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Executive Summary. 
The report aims to make a more robust understanding of the meaning of customer relationship and customer journey. It will examine the different definition and make a clear understanding and how organisations can benefit by implementing strategies into their corporation. The report will examine the importance of ethical, sustainability and quality system in supermarkets. There will also be an analysis of Asda using SWOT and Porter’s Five Forces. 
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[bookmark: _Toc34961263]1.Introduction. 
Asda’s origins can be traced back far as the 1920s with just two branches, by 1980s Asda had managed to open 100 stores across the UK reaching another milestone, 1990s was the year Asda created its own clothing brand politely named George first ever by a supermarket. 2017 Asda was once again recognised for its achievement of being the lowest-priced supermarket receiving the Grocer Gold Awards (ASDA, 2018).
Tesco, Sainsbury, Morrison and smaller brands like Aldi and Lidl have reduced its market share. Asda faces challenging times from other competitors with fierce competition in the retail and grocery market. Though Asda’s previous strategy worked and helped to cement itself in the market, however, the future seems very challenging. With the uncertain future, Walmart, the parent company, has requested Asda management to commission a report and presentation on the following the benefits of engaging in ethical trading and building sustainable resources and customer relationship. The purpose of the report will be investigating the impact of customer relationship, organisations quality systems and how sustainability, ethical can be incorporated in Asda’s business model. The report see what benefits can be unearthed and make recommendations based on the findings.
[bookmark: _Toc34961264]2.Methodology. 
The method used to compile the report was from online journals, books and online news articles; no primary data was used. Mainly secondary data was sourced from Asda’s published website as well as third party websites
	
[bookmark: _Toc34961265]3.Literature Review. 
Customer experience can be observed from two angles, organisational point view (Berry al, 2002; Stuart and tax 2004) the experience a customer receives is designed and crafted by the organisation. The other angle is from a customer’s point of view (Schmitt, 2010), customers experience and interaction in a series of events in a larger ecosystem that leads to co-construction. Customer data information (CDI), when customers interact on an online purchase, the buyer also gives away some data, this is captured by the firms to mine and cultivate for marketing purpose (Lemon and Verhoef, 2016).
Butler (2017) wrote in the Guardian newspaper “Asda is named worst supermarket in treatment of suppliers” Asda unethical behaviour has not gone down well with, consumers, staffs and the government. Hunt, (2018) listed five unethical companies, companies scored poorly; failing to meet the standards in human rights, animal rights and environmental issues. Two of these company was Asda/Walmart scored 0/20 and Tesco scored 1/20, both companies are facing challenges to abide by rules and regulation.
Kotler et al, (2017) said ethical marketing had become the cornerstone of sustainability marketing, and it is about doing the right thing. According to Buntak, Adelsberger and Nad, (2012) quality have become a tactical goal for the most organisation in the modern economy, customer satisfaction and ensuring a very high standard and quality in products at a reasonable price. Coffey (2019) reported how the smaller supermarkets like Marks and Spencer, Waitrose and online Ocado are scoring high customer satisfaction; in comparison, larger brands have to see a decline in customer satisfaction.


[bookmark: _Toc34961266]4.Defining Customer Experience. 
Customer experience can be observed from two angles, organisational point view ( Berry al, 2002; Stuart and tax 2004) the experience a customer receives is designed and crafted by the organisation, it is the customer who will decide whether the product has any value or use that is being offered from the firm. The other angle is from a customer’s point of view ( Schmitt, 2010), customers experience and interaction in a series of events in a larger ecosystem that leads to co-construction, this is when a product or service is co-created where consumers play a central role (Chandler and Lusch, 2015), for example, changes can be made to products and services through customer feedback and research, this is a business strategy focusing on customer experience is an interactive relationship that allows greater participation to generate a value-rich experience. Customers experience is also multidimensional; these are a subjective response involves cognitive, emotional, behavioural, sensorial, and social components; such as brands or technology. We are unique and our behaviour may differ from one another, for example. Many women love diamonds others do not care they may like technologies like X-Box or cars like Ferraris may evoke behaviour of excitement; colours like red/yellow commonly used in the food industry to stimulate our brains (Brown, 2017). Customers touchpoints are another experience, and contacts are made between the firm's product and the consumers direct or indirect, this is done through the internet, leaflets, TV advert, word of mouth and mobile to improve customer loyalty and sales. Customer data information (CDI), when customers interact on an online purchase, the buyer also gives away some data, this is captured by the firms to mine and cultivate for marketing purpose (refer to appendix 2) (Lemon and Verhoef, 2016).
[bookmark: _Toc34961267]The Process Model for Customer Journey and Experience.
[image: ]
Figure 1.source (Lemon, K. and Verhoef, P. 2016, p 75).

