have large resources, and they could provide consumers with advantages that are comparable to those that Asda does. This results in a relatively high level of intensity in the competitive competition.

 
[bookmark: _Toc130345675]COMMUNICATION MIX
Communication mix refers to the combination of different communication channels and tools that a company uses to reach its target audience and promote its products or services. These channels can include advertising, sales promotions, public relations, personal selling, direct marketing, and digital marketing.


 Communication mix

Advertising
The ASDA online shop is marketed via a plethora of different forms of advertising. Banner advertising, which is shown online and can be seen on a variety of websites and social media platforms, is used by the company to promote its website. Also, the corporation uses pay as another medium where ASDA promotes the use of its online grocery shopping services.

Direct-to-Consumer Retailing
ASDA's unique marketing approach for its online organization includes the use of live chat as well as automated customer assistance chatbots. These chatbots, which are designed to assist people who purchase online and are trained to answer questions that are asked regularly, are available. When it comes to assisting customers with their online purchases, ASDA has a staff of customer service professionals available to assist by phone and email.
Publicity
ASDA often holds sale events in the hope of persuading customers to complete their shopping with the company through its website. And receive another free, as well as other deals (Moore, 2023). When it comes to spreading the news about these deals, some of the most typical methods include posts on social networking platforms, advertisements on the internet, and email marketing campaigns.
Public Relations
Public relations play a significant role in ASDA's overall strategy for building and maintaining a favorable image in the eyes of the general public. Because of the philanthropic and community service work that the company does, it is often highlighted in both regional and national media. In addition to this, ASDA has an active social media presence, on which it offers regular updates on the progress of its many digital activities.
Direct marketing 
Direct marketing techniques, such as email newsletters and postal mailers, are among the direct marketing tactics that ASDA uses to promote its online business. Another approach that the company uses to win back customers who have abandoned their purchases is advertising that follows a person throughout the web after they have left an online shop. With the use of these strategies, ASDA may be able to effectively interact with customers who have indicated that they are interested in making a purchase but have not yet completed the transaction.
[bookmark: _Toc130345676]TASK 2


developing and maintaining good customer relationships 24/7/365? 
When it opened its first virtual doors in 1998, ASDA was an early adopter and innovator in the field of internet retailing. Nowadays, ASDA's online retail operation is a critical component of the company's overall strategy. The retailer's website has a diverse selection of products, including food and beverage items, apparel, consumer electronics, and furnishings. Clients who place their orders online have the option of either having their purchases delivered to their houses or picking them up at a shop in their neighbourhoods.
In recent years, ASDA has made significant investments in its online retail operation in order to keep up with the changing demands of its customers. The business has made enhancements to the user experience of its website and added new capabilities, including a mobile app and a click-and-collect service (Wightman-Stone, 2020), among other things. ASDA has extended its online product offering to include additional things, such as fresh foods, and has enhanced its delivery capability to service a greater number of clients. Also, the company has increased the number of items it sells online.
In the aftermath of the COVID-19 epidemic, the importance of ASDA's online retail business has grown significantly. This is because a growing number of consumers choose to purchase online rather than visit physical shops. The firm has boosted its delivery and click-and-collect services in response to the increasing demand, and it has also implemented additional safety procedures with the purpose of protecting both its customers and its personnel.

 
[bookmark: _Toc130345677]ACHIEVING BUSINESS OBJECTIVE
It is important for ASDA to meet its business objectives while maintaining customer service because both are interdependent and critical to the success of the company. Business objectives, such as increasing sales, profitability, and market share, are important for the long-term sustainability and growth of the company. However, these objectives cannot be achieved without maintaining high levels of customer service and satisfaction.

Understanding new customer demand
In order to fulfill the requirements of the new client demand, ASDA must first fully comprehend it. The COVID-19 epidemic has caused individuals to shop differently, with more people choosing to buy online and have their purchases delivered to their homes. ASDA needs to make it simpler for consumers to purchase online by enhancing the user interface of their website and ensuring that the checkout procedure is as streamlined as possible (Wightman-Stone, 2020). In addition, in order to cater to consumers who are unable to visit the actual shops, ASDA must expand the product selection that is available online.


Implementing a robust customer service strategy
ASDA is going to need to ensure that they have a strong customer service strategy in place if they want to keep its customers happy. In order to fulfill their obligation to serve their customers around the clock, seven days a week, twenty-four hours a day, ASDA's customer care department must remain open. They can do this by providing a variety of customer care channels, including over the phone, through email, chatbots, and on social media platforms. In addition to this, ASDA must make sure that its customer service crew is adequately educated to manage the inquiries and complaints of customers in an efficient manner.

Building customer loyalty
ASDA may promote customer loyalty by delivering awards and incentives to consumers, as well as providing exceptional customer care to existing customers. Customers who buy at ASDA on a regular basis may be eligible for loyalty programs that provide them with benefits like discounts, free delivery, and special offers. Customers will be encouraged to maintain their allegiance to the brand and to continue purchasing at ASDA as a result of this.

