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[bookmark: _Toc47616837]Executive Summary

Ethical marketing and sustainability are key buzzwords in todays digitized marketplace. Asda is a supermarket chain based in the USA and UK. They have come under the spotlight in many circumstances. Sometimes these exposures have had a detrimental effect on the operations and negatively impacted on the customer experience and engagement. This in turn has reduced customer confidence as compared to other supermarkets who are now encroaching and gaining market share of the food industry.
This report aims to highlight the current issues facing Asda and offer a comparison against their rival. Recommendations will be provided on how to improve the engage and the customer to improve the customer relationship and journey.
	
	
	

	



	Task 1

[bookmark: _Toc47616838]Introduction

In order to understand ethical and sustainability issues that can impact on customer experience we need to define these terms and evaluate how business and marketing decisions can impact consumer behavior and their overall experience. We live in a world which has evolved into the social media spectrum and unfavorable actions by the business can travel very fast and to a wide audience of consumers and other focus groups specializing in ethical marketing and groups in favor of preserving the environment for the future generations.

[bookmark: _Toc47616839]Ethical Marketing

Murphy, Laczniak and Harris, (2017) refer to business ethics as organizational policies put in place which ensure marketing decision are morally and socially right. Business ethics is also closely related to corporate social responsibility (CSR). Some firms may choose to bypass these rules as a result of performance and sales targets that they need to achieve. Other firms choose to adopt these policies voluntarily to gain brand loyalty from the consumers for the long term success of the business as well as aligning to their core business values.

Carroll (2016), suggested a model for business to follow to achieve value in their business by embracing responsibility and argues that it is vital for the success of the business to adhere to these policies once the lower levels of the pyramid have been satisfied. He highlights key responsibilities that the business needs to achieve to become a reputable corporate citizen. See fig 1.
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Figure 1 Adam Carroll Corporate Social Responsibility Pyramid. Source: Thacker, H., 2019. Understanding The Four Levels Of CSR - The CSR Journal. [online]



However, some critiques including economist such as Friedman (2009) and literature review by Schreck (2011) cites Levitt (1958) as strong opponents of the CSR model and states that social responsibility is not the long term goal of business’ rather, it is for governments to implement policy to improve society. Asda, Morrison, Tesco. How does customer see them?
Advantages and disadvantages of ethical polices, why adopt them?

[bookmark: _Toc47616840]Elkington's Triple Bottom Line (CSR)

Ethical marketing and sustainability are co-related and feed into each other. Elkington (1998) model encourages business to adopt a sustainable business framework to consider economic, social and environmental impacts of business and marketing decisions. These three areas, when built into the mission statement will provide success for the business; the shareholders; the people including stakeholders and the environment.
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Figure 2 Elkington's Triple Bottom Line




This model gives business other key metrics to measure performance and value within the business (Michelini and Fiorentino, 2012), other than profit margin. It further encourages business to report on ethical programs and practices also sustainability initiatives and environmental impact analysis. Sridhar and Jones (2012), study critiques the TBL model, their research shows that data on performance and compliance of the model is very difficult to measure. Hubbard, (2009) further purports there are few empirical studies to fully capture the uptake of this model as it is not a legal requirement for the business to report on these issues.
Advantages and disadvantages of csr and sustainability? Why adopt them? Business perspective.



[bookmark: _Toc47616841]Customer Experience Management (CEX)

It is imperative to derive a tangible value from engagement with the customer. To remain competitive, businesses engage with the customer through various mediums or touchpoints. This not only helps the business it also has benefits for the consumer. Kumar (2010) states customer engagement can also be a tool to stay ahead of competition by getting to know the consumer on a deeper level and to build trust and align values and attitudes simultaneously to attract the customer for repeat business. It is widely known that a customer will consider buying from a business based on their previous engagement and interactions as they will hold a perception about the business and their brand. Firms will also need to be aware of indirect contact from consumers such as reviews online e.g. TripAdvisor.
Firms can approach dissatisfied customers through many different channels, including inviting consumers to participate in product development and to give instant feedback on the level of service they have received. The business can create a profile as well as gather data based on the consumers requirements. Often businesses rely on the customer to become brand ambassadors and in doing so offer the customer various incentives and benefits. These incentives help improve the customer experience as these brand ambassadors will help to increase the lifetime value, the referral value and the customer knowledge value of the products and services that are available for the consumer. See fig 3 below:
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Figure 3 Kumar, V. (2010) (Measuring Customer Experience Value)











Although Asda has subscribed to the Ethical Trading Initiatives since 1998 there is a lot of room for improvements. Since the acquisition of Asda by Walmart the buying power of suppliers has reduced drastically as they are not able to negotiate a better deal for the workers and firm. This translated to lesser profits for the suppliers as they have no power against such a large corporation. They comply with the deal for the survival of their business.

