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[bookmark: _Toc46364411]Executive Summary.

The aim of this report is to show how organisations implement ethical and sustainable policies and how these policies enhance the subjective experience of the customers. 
This report will investigate the ethical and sustainable policies of Apple Inc, McDonald’s fast food chain and Morrison’s supermarket. A critical analysis and a comparison of the policies has been conducted to identify which policies are effective and where improvements can be made.
Furthermore, a critical discussion on ‘Quality models’ identifies methods to improve the systems and processes of the investigated organisations. Based on the ‘Quality models’ discussed, we have forwarded recommendations to improve the systems and processes with the aim of further improving Customer Relationship Management (CRM) whilst also maintaining profitability.
The recommendations put forward will lead to a positive customer experience whilst also enhancing the overall perception of the organisation, further facilitating the overall objective of improving CRM and customer loyalty.
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1.0. Introduction.
This report will investigate how ethics and sustainability within; 
· Apple Inc,
· McDonald’s, 
· Morrison’s Supermarket.
effect customer experience and how these policies are connected to Customer Relationship Management (CRM).
A literature review to discuss how “Quality models” can be implemented to enhance Customer Experience Management (CEM) and Customer Relationship Management (CRM) was conducted, the following “Quality models” where discussed:
· Deming’s 14 points of Quality Management, 
· Juran’s Quality Trilogy,
· Crosby’s Cost of Quality.
‘Quality models’ are aimed at improving systems and process thus enhancing quality which will lead to customer satisfaction and customer loyalty.
We will demonstrate how ethical and sustainability policies effect their customers and suppliers. An analysis of how organisations conduct Business to Customer (B2C) transactions will inevitably lead us to also examine Business to Business (B2B) deals. This analysis will demonstrate the link between ethical and sustainable policies and CRM. The results will allow us to identify any weaknesses so suitable recommendations can be put forward to the organisations.  





[bookmark: _Toc46364414]2.0. Why Customer Experience (CE) is important?
Whatever business we're in we must realise at without customers our business cannot survive. Organisations initial interactions with the customer goes a long way in how the customer perceives them. 
This can be categorised into two perspectives, the first perspective is a bottom-up strategy, this change is initiated by the lower level employees and designed from interactions with customer, thus making the customer a co-creator. This change takes time because initiators need to influence managers and colleagues. Implementation is a gradual process because the aim is a change in culture as this is more effective in the long run (Schmitt, 2011). This strategy is also called a co-creation perspective (Chandler & Lusch). 
Another perspective is a top-down strategy, organisations influence customers subjective feelings by positively influencing the touchpoints in figure 1. With executives involved this strategy will be quicker to implement (Berry et al., 2002 Stuart and Tax 2004). This can also be done through data mining where  customer needs are satisfied and profits are maximised (Ellis, 2011).
Both strategies are equally effective and enhance the experience a customer receives in all stages of customer experience journey shown in figure 1, however a change in culture is more effective in the long run. 
 [image: ]
Figure 1 shows the 5 stages of customer experience journey and touchpoints. (The ABC’s of Marketing Terminology, 2020)
This is where Customer Relationship Management (CRM) comes into effect and automation of the process increases. Organisations need customer data to satisfy customer needs, this is captured via data mining (Ellis, 2011). Information is stored on customer shopping habits, allowing organisations to keep their customer experience levels high by providing ‘ correct service at the correct time. CRM can be aided by providing personalised offers to customers as organisations already have data of previous purchases (Hill, Roche and Allen, 2007). When creating a CRM, the rights of consumers as well as the rights of the organisations must be considered. This will effectively give a balance view whilst abiding with current laws and legislations (Meyer & Schwager 2007).
From the above definitions we can surmise that customer experience is the internal, subjective feeling a customer experiences from their interactions with an organisation at different touchpoints. 