[bookmark: _Toc34961268]4.1 Customer Relationship Management (CRM).
Customer Relationship Management (CRM) is an organisational tactic to tie information technology with marketing strategy. Customer relationship management is a widely used approach for managing and fostering the company’s relationship with its clients to achieve greater sales. This may include using technology to organize and mining data for the sole principle of achieving new clients and more revenues, this is known as bottom-up approach (Ellis, 2011). The same information may also be used for the purpose of promotional, customer service and support (Zamil, 2011). Another approach taken by firms is to retain the most profitable customers; this is called the top-down view (Ellis, 2011). (CRM) also known as (continuous relationship marketing, customer relationship marketing, customer relationship management) as stated by Armstrong et al, (2017). 

[bookmark: _Toc34961269]4.2 Customer Experience Management.
Customer experience management (CEM) on the other hand is different from Customer Relationship Management (CRM), (CEM) as it catches immediate response to the encounter with the firm; for example, when a consumer searching for an item to buy on Google or eBay, a minute later you are bombarded with adverts similar to your automated search; this is an immediate response to the information the consumer has typed in. However, the end goal is similar to consumer relationship management as its purpose is to create recurring sales. This method is commonly used by Facebook, Google, Twitter.
[bookmark: _Toc34961270]The Difference Between Customer Experience Management (CEM) versus Customer Relationship Management (CRM).
[image: Image result for cem and crm]
Table 1. source from: (Zelenka, 2017). 

[bookmark: _Toc34961271]5.Ethical issues faced by Supermarkets.
[bookmark: _Hlk34941783]In today's global environment, the term ethical has become synonymous with business, ethical meaning according to Cambridge Dictionary (2020) “relating to beliefs about what is morally right and wrong” so what does is it imply in the business world. For example, previous cases highlighted that Asda and its owner Walmart face several accusations of employee discrimination. An estimated 15,000 employees in 2019 took Asda to the Supreme Court over equal pay. Asda/Walmart even sold products linked to animals’ rights issues, Asda was even caught evading tax in 2019 by holding companies located in Luxembourg (Ethical Consumer, 2020). Butler (2017) wrote in the Guardian newspaper “Asda is named worst supermarket in treatment of suppliers” Asda unethical behaviour has not gone down well with, consumers, staffs and the government. 
Tesco, the rival company, is one of the major retail company in the UK, a global player, it too was found in violating labours laws. In an investigation conducted by Guardian newspaper found Tesco, Marks and Spencer and Mothercare bought clothing for Comic Relief sourced from a factory in Bangladesh that paid its employees 35p an hour in a 16-hour shift producing T-shirt to be sold at £19.40. Mainly female employees worked in harsh condition experiencing verbal abuse and harassment (Murphy, 2019). Food wasting by supermarkets has been a highlighted concern recently in the UK. The concern on the environmental effects on landfills while as families who live below the poverty lines unable to buy food that can be redistributed and put to use. However, Tesco has made significant leap in reversing this food wastage trend by donating, colleague shops and recycling through animal feed (Tesco PLC, 2020). 
[bookmark: _Toc34961272]5.1 Unethical behaviour and practices in business.
Unethical behaviour of a company is an action that does not conform to the standards of acceptable behaviour of a company’s operation, and this could be an individual within a company or the whole corporation from top-down. These results can affect and hurt society, but what is essential to understand unethical does not mean it is illegal or legal. 
[bookmark: _Toc34961273]5.2 Ethical marketing in business.
Ethical marketing means when a corporation markets its product and services intending to benefit customers and the wellbeing of society and being aware of the safety of the environment. This will include honest advertising, being honest and trustworthy. Hunt, (2018) listed five unethical companies, companies scored poorly; failing to meet the standards in human rights, animal rights and environmental issues. Two of these company was Asda/Walmart scored 0/20 and Tesco scored 1/20, both companies are facing challenges to abide by rules and regulation.
[bookmark: _Toc34961274]Difference between ethical and unethical behaviour in business practices, please refer to appendix 4.

[bookmark: _Toc34961275]Estimated mood Waste from Major supermarkets in the United Kingdom (UK) 2016.
[image: Image result for supermarket food waste uk grapgh]
Figure 2. source (Statista, 2020)
The graph above (figure 2) shows from 2016 the top three supermarkets in the UK generate the most food waste in by tonnes, as listed from above Tesco, Sainsbury’s, Asda and Iceland with the lowest.









[bookmark: _Toc34961276]The UK-2018/19 food waste by category
[image: ]
Figure 3. source (Tesco PLC, 2020).
44,297 tonnes of food was wasted between 2018/19 this represents 0.45% of Tesco’s sales, this was a decrease of 17% in comparison previous year’s 8%.



	



[bookmark: _Toc34961277]Rise in Ethical Sales in the UK.

