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Presentation Notes – Understanding and engaging in the Customer Experience

Introduction (slide 1)
If people shop in Asda for convenience, price is no longer the main driver for building Customer Relationships. What Asda need to do is to position itself for convenience, and engaging in customers’ needs to the point where they return because they like the products and services. Asda’s management should integrate quality management to aid in building sustainable Customer Experience, establish and evolve to be an ethical and sustainable resourced organisation to compete in the fast changing competitive retail market.

History of Asda (slide 2)
Let’s look through the History of Asda, a timeline of how it has formed and expanded into the second largest supermarket in the UK.

When Asda was rated as the worst quality supermarket food in 2019 by a Which survey, this caused severe brand reputational damages for Asda and a decline in sales.

Quality Management System (slide 3)
Asda needs to utilize Quality Management as part of its Customer Relationship Management (CRM) to revive customer bad experience and gain customer’s trust and loyalty back.

How can Asda build CRM with its’ customer without a loyalty card programme?
Asda use data mining to collect customers in-store transactions, online orders, scan and go and from social interaction. By analysing these data, Asda could piece together a clear picture of 360-degree view of customer, understand customer behaviour and use it to drive change on behalf of the customer (Baldwin, 2017). Using A.I. technology along with Quality Management System to deliver the quality that customer expected and any added value to enhance customers experience.

In fact, Asda have implemented a cloud-based QMS to improve productivity and encourage innovation (Lemmon, 2016). QMS (Quality Management System) can be defined as “a formal record of an organisation’s method of managing the quality of its products or services. It needs a systematic, ordered approach, leading to third-party certificate of the system, not the quality” (Beckford, 2002). It provides a basis for measuring and monitoring quality performance, enables organisation to achieve goals, and prevents good practices from slipping. Being equipped with QMS certified ISO 9001 standard allows Asda to compete against European competitors such as Aldi and Lidl.

Asda is working closely with International Procurement Limited (IPL) to ensure supplies of all fresh fruits, vegetables, houseplants and flowers achieve the highest standard possible, certified with ISO 9001 to give customers the confidence to buy from Asda. This QMS allows buyers to trace items to source. Throughout the whole operating and accountability process Asda demonstrates to customers that it takes its product quality very seriously; in an attempt to gain trust, enhance customer experience and customer relationship continuity.

Benefits of apply QMS model (slide 4)
Asda have defined the mean of testing, measuring, monitoring and rules at many levels of its business activities to implement the QMS ISO standard. This show the board management committed to achieve highest standard possible for the benefits of its customers. Because providing high quality products and services should be part of Asda policies to engage in the customers’ demands and experience.

Ensuring that all its products acquire QMS ISO 9001 certification undoubtedly became a competitive advantage for Asda. It enabled customers to perceive Asda as trustworthy, accountable and associated with value for money. This significantly affected the brand image, customer confidence and satisfaction, engender customer loyalty.

One of the QMS requirements is that it demands continuous improvement, however there is no accreditation to a particular standard for both quality of output and services of the organisation (Beckford, 2002). This means organisation need to be creative to continuously develop new ways of processing more effectively and efficiently, driving down costs of production, and installing A.I. technology to reduce waste and time. Eventually, all these activities encourage creativity and innovation and drive down production cost, which means cost savings could be pass on to customers.

Drawbacks of apply QMS model (slide 5)
To acquire QMS ISO 9001 standard Asda needed to record, test, implement, measure, and monitor all procedures and processes as stated by the system. Such efforts required specific skilled employees to fulfil this seemingly never-ending data analysis and could be considered a waste of resource in terms of manpower and wages.

QMS may be seen as a good practise for a responsible organisation to have, but it does not address the actual shortcoming of the organisation or loss of market share. The system itself stresses meeting quality requirements, if the organisation faces other problems such as unethical practices, financial shortfalls, or I.T. failures, implementing QMS ISO 9001 will not be suitable.

Using A.I. data mining software to collect and build 360-degree views of customer behaviour is very time consuming and costly. The board of management needed to understand this customized software represented a long-term investment. Strong management was required to deliver the implementation of quality data mining, converting the data analysis and results into useful information for the organisation, and restructuring the whole I.T. department, whilst maintaining a high standard of data protection. Without this the results would be incomplete and fail to deliver the benefits of one of critical factors affecting the sustainability of customer relationships. 




Conclusion (slide 6)
Quality Management no doubt assisted Asda improve the quality and range of its products, offering better choice and value for money, strengthened its customer relationships, and achieved higher customer satisfaction rates with customers. By focusing on satisfying existing customers, it is more efficient to maintain relationships with this group than trying to attract new customers (Zineldin, 2006).

Asda need to understand and engaging in the changing needs and demands from customers in this intense competitive retail market. Combining its own resources to offer a wider choice for customers that preferred new experiences, interaction and matching up customer expectation, and commitment from board management to invest in technology ensure connectivity with its customers, entail regained loss market share and improves revenue in the end.


Recommendations (slide7)
Asda need to integrate its highly acclaimed QMS as a critical part to affect and enhance long-term customer relationship management, to build a stronger brand image with well recognised standards of quality.

Service Quality
To improve face-to-face contact with customers and create good rapport for continuity of customer relationships. Suggest creating a dedicated team who concentrate on helping customers on the floor, with different colour uniforms and a clear name badge to allow customers to recognise them instantly. Highly responsive and visible customer services are crucial to fulfil customers expectations and create interactive customer relationships as a marketing tool to strengthen competition against other supermarkets. 

Online grocery order handling employees require more training, because Asda was also voted the worst online supermarket by Which?, due to a high volume of complaints where items have been substituted to lower quality replacements, or totally the wrong item. The basket checkers need to be more careful, because bad quality food and bad service could damage Asda certified ISO 9001 standard. Ensuring QMS procedures are briefed at all levels improves the quality of service delivery to customers.

Customer Value
Packaging quality – Asda need to improve some of its own brand products packaging, a lot of them look very cheap and unattractive. People assume cheap packaging equals poor quality products. By investing in better designed packaging material (sustainable sourced), can change customers’ perceptions, increase awareness, provide better value for money and change buying preference or habits.

New Products – Asda should have a focus group working on delivering consistently premium quality products. They should work on testing their own products against competitors, which allows Asda to find any quality discrepancies. Implementing QMS steps for correcting weakness, assurance on quality control, and ensuring new products excel competitors' quality and customers’ expectations around value for money.

Inner-city Competition
Inner-city living lifestyles with easy access to technology in fast pace environments have created a new wave of young professionals with high spending power who favour shopping via apps and using convenient methods. Instead of building more supersized building on the  outskirts of cities, Asda could develop a smaller convenience store format such as Tesco Express, exploring factors that attribute to innovative infrastructure design, location, lifestyle profile, technology, spending power, sustainability etc. Asda should make its own premium brand more accessible and available in this modern type of store, in an effort to influence brand image and attract a new clientele.
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