Asda has benefited from a big market share since its opening. However this was done purely for profit. In this process, they did not take into account the negative impact on source countries’ economies in their pursuit to drive down cost for customers. Their USP was cheap products. 
Ethical Consumer (2020), reports of modern slavery in prawn supply is damaging for Asda as it reduces consumer confidence and displays an unethical approach taken in their business strategy. Lawyers have also bought an equal pay claim against ASDA for discriminating women in their workforce. Also, they have been accused by RSPO (2018), for irresponsible marketing and sourcing timber and palm oil from forest with inaccurate certificate of sustainability. This shows a disregard for the environment from which they source their resources.
 
Amos and Sullivan, 2018) in their report states that most large companies don’t care about animals, they don’t have animal testing policies in place, yet they use animals to advertise their products and services. Their primary focus is on profit for the shareholders.

Asda’s moto more for less will no doubt have a detrimental effect on the environment and customer experience of the business model that they have adopted into mission statement. Asda has entered the mobile, fuel, finance and other industries from being a humble beginning a food supplier. With an extensive knowledge management system Asda can predict customer buying trends. As they have millions of consumer transactions and have multiple opportunities to capture and engage the customer to improve the customer experience and journey. Yet, other smaller business such as Lidl have encroached into the marketplace and are now enjoying greater market share as their approach to business is more customer centric.

Amoral practices by Asda will lessen consumer confidence in the brand. Customers react very strongly to unethical behaviour. They may boycott the business all together which will be detrimental to the success of the business and its long-term vision.
Currently there are other organizations that monitor business and marketing policies such as the Fair Trade Foundation. They encourage ethical trading and provide support to business like Co-op who have stated they want to become the UK most ethical organization. 




Tesco: 
According to (Tesco plc | Ethical Consumer, 2020)
Issues: climate change, environmental reporting human right and rights of workers, irresponsible marketing, animal right and testing.
Plus, points:
Supply chain managements they have a modern slavery statement.. supplier code of conduct.
No policy on mineral conflict from rep of Congo. Acted on the information.
Environment: - using chemical hazardous- they did not inform the public of this dangerous chemicals

Politics- paying CEOs massive bonus even when sales were dipping.
Tax havens again! Hong Kong jersey.

(The Food Foundation, 2019) has found that a lot of:
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Unicorn has demonstrated how a mission-orientated business can humbly tackle complex supply chains without losing sight of its core values.

	



	
	




	Task 2 

[bookmark: _Toc47616842]Customer Relationship Management


What is it? How does it help? Benefits and drawbacks 
How quality models increase improves customer relationship management. How do you measure it? Improve it?

Total Quality Management (TQM)
https://asq.org/quality-resources/total-quality-management/deming-points


[image: ]
Quality 
https://onlinelibrary.wiley.com/doi/abs/10.1111/j.0011-7315.2004.02569.x
https://www.tandfonline.com/doi/abs/10.1080/14783363.2010.483107

Juran trilogy— Pareto chart 80% defects from 20% mistakes
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2565827/

https://www.shsu.edu/~mgt_ves/mgt481/lesson13/lesson13.htm
https://www.focusstandards.org/quality-gurus-key-contributions/

https://core.ac.uk/download/pdf/54193321.pdf


Quality is the process of meeting or exceeding customer expectations are supreme. It’s duty and responsibility of business to satisfy customer needs
There are many reasons why quality is important in an organisation.
-quality is the minimum legal requirement that  a firm must meet in order to sell product or services to consumers. The UK market is governed by consumer laws which protects the right of consumers.

From an ethical point of view, quality may also be a major selling point if the business is pursuing an ethical objective in providing the customer with a certain standard of service.

Quality can be closely linked to the cost associated with delivering a product or service. If a business wishes to deliver a high-quality service, they need to reduce operational cost and avoid making mistakes or defects within the product or service.
If a business produces an inferior product, in essence they have used up valuable resources, such as raw materials, time of employees to make a product which is not fit for purpose, or a high standard, from a which the business can generate revenue.

Poor quality essentially reduced the profit margin and cost the business money to rectify, damages the efficiency of the organisation, they need to use a greater amount of resources to achieve a given output. This reduces their competitive edge as the business will demand a higher price for a poor product to subsidise the costs incurred in delivering the product/service. 

Business producing poor quality product may not be able to achieve economies of scale. Rival firms are more likely to gain a competitive advantage and market share if the business are producing poor quality products. Customers choosing rivals products are more likely to be satisfied and happy. 
Quality affects the word of mouth publicity the business will generate. Customers are satisfied with a good quality product and this can positively impact on brand value, brand awareness and reputation. Customers whom receive a good service and quality products are likely to discourage others and if they are unhappy with the service they will again communicate this with others and this can negatively affect the brand image and future of the business.


If the business can improve quality and reduce defects it can cut costs and increase efficiency. Sales will go up and profits can be generated. As the end product is a reflection of the processes preceding it. 

Quality can also affect the how much the business can charge for its services.

Literature review of quality points our direction to three key areas of study as outlined below that organisation can implement to bring products and services to the market with high levels of quality and therefore, ensuring a greater customer satisfaction and retention.