[image: Image result for which is most ethical supermarket in the uk graphs]
Figure 4 source: (GOV.UK, 2020).
[bookmark: _Hlk34942934]The ethical growth sale has exceeded even though there has been an economic decline. The above graph represents the sale from the year 2000-2015, though there was a downtrend on 2008 for organic, still, the organic sector is rising; Fairtrade, vegetarian meat alternatives, Rainforest Alliance all have seen an increase in sales (GOV.UK, 2020). The graph represents a gradual change in consumers shopping and behaviour.

[bookmark: _Toc34961278]6. Sustainability issues faced by Supermarkets.
Sustainability and ethical have a close relationship when it comes to business. An organisation may introduce sustainability for one or more reasons; it can be personal, political or just a love for the environment (Lashley, 2016). Sustainable business practice can translate into an organisational mission, goals and objectives, and this can be achieved through ethical business and marketing. Kotler et al, (2017) said ethical marketing had become the cornerstone of sustainability marketing, and it is about doing the right thing.
[bookmark: _Toc34961279]6.1 Sustainability Retailing (SR). 
Research is done to see the consumers behaviour towards food waste in Asda. The outcome was to see if Asda could reduce food wastage through social media and advertising. The campaign managed to lower food wastage, and this has lowered the negative impact on the environment; the idea was what can be cultured from this and how sustainable marketing can be deployed from the results. They found that consumers were very aware of sustainability and the behaviour of large corporations, and was influenced by Sustainable Retailing (Young et al., 2017). Asda and other retailers are aware that the new generation like Greta Thunberg, the teenager who highlights the way business is done, harming the planet (BBC News, 2020). Asda with other organisations to realise this as this could harm future trade and sales by ignoring climate change, using plastics and other issues like palm oil which causes deforestation. Organisations can engage and change and add value to their brand well as meeting the challenges of climate change, energy security, water crises and the health of the consumers and gain influence and financial reward (Jones, Hillier and Comfort, 2012). 
[bookmark: _Toc34961280]6.2 Growth in Organic Food and Renewable Energy. 
Hall, (2007) wrote, the latest trend now seems to be renewable, eco-friendly and organic food, consumers make choices-based information and education they receive about the benefits of healthy food and using renewable energy. Food brand labelled with Fairtrade and Organic has seen a thirty per cent rise in sales in Tesco, consumers feel empowered by giving something back to society supporting brands that help other, for example, save the children credit card. There seems to be an ethical opportunity for supermarkets as consumers are much aware of the products they buy or use. Since 2007 the supermarket has seen steady growth in this area. 

[bookmark: _Toc34961281]7. Quality System and Models.
According to Buntak, Adelsberger and Nad, (2012) quality have become a tactical goal for the most organisation in the modern economy, customer satisfaction and ensuring a very high standard and quality in products at a reasonable price. The early pioneers, the Japanese economy is an excellent example of this. With its quality approach to business, the Japanese economy has surpassed most western countries using quality control. Quality has become a priority strategic goal for most contemporary organisations in achieving competitive advantage. The quality of a product can be defined as durability, after-sales service, maintenance, quality of packaging, and how it is delivered. Asda, Tesco, Sainsbury’s and Morrison’s have seen themselves in the daily newspaper with products being recalled due to health risk (Leaver, 2019). Though not very significant; however, this can bring Asda’s quality control into questioning and can be damaging to reputation. 
[bookmark: _Toc34961282]Ishikawa Diagram
[image: ]
Figure 5: source (Six Sigma Daily, 2020).
The Ishikawa is also known as the Fishbone Diagram or cause, and Kaoru Ishikawa devised the cause and effect diagram; (figure 4) the above diagram in the 1960s. Its original purpose was to improve quality by identifying the root cause of a problem, and it gives a graphical interpretation of the problem. The tool is used to prevent defect and identify the reasons behind the problem. For example, the problem could l be long waiting time at Asda customer service. The primary cause could be slow equipment like the computer, or the process of dealing with the problem is incorrect. It could be the management is never there. There could be secondary problems, untrained people or staff are causing the problem. The Ishikawa is a flexible brainstorming tool that can be easily applied in different sectors of the business to identify the root cause of problems (Coccia, 2017). For example, employees can brainstorm to see where the problem; (equipment), is the water too hot coming from the equipment, (people) inadequate training of staffs or just bad (materials) like coffee.
[bookmark: _Toc34961283]7.1 Deming’s theories of quality.
William Edwards Deming believed problems are systemic, and he describes the problem can spread throughout effecting a group instead of being a localised issue. He also believed it was the management’s duty to resolve these issues so that employees can perform their task more effectively. The proposed theory would improve higher quality, reduce cost, fewer mistakes and better time management by analysing the cause of the problem than fixing the issue immediately. 

