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[bookmark: _Toc34939770]Executive Summary 

This report aims to identify ethics and sustainability within the organisation by observing the operational practices of ASDA. It will look at ASDA and some of its competitors such as TESCO and MORRISON and attempt to identify the elements of ethics and sustainability and areas of improvement. Comparisons will be made between the different supermarkets on various issues ranging from managing quality control of products they are selling, understanding how effectively they are looking after their customers and the value they are providing. Models and theories will be used and illustrated in this report to understand and establish the full nature of ethical behaviour, sustainability, quality control, customer experience, sellers rights and customers rights.
The report will conclude with recommendations of how ASDA should operate in the in the day to day operations  from an ethical and sustainable point of view whilst still making a profit.. 
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[bookmark: _Toc34939771]Introduction

This report it will look at ASDA’s ethical stance on its dealing with customers and its suppliers. Business to Business dealings (B2B) cannot be seen from customers as this is done behind the scene. (B2B) can have a re-buy system in process, where they simply just order the product or services they ordered previously without modification being done. Modified re-buy is where a product is modified, the price and the suppliers. New task is were organisation like ASDA buying a product for the first time (Robinson et al,.1979)
For example when cornflakes are made in factories and supplied to  ASDA, if ASDA were to package them as ‘Budget Cornflakes’ ‘Quality Cornflakes’ and ‘Premium Cornflake’ and price them differently, the consumer would not know that the quality of all the cornflakes were the same. In these circumstances the company would be charging higher price for the same quality products. Sometimes companies charge the same price but reduce the quality of the product for different consumer markets. With laws regarding quality being more stringent in the western world’s corporations have no choice but to follow them, however when they are dealing with countries where the rules are not followed as strictly, the give inferior products and charge the same price.
Are they doing ethical behaviour that is expected of a big superstore and are they incorporating sustainability within them self. This report will scrutinizes ASDA for its ethical behaviour and its competitor’s for example MORRISON and TESCO and do comparison between them and analyse why is ASDA not the number one store in the England.
Models and theories have been brought forward in order to enhance the quality process and understand what ASDA is doing well and what are they doing wrong. The models and theories that has been used in this report are the most profound in business fields. Many businesses use models and theories around the world and have been very successful. 
Recommendation has been given based on the assessment done of ASDA. The customer-based marketing strategy, customer approach and more government involvement to eradicate any uncertainty the customer might feel or have toward ASDA for ethical behaviour and sustainability. 



[bookmark: _Toc34939772]Customer Experience 

Customer experience is perceived in two major categories, first an organisation prospective (Berry et al., 2002 Stuart and Tax 2004). It is the organisations role to define the job role of its employees, this also includes the growth of the company and what will be needed to accomplish all the tasks they do. Second the customers prospective (Schmitt, 2011). The customer looks at the performance of the organisation, so that the organisation keeps a focus on their needs and satisfaction (Departmental Management, 2020). Customer Relationship Management (CRM) it is a bottom to up practice which targets intelligent mining of data from customers to have an advantage for their tactical purposes. (CRM) could also be known to be top down view where the aim is to have a business strategy and their aim is to keep customers giving the organisation profit (Ellis, 2011). To gain an understanding of customers value, behaviour and emotions, (CRM) must observe and understand what customers want from the whole experience they encounter. It is the organisations responsibility to design and decoratively give customers a value in a form of experience. To carry any kind of strategy the organisation must gain an understanding of the customers journey, to the expectation they have before the experience  occurs. The customer has internal and external contact with the organisation. The direct contact the customer has can be of many purposes, and the use of the services. The indirect contact may be unplanned, for example using their products and services or recommendation, and other social media platform (Meyer and Schwager, 2007). 
Customer experience is the resulting feeling of satisfaction (or non-satisfaction) a person gets from interactions with sellers or service providers. Are the products they are buying working as they should?  are they getting value for  money? Are they happy about their purchase? Emotions plays a big part of customer experience, are they being spoken to in a soft and gentle manner or being helpful? If a company is disorganised, or if there are long queues, the customer might not be very patient and walk away without purchasing any goods. Is the business trying to understand the customer’s needs in order to give them a better service.  Some firms have strategy on how to retain customers or have first time buys to come back again. Some strategies may have low prices, buy one get one free or buy now pay later, this strategy might not always work as customer will want a customer satisfaction, and have a satisfactory experience (Berry, Carbone and Haeckel 2002). The customer is always influenced by the contact it has with a company  (UK Act, 2020). 
Many organisations such as ASDA, MORRISON and TESCO have (CRM), they are responsible for creating and mostly managing the experience the customer has (Lemon, and Verhoef, 2016).  Schmitt, (1999) was one of many scholars that identified this and said how important customer experience was. A good customer experience could be enhanced through effective practice of ethical marketing and sustainability.
[bookmark: _Toc34939773]
Ethical Marketing