Quality assurance- process quality built in
[image: ]quality control- based on inspection to remove defects: traditional way of managing quality-detecting defects, costly-usually done on a sampling.
- sub standard output is removed before it reaches customers
-minimal disruption to production of goods
-standard of quality is consistent. This standard can be raised when necessary.
 - these are measure’s the business introduces to prevent defects or mistakes from occurring. However, errors can still occur. Quality control measures will help to identify defects and rooting them out accordingly. This ensures that customers don’t receive a defective product and be unhappy with their purchase or have reason to complain.

TQM is a philosophy that business may adopt to ensure zero defects in their goods and services. This theory works on the notions that defects don’t have to be inevitable. It suggests that every employee on the business is responsible for the quality of the service and is accountable for the work that they put into the product/service. This system works because every employee will not pass on bad quality workmanship to the next department hoping they will spot the defect later in the production process. This theory in essence creates an employee is an internal client within the business who will ensure that goods are of a high standard.
This method is a far more efficient way of getting zero defects and spotting error earlier in the production line. Efficiency gains, cost management gains
It relies in the training and skills of the employees, having the culture where employees are encouraged to return work to colleagues which they feel is inferior and defective.


Why is quality important?
· Markets are very competitive.
· Complains are better informed. increase-reducing sales- will share bad service
· Customers are more demanding and knowledgeable


Low cost to customer is no longer an attractive, quality has more significance. If business can develop a good reputation of quality it will leverage their competitive advantage over rivals.

Product differentiation: few business are competing on price. Product differentiation attract current and new customers to business. i.e. latest technology, software upgrades, new and exciting software, customer support facilities

Substitute products available. Need  change to sustain market share. Otherwise will become obsolete. Eg Nokia phones
[image: ]
Quality is not wholly about the product it is closely related to customer experience.




Quality is also linked closely to CUSTOMER SERVICE.
EG restaurant, food service and ambience

Business such as Asda , Lidl, try to compete on these foundations of low price and high quality, consistently across their many branches through the UK.
[bookmark: _GoBack]

Duran: funnel and inverted pyramid. 2 or 3 which is Asda using importance of this model.
According to (Isaksson, 2019), his study shows how sustainability and quality may have a direct relationship within the business and impact on the success of the business. Organizations need to measure quality.
Task 3
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Suitable recommendation based on the organization 

· Minimize air freight and use alternative methods of transport
· Be transparent in all their dealing
· - be honest and respectful to the environment that they operate in.
Work with local universities, charities and to assess environments damage and measure the carbon footprint of their operations.

Power should transcribe to more responsibility.
Democratic Consumerism initiative ethical sourcing and sustainability practices and involving consumers in decision making.. also, which and consumer focus not happy with the overall outcome. Can’t see progress and further cases have come up

[bookmark: _Toc47616844]Conclusion 

Today’s marketplace is rapidly changing and so are the needs and expectations of the customer. For businesses to enjoy growth and performance, having excellent customer relationship is vital for business success. Customer relationship management is an ideal business strategy to monitor and control consumer behaviour. It allows the business to maintain a connection with new and existing customers for repeat business. It also increases brand awareness and customer loyalty.

When customer experience is managed by the organization, its relationship with the customer is further strengthened. It gives the firm opportunities to improve is manufacturing process, monitor and track quality control to reduce cost associated with production of goods and services. By using the Mckinsey 7s model, businesses can align their core values and develop and make improvements to the skillset of their workforce to rapidly make gains in performance, thereby, increasing their market share. 

Having ethical and sustainability processes and joining external organization to monitor consumer confidence and satisfaction will make the business more attractive in the business environment. Share prices of the business are likely to increase if the business is ethical in its approach to marketing products and produced to a high standard. Defects in products and service cause a lot of harm to customer confidence and impacts on the reputation of the business. Traditional quality control and assurance are a great way to minimize cost associated with unsuitable products.

However, the adoption of total quality control is more suitable for a large corporation such as Asda. Management can ultimately aim for zero defects by engaging employees through the production line to produce superior quality products. This increases staff motivation levels, allows them to grow and develop their own skillset and increases the brand value and loyalty of customers who will be satisfied by the products.

Large business such as Asda should incorporate ethical practices and sustainability into their mission statement and provide value for customers and not just gains for its shareholder. Long-term planning is vital for success and more focus and attention should be given to make the business more customer-centric. As without customers there is no business. Also, if the relationship with the customer is not good, they will inform others about this bad service, which will reduce reputation and moral of staff working in the workplace.
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The Food Foundation’s recent report, ‘The Broken Plate’, highlights ten unhealthy signs of our current food
system, which include:

* 46% of food and drink advertising goes on confectionery, sweet and savoury snacks and soft drinks; while
only 2.5% goes on fruit and vegetables.

o Of the foods reviewed, unhealthy foods tend to be three times cheaper than healthy food; influencing
unhealthy diet choices.

 17.6% of employees of the food industry earn the minimum wage, compared to 7% of workers across the
UK.

® The poorest 10% of UK households would need to spend 74% of their disposable income on food to meet

the Eatwell Guide costs - the Government’s official healthy eating guide. This is compared to only 6% in the
richest 10%.
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Put simply, supermarkets’ true operating costs continue to be borne by workers
throughout their supply chains, animal species in their millions, public health and the
health of the earth’s ecosystems.
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