[bookmark: _Toc46364415]3.0. Why Marketing Ethics are important to CRM? 
Simply put ethics is “doing the right thing” therefore marketing ethics is conducting business according to principles and standards acceptable in the marketplace (Kotler and Armstrong 2018). However, according to CIM (2016) marketing ethics is a continued standard of conduct not a principle. Therefore, we can say marketing ethics should dictate how organisation’s conduct business regarding social responsibilities as well as responsibilities to internal and external stakeholder. Ethical organisations consider the needs of employees, local community, suppliers and most importantly its customer when business decisions are made.  
Organisation’s must differentiate between what is right and wrong and how they conduct business, although sometimes unethical conduct is more profitable in the short term, it has a detrimental effect in the long run. 
Ethics of any organisations is directly connected to the ethical stance of its employees, senior management and executives. If they are not ethical in their dealings, they are more likely to allow unethical conduct within their stewardship (Kotler, 2017). Ethical behavior influences the customers perception of the organisation because when customers see an ethical culture within the workforce, they’re most likely to be attracted to that organisation. This creates a happy workforce and loyal customers (Keiningham, Aksoy and Cadet, 2017). To promote ethical conduct, organisation’s create mission statements and core values (see figure 2). This deters unethical behavior whilst also promoting the organisation as ethical. Employees must agree to the organisation’s principles and values even if it conflicts with their own values, thus over time an ethical organisational culture is created. 
[image: ]Figure 2 depicts the connection of mission, vision and values. (Mission Statement | Preston Management |, Texas, 2020)

Organisation’s need to deal with customers and suppliers in an ethical manner, thus giving customers a positive experience allowing relationships to grow which fosters trust in the customer/organisation relationship (Kotler and Armstrong, 2018). 
Organisational ethical policies are widely available but for unethical practices a deeper investigation will be made.
[bookmark: _Toc46364416]3.1. Apple Inc’s ethical policies and unethical practices.

Apple's Code of conduct, states a comprehensive list of ethical policies, including supplying a fair place to work, anti-discrimination, prevention of human trafficking  and prevention of underage labour (Apple Inc, 2020). Reports have shown that unethical practices persist, including environmental damage, tax avoidance, human right abuses, low pay, poor working conditions, poor treatment, employing underage workers all occur within the framework of Apple Inc and its supply chain, especially in China and across Asia (Nytimes.com). 
In 2015 a report by China Labour Watch showed how Apple Inc’s commercial partner Foxconn was accused of unethical practices by violating  human rights (Klowden, 2020). They even used dangerous chemicals which are illegal in western countries (China Labour Watch, 2015). Another controversy regarding Apple is how they avoid paying taxes. To maximise profits Apple Inc’s head office is in Ireland and 90% of all the subsidiaries are registered there (Houlder, Barker, & Beesley, 2016).  This is because the tax rate in America is very high (Tax Foundation, 2020). This is pre-planned aimed at paying minimal tax where possible. However, even after moving the head offices to Ireland, Apple was still trying to find ways to avoid paying tax (Price, 2020).  
According to a survey conducted by the  New York Times 2011, 2% of respondents has anything bad to say about Apple Inc and over 70% didn’t have any negative thoughts towards them, except stating that Apple products were too expensive (Barboza & Duhigg 2012). This shows customers are satisfied with the way Apple conducts business. The customer as an end user does not see the unethical practices in the supply chain so perceives Apple to be ethical, however the true story lies within the supply chain of Apple Inc. 
Apple also plan or built-in obsolescence in their products, encouraging customers to buy their products earlier. However, Apple Inc claim this is in response to market forces and leads to innovation (bbc.co.uk, 2018). If customers demand something new and the conditions are inducive to change organisations are happy to supply what is demanded as this leads to continued profits.
Apple responded by creating the ‘Supplier Responsibility Program’ (Pomerleau, 2018). The main objective was to have a greater influence in the supply chain where violations were taking place especially where ethical policies were concerned.
[bookmark: _Toc46364417]3.2.  McDonald’s fast food chain ethical policies and unethical practices.