Ethics is an approach of understanding, or distinguishing right and wrong, the good and bad. Ethics is a belief that controls ones attitude, this also includes of ones virtues, loyalty to someone, honesty and compassion (University, 2020).
ASDA is one of the biggest supermarkets in UK (United Kingdom) they are rivalling superstores like MORRISON and TESCO. The supermarket is quite vulnerable after low sales and share, whilst rivals supermarket is growing. ASDA tried to have a competitive edge over its rivals by launching a price guarantee scheme (Thomas, 2010). After complaints made of ASDA of not doing ethical marketing dealing with (B2B) abroad, and employees doing more than 50 hours of work with low pay. ASDA has made an ethical stance of paying a living wage to its employees for example, (BANGLADESH) and also pledged that  they do not do more than 48 hours of work a week (Creevy, 2007). Everyone needs to make a living, the superstore affects the lives of many people directly and indirectly, who provide everything from the cloths that are sold in ASDA stores to the everyday food on sale. Most of us will certainly struggle to make home grown food, our own clothing or the many other products that are needed on a daily basis. Hence supermarkets are a one stop base for our daily needs.

ASDA’s stance on ethics, social and environmental do have credentials, but critics continue to criticise their schemes and accuse them of using unethical means within their business model such as substantial fine words to hike their price (Prickett, 2010). ASDA’s ethical stance also been put down by a survey called Watchdog in which they claim Asda is the worst supermarket in the UK. The treatment it has with its suppliers, they dropped below MORRISON which was below ASDA previously. ASDA rarely looked into the conduct of its suppliers or how they were treating the workforce. It would be better for ASDA to have a greater degree of control over the distribution and supply chain. They should practice a more ethical stance on all aspect of the business such as :
[bookmark: _Hlk33963984]

· Ethics in distribution
· Ethics in promotion
· Ethics in marketing
· Ethics in pricing.
ASDA should consider the consumers rights as well as the sellers rights, when creating their (CRM)

[image: ]figure: 1 Sellers rights, Customers rights










According to the American Marketing Association (AMA), which has established a systemised ethical guideline for business to address Ethical Conduct
“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.” AMA (2020).