Personalising the shopping experience
ASDA can customise the shopping experience for its consumers by using data analytics to learn about the preferences and shopping patterns of its clients (Craft, 2022). With this information, ASDA can provide product recommendations to clients and provide customised sales and discounts. In addition, ASDA can leverage input from customers to enhance both the quality of their goods and the quality of their overall experience as a consumer.

Embracing social media
ASDA must accept social media in order to engage with consumers and keep up positive ties with existing customers. It is necessary for ASDA to have an active presence on social media sites such as Facebook, Twitter, and Instagram in order to interact with consumers and provide responses to their inquiries and concerns (Craft, 2022). In addition, ASDA can utilise social media to market its goods and services, as well as provide its followers with unique purchasing opportunities.
ENSURING PROPER CUSTOMER SERVICE
ASDA is much like any other successful retail company in that its success is heavily dependent on how well it handles its logistics. ASDA, the largest supermarket chain in the United Kingdom, is required to guarantee that it has a logistics system that is both dependable and effective in order to satisfy the needs of its customers and accomplish its business goals. The following is an in-depth strategy outlining how ASDA may enhance its logistics and increase its efficiency:

Streamline Warehouse Operations
In order to increase the effectiveness of its logistics, ASDA must simplify the operations of its warehouses. This may be accomplished by optimizing its procedures for inventory management, reducing the amount of human work required by using automation and robots, and putting Lean concepts into practice to decrease waste and boost productivity (Bowden, 2022). Also, in order to improve the efficiency of its warehouse operations, ASDA may choose to use cutting-edge technology such as automated guided vehicles and warehouse management systems (WMS).

Improve Transportation Management
The transportation management of ASDA must be improved in order to guarantee that the company's items will be delivered to clients on time. This may be accomplished via the optimization of its delivery routes, the use of real-time monitoring to monitor deliveries, and the use of data analytics to identify areas in which improvements are needed (Fox, 2014). In addition, ASDA can enhance its transportation management by using cutting-edge technology such as telematics and fleet management systems.
Enhance Last-Mile Delivery
In order to increase both the speed and dependability of its deliveries, ASDA must strengthen its skills regarding the "final mile" of delivery. This may be accomplished via the use of delivery services that are crowd-sourced (Fox, 2014), by working with third-party logistics companies, and through the implementation of forward-thinking delivery solutions such as drone delivery.
. 
Implement a Reverse Logistics System

In order to strengthen its commitment to sustainability and cut down on waste, ASDA needs to establish a reverse logistics system. This may be accomplished by instituting a program for the return of products, with the goal of reducing the quantity of trash produced by customer returns, as well as by developing a method for collecting and recycling materials used in product packaging. In addition, ASDA is able to employ data analytics to discover the potential for increasing the sustainability of its logistical operations and cutting waste.

Enhance Supply Chain Visibility is able to obtain useful insights into the functioning of its supply chain and make choices driven by data in order to simplify operations if it makes use of these technologies. In addition, ASDA can work together with its other partners, including those in the logistics industry and its suppliers, to enhance communication and make certain that the efforts being made by all parties involved in the supply chain to enhance visibility and efficiency are aligned (Fox, 2014). In the long run, increasing the visibility of ASDA's supply chain will make it possible for the firm to ship items to clients in a more timely, accurate, and cost-effective manner, so providing the business with an advantage over its rivals in the market.
[bookmark: _Toc130345679]ASDA recognises the importance of cultivating and sustaining positive connections with its customers because these interactions have a direct bearing on the company's reputation, level of customer loyalty, and, ultimately, its bottom line. ASDA can separate itself from its competition and win the confidence and loyalty of its consumers by delivering great customer service and assistance around the clock. Consumers who have enjoyable interactions with ASDA are more likely to speak favourably about the retailer to their peers, which may result in the acquisition of new clients and an increase in revenue. Also, pleased consumers have a greater propensity to become repeat customers, which may assist ASDA's sales and income streams to grow more stable over time. Keeping up positive ties with one's clientele might assist to lessen the severity of any adverse effects that may be caused by any unforeseen troubles or complications. ASDA can handle customer complaints and rapidly fix difficulties by offering customer assistance that is both prompt and effective. This helps to limit the harm done to the firm's image and prevents consumers from leaving the company in favour of its rivals.
 
CONCLUSION

ASDA recognises the importance of cultivating and sustaining positive connections with its customers since these interactions have a direct bearing on the company's reputation, level of customer loyalty, and, ultimately, its bottom line. ASDA is able to separate itself from its competition and win the confidence and loyalty of its consumers by delivering great customer service and assistance around the clock. Consumers who have enjoyable interactions with ASDA are more likely to speak favourably about the retailer to their peers, which may result in the acquisition of new clients and an increase in revenue. Also, pleased consumers have a greater propensity to become repeat customers, which may assist ASDA's sales and income streams to row more stable over time. Keeping up positive ties with one's clientele might assist to lessen the severity of any adverse effects that may be caused by any unforeseen troubles or complications. ASDA can handle customer complaints and rapidly fix difficulties by offering customer assistance that is both prompt and effective. This helps to limit the harm done to the firm's image and prevents consumers from leaving the company in favour of its rivals.
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