In 2006 BBC investigated McDonalds, they were found to be the most unethical company in the world because of its treatment of suppliers, workforce and the way it conducts business (Gilbert, 2018). Although they initially denied such a claim, within a week they launched a poster campaign to combat the negativity. This shows how McDonalds was running the business, they did not like criticism. Once again in 2015 McDonald’s was voted the worst employer in the UK this time by a survey conducted by ’Glassdoor’ because of low pay and their management style (Benwell, 2016). 
Although they had a comprehensive list of core values and ethics, they continuously ranked amongst the worst companies in the UK. Furthermore, it’s against the law to advertise products to children because it’s a major factor in childhood obesity. However, fast food chains are still allowed to advertise healthy products to children, knowing that once they are in the shop, the unhealthy option will most likely be chosen. McDonalds response was to offer discounted salads and fruit to form a healthier diet (De La Tore, 2018). 
The food  and drinks McDonalds serves still has high salt, saturated fats and extremely high calories and high sugar levels. 
December 2016 saw McDonald’s Investigated by the European Commission in the companies’ tax affairs. McDonald's registered the company in Luxemburg. This saved McDonald's almost $1 billion in taxes. Although this is not illegal most would say it is not ethical and according to McDonald's from 2010 to 2014, they've paid more than $2.1 billion in taxes within the European Union (Benwell, 2016). 






[bookmark: _Toc46364418]3.3. Morrisons supermarket ethical policies and unethical practises.
 
Morrisons ethical trading code promises safe and hygienic working conditions, anti- discrimination, prohibits inhumane treatment and child Labour (Morrisons PLC, 2020). 
Oxfam (2019) reported Morrisons breached its own ethical code by paying farmers in India and Brazil poorly. Based on interviews with workers from India and Brazil, poor working conditions in the farms that supply fruit and vegetables are prevalent (Oxfam GB, 2019).
Morrisons can be fairer to the producers of fruit and vegetables, all power lies with the supermarkets.  A code of conduct covering the treatment of food producers is necessary for the fair treatment of suppliers.
They are accused of enticing customers away from the local businesses by opening out of town supermarkets. They open smaller branded stores in town centres to compete against the local shops. Morrisons have been accused of destroying the livelihoods of local shop owners.
With obesity being massive problem in the UK, Morrisons can have a massive influence in the foods that we choose to eat by introducing labelling systems which clearly state the levels of sugar, salts and fat in each product. This will encourage the customer to buy healthier foods  and avoid buying food that is detrimental to their health. 
Morrisons has made many progressive strategies in recent  times by introducing fair-trade, organic products as well as vegan and vegetarian products. They stopped selling GM food because the effects on human health unknown. They are trying to influence the way we shop and encourage customers to by healthier food. 
Loyalty cards these are used by supermarkets to gather data and build profiles of their customers. They need to be more transparent about what they do with customers information. 
However, in 2013 Morrisons joined Sedex, to provide data to help improve transparency, this also reduces the time needed to monitor and communicate the effectiveness of ethical trading (Sedex.com 2016). 

[bookmark: _Toc46364419]

4.0. How Organisations can be Ethical.

Organisations MUST be firmer on unethical conduct, not only from themselves but also from their suppliers. They need to have more influence over the following; 
· Unethical Packaging strategies; 
Morrisons uses unnecessary packaging to influence customers into thinking they are getting a better deal i.e. big boxes or packages give the impression of more in a box or oddly shaped packaging makes comparisons difficult. This is unfair to the customer and is deceptive. This can easily be avoided so customers can make informed choices as well as being environmentally friendly.  
· Unethical products strategies;
As mentioned above in section 3.2, McDonalds know that their food is a major factor in childhood obesity but they still selling controversial or unhealthy foods and indirectly marketing to children. 
Morrisons sell  violent video games, they also know a high volume of violence is attributed to gun crime. This cannot be morally acceptable because it glorifies the use of guns and young people are growing up playing violent games. 
Organisations respond by claiming, customers demand these products so organisation must provide them or risk losing customers leading to a bad customer experience. 
To avoid these controversies organisations must have a strong mission statement and core values and should be the dictating force when making major decisions. 
Unethical behaviour will not always be seen by all the stakeholders. Our investigation shows that unethical behavior mainly occurs in the supply chain when B2B deals are done. Organisations need to create an ethical culture to avoid unethical conduct especially when B2B deals are conducted, this can only be achieved by employing ethical people in the decision-making units where contracts are negotiated. Figure 3 shows what organisations should be aiming for to be considered ethical.