[bookmark: _Hlk31921179]ASDA have directly taken deductions from invoices without prior notice. ASDA requested a large sum of money so they can make up substantial amount of profit margin. After numerous complaints ASDA eradicated this problem with its suppliers and ensured they do a job ethically. The small businesses got paid within 14 days of transaction. More ever, they also made a help desk where suppliers can contact them when there is a concern (The Guardian, 2020). 
ASDA should practice Transparency and create openness with all trading partners and customers and contribute to the overall sustainability of trade and products.. 
ASDA’s marketing ethics where they address principle and high standards which is accepted in the marketplace, however sustaining a marketing goal is deep rooted with customer and organisational welfare, this can be achieved and accomplished through ethical marketing conduct (Kotler, et al.,). TESCO has a high marketing ethics where they advertise plant-based food and have plastic free bottle, they are doing exactly as advertised (Ethical Marketing News, 2020).
According to the Guardian Newspaper (2020), ASDA’s CRM has made sure that the suppliers keep the prices down, so the customer can have a low price buying from ASDA, they are being very ethical and assertive. ASDA is very committed to treating is suppliers fairly and ethically (The Guardian, 2020). But it is only when someone brings these matters to light. However, they should be very mindful of the four areas of pricing which are considered illegal and unethical:
Deceptive Pricing – Advertising Low prices, selling at Higher Prices
Where stores advertise that they are selling some particular item at a lower price to lure potential customer into their stores, and after that they try to influence the customer to purchase a product that is priced higher by claiming certain things were not part of the offer.
Unfair Pricing – eradicating competitors with low prices, then increasing prices to           high levels 
Comparison will be made to check what smaller shops and stores are selling the same product, then the prices of their items will be reduced to attract the customers from the smaller stores into their own stores. After the small store has suffered and gone out of business, big stores increase prices of the goods to a higher level than it was before. This achieves two objectives, (A) Decreases competition (B) Higher profit margin and may even have a third advantage in the Product Exclusivity are.
Price Discrimination – charging people different prices for the same product
Prices are charged differently depending on the customer, for example if a person is seen to have lots of money, or well-dressed the company charges them at a higher price than of a person casually dressed who might not be very wealthy. 
Price Fixing – Agreeing beforehand with other Sellers to set prices at a certain level
When firms co-ordinate with each other and fix the prices on certain products. For example if the cost of milk is normally 75p in TESCO and MORRISON, and if ASDA sells Milk for £1 and manage to convince TESCO and MORRISON to do the same, customers will be forced to buy at this price and think that is the standard price. 
In the workplace ethical behaviour has received attention from practitioners and who do research on major firms. Ethics starts from corporate to managers in organisation this reflects to bottom line workers. Employees interact with customers in a daily basis who faces many ethical decisions with customers every day. ASDA employees do have self-perception about their own ethical value, this manifests through the behaviour that they portray. As an organisation knowing how employees treat the customers has a fundamental implementation in the market concept. Moreover, a great degree of understanding of how employees perceive their day to day intercommunication with customers and organisation is an internal issue, that could be from employees perception of satisfactory and high ethical performance (Amyx, et al., 2008). TESCO is always above ASDA in profit margins, ASDA do compete with MORRISON and TESCO and other competitive stores, for example ASDA put their prices low on item to have a competitive edge, but  many other products prices go up (Beddall, 2000). ASDA must be very ethical and not take advantages of any given situation or attempt to deceive customers for example  They must have a creative  programme and teach employees about ethics, and sustainability.  
To better understand ethical values and to better understand ethical decision-making scholars have made variety of frameworks and models to help with ethics (Barnett and, Vaicys 2000).



[bookmark: _Toc34939774]Sustainability 

Over the years people have become more aware of the surroundings around them. We are in a constant change in our global environment, weather changes and natural disasters. This has raised customers to take importance on sustainable marketing and also value how the product they purchase impacts the world (Crane and, Matten (2010) ). Sustainability is the development of products that fulfils customers without compromising the ability of future generation to meet their own needs (Worlds commissions of Environment and Development, 1987). Meeting the customers’ needs is based on marketing however with ethics and critical decision making supermarkets now have taken the effects of the global world around them into consideration. ASDA has taken charge and changed their stance on business as they state at ASDA, the approach to sustainability is that their belief is that protecting the environment and saving people money for customers (Pink, 2011).

ASDA has recognised that consumers are more aware and concerned on ethical consumption and sustainable consuming. ASDA have concentrated on waste, transport and energy. Just as their competitors have also taken on a stance on sustainable marketing (Asda supplier, 2020). Both MORRISON and TESCO have changed their way of product development and deliverance. All major supermarkets have taken initiative in the removal of plastic bags which decrease the carbon footprint. However, ASDA have opened a project called “Better Planet” which shows plans and transparency on how they can work with customers to a better sustainable stance. 
Service failure most of the time has a detrimental effect on customers and organisation, when this happens organisation usually adapt to service recovery where they process and investigate the in attempt to rectify the situation (Kelly and Davis, 1994). If a complaint accrues ASDA has a complaint department and will rectify any problem. They have a feedback system where you can put your thought of the experience you had when visiting ASDA (Asda, 2020).










[bookmark: _Toc34939775]Mckinsey 7s 

Mckinsey 7s framework (thereafter known as the Framework) is used for analysing organisations and how effectiveness it can bring to their success. It has 7 elements when applied can create an understanding of how you should apply these to an organisation for it to be successful (Singh, 2013). If ASDA applied this framework it can improve their performance and implement a strategy to improve (CRM). Asda can bring changes to its organisation by analysing the Framework.
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[bookmark: _Toc34939776]Figure: 2 Mckinsey 7S Framework - (Expert Program Management, 2019).





Strategy 
Strategy is used for planning and building an advantage for competitiveness of your competitors. Moreover, without implementing a strategy no business cannot be successful (Hrebiniak, 2006). ASDA (CRM) has a strategy of running the business, but if they keep to the Framework  they can have advantages over their competitors for example TESCO and, MORRISON. The Framework has interconnection between them, following them will lead ASDA’s greater success.


Structure 
The structure is that it defines who is accountable for what particular job and what responsibility they have. Who is taking orders from who, and who should be accountable for if anything goes wrong. In today’s organisation work is done in team, and specialist which is more common. Structural idea is to make organisation more flexible by empowering the employees to eradicate the middleman (Boyle, 2007). ASDA has cut middle management in few stores, they are always looking to bring in new structure in their organisation (Lawson, 2020). ASDA does have a structure in their organisation, following the Framework will give them a better understanding.  


System
System refers to information that goes around the organisation, for example contacting suppliers for  the best price they can offer. System can also be refers to customer and distributers. The information can be collected to gain an advantage by contacting individual suppliers to cut additional costs. If purchases are made in large scale the product will be at a cheaper rate (Higgins, 2005). ASDA do purchase in a large scale, but the price is not always cheap compared to smaller supermarket such as ALDI, ASDA is cheaper than TESCO and MORRISON (Finns, 2020). 


Style 
Style is when a company’s management or (CRM) approaches the outside world in search of potential customers and investors. Style can refer to behaviour of senior management to (CRM), how they acknowledge this and communicate with employees and uphold the priorities and value of the company (Waterman, Peters and Phillips 1980). ASDA has 14,000 employees serving 19 million customers every week, the style is serving customers from food to clothes, café, pharmacy, and optician. Their stores are tailored for specific location and for specific customers. Click and collect is also available for example, you can reserve an item at the store and collect it later on (Corporateasda, 2020).


Skills
Skills is what the organisation does best, what management skills does employees have such as personal skills, are they communicating well with others or do they have team building skills (Alshaher, 2013). ASDA  does have skills in their organisation, they are always competing with MORRISON and TESCO. ASDA has overtaken MORRISON, but they are behind TESCO. This Framework illustrates much skills is needed in order to accomplish being the number one store in UK (Griggs, 20060).

Staff
Staff in organisation is the background of workers who is employed in the company. Organisation hire employees who match their goals, belief, values, and ethics. Hiring these types of people, the organisation believe that they can be more effective in the workplace. The employees have similar belief to them in the way of thinking (May, 2005). ASDA staff pay more to farmers for buying dairy product more than TESCO and MORRISON. ASDA publish what they pay to farmers each month, unlike TESCO and MORRISON who do not publish any payment detail at all (Asda Defends Role, 2006).



Shared value
Shared values are characteristic, behaviours, mission and vision an organisation believe in. this influences the behaviour of employees and management. This might be a guideline of an organisation which may be presented to all employees before start of their job. Shared value are behaviours accepted in organisation. If employees do not align with the mission and vision of the company there might be conflict with college and management (Martins and Terblanche, 2003) cited in (Singh, 2013). ASDA shared values might be good, but TESCO has  higher profit margin, they talk to customers and do a lot of research on customer retention. TESCO thinks big that is why they are very successful in their organisation. They do not under value their employees, no matter how young they are they will give them a high post in their organisation (Barnes, 2011).






[image: ]
[bookmark: _Toc34939777] Figure 3 : Deming Theory - CQE Academy, (2020).