[image: Ethical marketing fair trade principles]
Figure 3 shows what organisations need to do, to be considered ethical. (Principles, 2020)
Ethical organisations must have a positive influence on the following parts of their business;
· Ethics in Distribution includes control the organisations have in the distribution channel and decisions about whether to supply products to less profitable i.e. Morrisons opening shops in small villages where profits will be minimal and no other supplier.
· Ethics in Promotion incudes organisations promoting products that are proven to work and not targeting children and students as McDonalds does, with products that are unhealthy (De La Tore, 2018). 
· Ethics in Pricing include the following; 
Deceptive pricing is advertising a low price to attract customers then try selling a higher priced item. Asda advertised electronic products competitively, only for customers to find that the product was not available in any store or online.
· Unfair pricing when McDonalds sell burgers for 0.99p to drive out competitors, then raises the price to previous levels. 
· Price discrimination is pricing item differently for the same product based on the way customers pay i.e. how energy suppliers charge customers with prepaid meters higher rates than people with normal meters (Hockaday, 2019).
· Price fixing Is when organisations agree to set fixed prices, so customers have no choice i.e. estate agents fixed commission rates, so customers had no choice to shop for a cheaper rate (Gov.uk, 2020).
According to the codes and conducts of the AMA (2020) Marketers must uphold the honour, dignity and integrity of the marketing profession. They must also be honest in their dealings with the public, suppliers and distributers (Codes of Conduct | AMA Statement of Ethics, 2020).
[bookmark: _Toc46364420]5.0. What is Organizational Sustainability?

According to Kotler et el (2017) Ethical marketing is the foundation of sustainable marketing.
So, what is sustainable marketing? The simple answer is fulfilling current consumer needs whilst preserving future generation’s needs. Cobert and Kurucz (2007) are also of the opinion that sustainability is “keeping the business going and future proofing the business”. However, according to CIPD (2012) the organisational context of sustainability is enhancing the societal, environmental and economic systems of how the organisation operates.
Organisational sustainability refers to what businesses can do, to preserve the future of the organisation whilst also acting for the wider good of social, economic and the environmental issues outside of the organisation. This will naturally lead to sustainability by creating positive relationships with customers and protecting the environment for the future generation thus engaging in Corporate Social Responsibility (CSR).
[bookmark: _Toc46364421]5.1. Apple Inc’s Sustainable Policies.
The supplier responsibility programme also reiterates Apples commitment to social and environmental sustainability policies. Suppliers are  held responsible for breaches in company policies and encouraged to practice better environmental policies especially where harmful waste is produced. This initiative endorses their Corporate Social Responsibility (CSR) program by ensuring their suppliers are held accountable and report to local authorities about CSR (Apple Supplier Code of Conduct, 2018).
Apple know the worlds resources are diminishing, they have started to use alternative and renewable energy in their facilities. From 2016, 96% of Apple's global facilities including data centres, corporate offices and retail stores were all run via renewable energy. From 2018, 100% of Apple’s facilities are powered by renewable energy, not only are they combating this issue they are also actively helping partners do the same (Barbosa, 2017).




[bookmark: _Toc46364422]5.2.  McDonald’s Sustainability Policies.

In 2020 McDonald’s has upped its game, they have expanded and updated their core values to include not only the standard articles, but also promote ethical and sustainable policies.  
They are more sustainable by supporting charities such as keep Britain tidy and the Ronald McDonald's house foundation. All UK delivery fleet use biodiesel, half of which come from its cooking oil. Paper and card are sourced from sustainable organisations. UK branches only used milk from sourced from UK dairy farms therefore supporting UK farmers. Fish used in McDonald restaurants are from sustainable sources (Codes of Conduct | McDonald's, 2020).
The livestock used for beef products, produce methane and account for 4% of the UK's total carbon emissions. Methane is 20 times worse than carbon dioxide. McDonald's claims that it will start using livestock from verified sustainable sources. What that means and how they will achieve this is yet to be seen. (Maybe McDonalds will invent anti flatulence food for their livestock). However, many have accused McDonald's of ‘greenwashing’ a phase used by companies to manipulates its customers into believing or accepting that it is more ethical and sustainable than it is (Day, 2020). 
Recycling is a different matter, McDonalds recycles nearly 90% of packaging and almost 100% of its takeaway bags, napkins come from recycled paper (McDonald's ethical issues, 2020).
 







[bookmark: _Toc46364423]5.3.  Morrison’s Supermarket Sustainable Policies. 

According to Morrisons website the main concern of customers is how the company is looking after the environment. Many of their suppliers have energy generation in place via solar and wind power. In 2019 Morrison was the first supermarket to offer plastic free packaging for fruit and veg (Cooper, 2007). Morrisons aim is to have all its own branded packaging reusable, recyclable or compostable by 2025. They have also introduced a system where customers can bring their own containers to buy meat and fish thus saving on the packaging (Morrison, 2018).
Morrisons was one of the first supermarkets to introduce their own biodegradable paper bag while increasing the cost of plastic bags, this was to encourage people away from plastic bags (Bairstow, 2005).











[bookmark: _Toc46364424]6.0. Literature Review of Quality models and Customer Relationship Management (CRM).

According to Pryer et al (1998), ‘quality’ is achieved when any process, product, service or relationships are free from defects. Kotler et al (2017) is also of the opinion that ‘quality’ means no defects. From the above definitions we can say that quality in an organisational sense refers to a mark of excellence. The product service or the relationship should be defect free and satisfy customer needs. 
Organisations know that quality of product/service is what the customer values the most. Over the year’s quality models have become more important in the way organisations look at controlling and improving their processes and systems to achieve customer expectations and to cut costs and increase productivity. If defects can be prevented in each stage of production, this will automatically save time and cost as it will not have to be redone. 
There are many ‘quality theories’ available from renowned scholars, figure 4 shows how different scholars interpret quality. 
[image: THE COST OF QUALITY June 19, 2016
Student’s ID: 15422747 Page 3
industries with or without competition like public service...]Figure 4 shows the concepts of Quality Management (Weckenmann, Akkasoglu and Werner, 2015).

The benefits of adopting a proven quality model within an organisation include higher efficiency, less waste, improved performance all leading to reducing production costs. Also, fewer disputes, improved working environments leading to better employee satisfaction. Most importantly high-quality goods/service will be produced enhancing customer relationships eventually leading to customer loyalty.
Below we will analyse three ‘Quality models’ in figure 5 by conducting a literature review of;
· Crosby's Cost of Quality (COQ),
· Deming’s 14 Points of Quality, 
· Juran’s Quality Trilogy. 
[image: ]Figure 5 shows a comparison chart of analysed models of quality (Porter, L.J. and Rayner, P. 1992).








[bookmark: _Toc46364425]6.1.  Crosby's Cost of Quality (COQ) and Zero Defects theories.