Deming’s is acknowledged for management thinker in quality. He is a statistician, more ever a business consultant, his methods of 14 points has helped japans recovery from second world war and beyond that also. He helped organisation and individuals to plan their structure and improve themselves more ever, improve customer service. Deming’s philosophy and techniques Total Quality Management (TQM) which focuses on continues improvement (The British Library, 2020). If ASDA was to gain an advantage in this approach with their employees involved in improving quality and sustainability of product and services, the market share would dramatically improve
If ASDA was to follow this principle they will have a greater Market share and can open many more stores around (UK) and create more jobs. Deming also emphasized that 10- 20 % of employees are responsible for managing control and about 80-90% of this is the management control. ASDA made changes to the management board which saw commercial director and Marketing director resign (Bernady,1997). TESCO market share is greater than MORRISON and ASDA, if Deming’s philosophy was implemented ASDA could be in a very high position in the market share. ASDA has many complaints on delivering products to their customers for example the delivery did not come on time and other times the products they received were defected product and the products sometimes were out of date. More ever, the drivers were rude to the customers and did not acknowledge them fully and drove away. There are many websites where customers write a review of their experience and difficulties they have faced when visiting ASDA (Trustpilot, 2020). (CRM) of ASDA could develop a better culture, ethics and sustainability  and understanding of customers concerns if they followed these models for example Deming said it is better to get it right first time and will cost less rather than fixing the problem later on. Deming also illustrates that, when an idea is thought of first it must be done on a small scale to validate it full reward and employees then have time to accept it and support it.
[image: Image result for deming's 7 deadly diseases]
[bookmark: _Toc34939778]Figure 4 : 7 Deadly Diseases -  (Cahoon, 2013)

This is Deming’s 7 diseases if these were eradicated from ASDA’s day to day operations then this could enhance the quality of ASDA overtaking superstores for example TESCO and MORRISON on all front. Having a long-term vison, and not focusing on short term profit, having a long-term strategy. Managers need to stay long term in order to implement any changes, for example If Steve Jobs was in APPLE  PLC, for few months and then left, APPLE IPHONE would have not been invented (Joshi and Ivanov, 2017). ASDA has changed invoices in order to show large profit margin without acting ethically, and not thinking about customer retention. Eradicating the 7 deadly problem would live ASDA in high regard with customers and be one of the best Superstores in the World.




[image: Image result for quality planning problem  Dr juran tryangle]
[bookmark: _Toc34939779]Figure 5 : Juran Trilogy- (Zargiya, 2019) 

Dr Juran is recognised for one of the most influential experts in quality management. Juran’s concept therefor can be used and establish for quality system. He has been called the Father of quality, more ever as the most influential quality giant in the 20th century. He stated that humans relations difficulties or problem was important to isolate and resolve. He thinks reluctant to change was a cultural issue, then of quality problem. Juran developed this quality control and this became the most influential quality course. His quality control is thought to many people around the world (Smith, 2011). This focuses on these three-quality control.

Juran’s quality trilogy shows roles of,
(1) Quality Planning- This purpose is to provide goods and services to customer’s needs.
(2) Quality Control- In this process the organisation must know who the customers are and what they require.
(3) Quality improvement- This is the third in it trilogy, which is to improve fitness of use of products and eradicate mistakes. It is to enhance performance from previous work done.
This trilogy has helped many businesses by improving manufacturing and marketing, saving millions of pounds when conducting business (Romano,1994). Quality planning is what ASDA should  be doing in order to not have defect product coming back, they should always have a quality control in place in order for that not to happen. The improvement they should do is improve the quality of product ready for customers to use. TESCO and MORRISON do have similar problem of their own. TESCO do have a return policy where you can return item within 30 days, and other item have different return times (Tesco, 2020). ASDA must apply all these quality control for customer retention and have a prosperous future.

[image: Image result for dr juran quality planning roadmap stage]
Figure 6: Juran’s Quality Planning Road Map- ( Slideshare, 2020)
The road map covers numerous aspects of improvements, if ASDA can follow Juran’s road map, it can be hoped they can be very successful. ASDA must lead the effort in quality and infrastructure, through this can be very ethical in dealing with customers and maximising profit. Cosby, (1979) also stated that businesses should have a clear vision for customer requirement and should prevent any defect products.













[bookmark: _Toc34939780]Recommendation 

There are numerous actions needed to be taken by ASDA, for complete intangible services and its ethical and sustainability issues image for its customers. As it was already found that marketing for pure profit would not be enough to secure long term stability in the UK retail market. ASDA needs to put an enlarged focus on the principles of sustainable marketing approaches. Consumer-oriented and customer value-based marketing would be ideal strategies for the company to adopt. ASDA must look for solution to ongoing problem for example ASDA needs to approach community with more engagement procedures by starting first with its own employees talking about ethical behaviour and sustainability and continue to do so every month. Give employees and (CRM) training on ethics and sustainability. The value that this approach generates will inevitably play a huge part in evoking customer satisfaction and enhanced loyalty towards ASDA. They must follow the quality management process, theory’s and models that have been illustrated which has been proven to work in many organisations. They must not have a perishable relationship with suppliers, they must be very honest and be ethical in dealings. Making friends with all suppliers will ensure the suppliers look after them and always give then better products and services. 
In summary, ASDA should adhere to the five following recommendations:

· Put an enlarged focus on the principles of sustainable marketing
· Engage in Consumer-oriented and customer value-based marketing
· Engage with local community
· Build ethical supplier base 
· Practice openness with customers and suppliers














[bookmark: _Toc34939781]Conclusion

To conclude this report, ASDA has been found to be unethically dealing with customers and suppliers in many ways for example not paying suppliers on time, using fine words to hike the prices of the products, only doing something about a problem when the matter has been raised. Recommendation have been given to enhance their brand image and customer retention. Comparison have been made from TESCO and MORRIOSON in order to find out what ASDA is doing well and what they are not. Theories and models have been incorporated to evaluate their dealings with customers and suppliers. Some things ASDA is doing exceptionally well for example taking out plastic bags from production line.
Ethics and sustainability play a big factor in ASDA (CRM) for customer retention to sustaining quality control products. Understanding what customer needs in order to give a profound tangible service, without compromising the full experience of the consumer. It is hoped that ASDA follow these recommendations as well as act ethically for not just a profit margin, but socially and environmentally be clear to exactly what they advertise.
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Sellers’ rights:
To introduce products of different
styles and sizes, provided they are
not hazardous
To set its own prices, provided no
discrimination occurs
To spend to promote the product
To use any product message,
provided it is not misleading
To use buying incentives

Consumers’ rights:
To choose
To be informed
To safety
To be heard
To redress
To consumer education
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decision making
To have access to basic services
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Deming’s 14 Obligations of Top Management

Create Consistency of Purpose
Adopt a New Philosophy
Cease Dependence on Inspection

Stop Awarding Business based on $$ Alone.

Continuous Improvement of Production Processes
Modernize On The Job Training
Institute Leadership
Drive out Fear
Break Down Department Barriers (Silos)
. Eliminate Slogans that do not provide a Method
. Eliminate Quotas & Work Standards
. Remove Barriers that rob Pride from the Individual
. Institute Programs for Education & Training
. Structure Management to focus on 1- 13
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7 Deadly Diseases ‘%

1. Lack of constancy of purpose
2. Emphasis on short-term profits

3. Evaluation by performance, merit rating, or annual
review of performance

4. Mobility of management
5. Running a company on visible figures alone
6. Excessive medical costs

7. Excessive costs of warranty, fueled by lawyers who
work for contingency fees
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Juran’s Quality Planning Road Map

1) Identify who are the customers )

2) Determine the customer’s needs }
3) Translate the needs into our language ﬁ l.
4) Develop a product to meet those needs

5) Optimise a product so as to meets our needs "

as well as the customer’s.

6) Develop a process which is able to produce the
product

7) Optimise the process

8) Prove the process can make the product
under operating conditions
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