[image: IM-22 Section A- Quality Management]Figure 6 illustrates Crosby’s 4 Absolute of Quality (Shewhart, 2015)

According to Crosby (1979) organisations should focus on customer requirements prevention of product defects. Crosby states quality is the cost of conformance to customer requirements. He also states that if the product/service is designed correctly without any defects the COQ is free because no extra costs are incurred from reworking or poor quality. The cost of doing something right first time is considered free. Crosby says that the cost of non-conformance is the cost incurred or wasted on correcting mistakes because of failure to meet customer requirements (Crosby, 1986). 
Crosby's approach to quality was to change organisational culture by emphasising prevention of defects, he stressed the importance of conformance to customer requirements with the clear aim to focus and educate employees and make them responsible for the role they undertake (Kanji, 1990).
Taylor and Pearson (1994) emphasise how Crosby’s principles should influence managers to conform to customer requirements. With the intention of changing the organisational culture.
Boaden (1997) agrees with Crosby’s 4 Absolutes in figure 6. He also states Crosby believes that organisations would rather bear the cost of failure then use resources on preventative measures and managers can be trained to achieve quality.
However, not everyone thinks the same as Crosby, as Clayton (1987) states the idea of zero defects is unsustainable and undoable, it is too rigid, and people will always make mistakes.
Zero defects will increase inspections and demoralise staff when they fail (Gaskell, 2020).
[bookmark: _Toc46364426]6.2.  Deming’s 14 Points of Quality

[image: ]Figure 5 illustrates Deming’s 14 Points of Quality (Total Quality Management Principles | ASQ, 2020).

Quality management (QM) is vital to all organisations and is the key to success, as described by Dr Edward Deming’s QM helps organisations increase quality and productivity, leading to what Deming’s describes as Total Quality Management (TQM). To this effect he proposed a 14-point framework in figure 5 to facilitate the process of change (Deming (1986). He placed great emphasis on the responsibility of management, as he believed that 94% of quality errors occur within the framework of management.  
According to Zhang (2000) implementing Deming’s 14 points help create an organizational system which increases learning, cooperation and improves systems and processes leading to fulfilment of customer requirements.
Evans (2005) is of the opinion that following Deming’s quality philosophies improves service by removing uncertainty and too much variation as these factors lead to poor quality and irregularities in employee performance.
According to the Ross and Perry (1999) organisations must adopt Deming’s 14-point strategy to be successful even if all points are not followed a few points will benefit.
Lockheed Martin, Toyota and Nissan have all adopted Deming’s points of quality. Lockheed Martin have made an annual saving of $225 million (Faber, 2019).  
A common theme amongst researchers looking into ‘quality models’ is although there are many principles and theories in attaining quality not many offer tools to maximise these points, Deming in response states that managers and organisations should choose their own methods to achieve the goals (Anderson, Rungtusanatham and Schroeder, 1994).
Deming’s Philosophy states how ‘quality’ provides competitiveness and jobs, nowadays this is considered backward thinking, because employee satisfaction and welfare need to be considered (Radziwill, 2020).
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[bookmark: _Toc46364427][image: Quality Trilogy Juran dalam pengendalian kualitas]6.3.  Juran’s Quality Trilogy.
Recognised as the father of quality management, Dr Juran developed many theories regarding ‘Quality’. Juran sees quality from achieving customer satisfaction and avoiding dissatisfaction (Witomski and Juran, 1999). He quantifies quality by the number of customer requirements incorporated from design to end user. His theories are highly popular and taught throughout the world (Smith,2011).  Quality management requires quality actions to be planned, improved and controlled (Godfrey and Juran, 1999). Here we will discuss Juran’s ‘Quality Trilogy’ consisting of 3 important parts;Figure 7 depicts Juran’s Quality Trilogy (Permana, 2018)

· Quality Planning
· Quality Control
· Quality improvements.
According to Zhang (2000) Juran’s philosophy increases revenue by reducing costs, while meeting customer requirements and empowering employee’s. 
Ross (1999) states organisations should follow Juran’s philosophy because it is best suited to a top-down strategy.  
Juran’s trilogy has saved millions of pounds for Tesco, by improving and developing their employees so quality is enhanced. (Kenyon and Sen, 2012)
Tesco improved their brand awareness by implementing Juran’s ‘Quality improvement’ philosophy (Teixeira, Lopes and Sousa, 2015).

[bookmark: _Toc46364428]6.4. Summary of Quality Models.
From the evidence gathered we have shown that organisations who adopt COQ concepts into the management styles are successful in reducing costs and improving quality. However, with so many quality models available, it’s easy to follow the wrong framework so managers must be prepared to mix and match frameworks to suit their organisational needs. 
Having analysed the three ‘quality models’ we can surmise that they all agree on the fundamental principle that ‘quality management’ is necessary for the success of any organisation.
However, the approach they take is slightly different, Crosby’s COQ, although theoretically a great idea, and prevention is important, it cannot be a realistic target because it’s impossible to achieve a 100% defect free work places. After all we learn from our mistakes. Crosby’s emphasises prevention and  zero-defect policies which can demoralise employee’s because they fear being treated like machines. Whilst Deming’s and Juran’s focus on detection and correction. 
Furthermore, whilst all the models are acceptable and stood the test of time, I believe in today’s organisations a single approach cannot be successful. Frameworks need to be updated to a blended approach of principles to include employee wellbeing and motivational strategies because employees are paramount to a successful organisation. 








[bookmark: _Toc46364429]7.0. Conclusion and Recommendations.

This report has indicated all three organisations have effective ethical and sustainability policies, they are striving to build an ethical and sustainable culture within their respected organisation. However, this investigation also indicates that due the very nature of how organisations conduct business, ethical and sustainable policies are repeatedly compromised in order to make more profits. Being ethical on face value is not sustainable because like this report and others mentioned in above have demonstrated, the truth will eventually come out. 
Having identified unethical and unsustainable issues in section 3, 4 and 5, we are now able to offer recommendations that will enhance CRM.
In my opinion, because Apple Inc and McDonald’s are massive multinational organisations and their brand is so enticing to customers, they know that they can get away with interpreting policies to suit their agenda. The public don’t really want to know about what they cannot see. I believe the adage of out of sight, out of mind applies to Apple Inc and McDonald’s. They are market leaders in their industries and believe they have enough power to overcome any criticism. However, they need to be much more transparent in the tax affairs as this is an ongoing problem that keeps on reappearing. McDonalds need to remove the extremely high calorie meals and introduce or create healthy meals. To influence customers, healthier options must be priced lower. This will go along way in how they are perceived and will enhance their CRM by bringing in a new generation of customers, who are more health conscious.
However, Morrison’s on the other hand are not a multinational organisation, they are much more vulnerable to bad publicity. They do take pride in their perception and try to deal with suppliers fairly as this is not conducive to long term sustainability in the UK market.
Competing in the UK retail market is difficult and persuading customers to spend is even harder, so value-based marketing is a strategy that Morrisons should adopt. Customers will sacrifice money if they can perceive the value of the investment. Morrisons should create value by either increasing the benefits or decreasing the sacrifice of products (Buttle and Maklan 2015). They may also want to consider value proposition strategies, to differentiate between themselves and other supermarkets.
Training for employees in CRM is vital, especially for Morrisons as these relationships will enhance sustainability whist also gaining loyal customers.
To ensure quality, management must adopt principles from quality models. Juran’s principle of ‘quality planning’ from his trilogy, can be implemented to aid suppliers and employees to meet customer needs. Whilst also embracing Deming’s 4th principle from his ‘14 points of Quality’ will ensure that long term relationships with suppliers flourish because suppliers know that if they can provide quality goods at a fair price, Morrisons will stick by them and support them.   
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industries with or without competition like public service, public education, etc.

Figure 1: Overview of concepts in quality management
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They also belleed that every employees of the organization would face many
changes i their responsibilly as wel as tasks in order lo conirbute 1o qualty
management when their company chooses fo apply TQM. Besides that, many
researchers agree that better qually cost control wil lead fo an improvemen in tota

quality as well as company's business (Khaled Omar and Murgan, 2014)
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