[bookmark: _Toc34961284]Deming's Plan-Do-Check-Act or (PDCA) cycle.
[image: Image result for deming cycle model]
Figure 6 source: (Tribal Evaluation Institute, 2016). 
Deming's Plan-Do-Check-Act or (PDCA) cycle, also known as Shewhart Cycle, was another continuous approach to 4 stages of improving quality; implementing this method was a more practical approach. This approach meant observing and doing the task, the temporary task would be tackled immediately, and permanent tasks would require investigating and removing the root cause. The Japanese used this method to great results in improving quality and giving a better warranty on products in the car industry (Jagtap and Teli, 2015). Asda would greatly benefit from improving from utilising Deming’s (PDCA) this would enhance Total Quality Management control, especially in Asda's manufacturing side. For example, Asda’s bakery where it can be used to monitor the quality of production. From adding the ingredients to making the dough and then baking the bread then rectify any defects, useful tool using the above principle from step 1-9.
[bookmark: _Toc34961285]Deming’s 14 points for total quality management (TQM).
[image: Image result for Deming’s theories of quality]
[bookmark: _Hlk34828386]		Figure 7 source: (ASQ, 2020).
Above diagram gives an illustration on Quality Management, the 14 points are the key fundamentals to succeeding in Total Quality Management (TQM). The above 14 principles will help a company enhance quality and productivity (Neyestani, 2017).
[bookmark: _Toc34961286]Examples of Deming’s Principle.
· Having on the job training to improve the knowledge skills of employees will improve quality and enhance turnover-number-6.
· Involve all employees in the organisational transformation and goals, and this will give employees a sense of direction-14.
· Having skilled leaders in workplace implementing the quality improvement is a must, setting goals and figure to be meat-7 (Neyestani, 2017)





[bookmark: _Toc34961287]Juran’s Trilogy.


Figure 8 (own construct)

[bookmark: _Toc34961288]7.2 Juran’s Theories of Quality.
[bookmark: _Hlk34867093]Dr Joseph M Juran was another guru after Deming’s, and his work focused on the theory of management quality. He took more of a managerial approach to quality; Juran’s career started working for Western Electric from there he departed to Japan. His works mostly emphasised on the managerial approach known as Juran’s Trilogy (Quality Planning-Quality Control-Quality Improvement) (Neyestani, 2017).
[bookmark: _Toc34961289]Juran’s 10 steps to Quality Improvement.
1. Build awareness of the opportunity to improve.
2. Set goals for improvement.
3. Organise to reach goals.
4. Provide training.
5. Carryout projects to solve problems.
6. Report progress.
7. Give recognition.
8. Communicate results.
9. Keep score.
10. Maintain momentum.
[bookmark: _Toc34961290]Juran's Trilogy
[image: Image result for what is Jurans trilogy]
Figure 9 source: (Papak, 2012). 

Juran also believed in Total Quality Management (TQM) was the essence of success; he believed services and quality had a close bonding with customer satisfaction. He then created the ten-step quality improvement for customer satisfaction (Neyestani, 2017). This is an excellent tool for Asda managers to work, can be used effectively in the manufacturing of products within Asda’s baker, customer service and sale staff to do quality control. Figure 9 gives the complete illustration on how to implement effectively Quality planning, Quality Control and Quality Improvement.

[bookmark: _Toc34961291]8. SWOT analysis.
[bookmark: _Toc34961292] SWOT analysis on Asda.

Figure 10 (own construct).

SWOT examines the internal strengths and weakness as well as external opportunities and threats in an organisation business environment. The SWOT aims to use knowledge and information about the company and compile insights to formulate a business strategy (Sammut-Bonnici and Galea, 2015). For a complete SWOT analysis of Asda, please refer to (Appendix 1).


[bookmark: _Toc34961293]9. Porters Five Forces.

[bookmark: _Toc34961294]Analysing Asda with Porter’s Five Forces.
[image: ]
Figure 11 source: (B2U Business to you. 2020). 

Porters Five Forces were created in 1979 by Michael E Porter, a simple framework designed to analyse the competitive advantage within the sector it operates. Porter’s Five Forces (threat of new entrants, bargaining power of buyer’s, threat of substitute product, bargaining powers of suppliers and rivalry among existing competitors). The aim is to see what advantages a company has and what the competitors have using the above five forces (Bruijl, 2018). A complete analysis has been done on Asda using the above diagram; please refer to (Appendix 3).






[bookmark: _Toc34961295]Asda’s and its Competitors Current Business Strategy.

[bookmark: _Toc34961296]10. Tesco’s current method of Customer Retention.
Steiner (2012) reported in the Daily Mail newspaper revealed how Tesco uses Clubcard to collect information to improve customer experience. It targets customers based on their wealth or the ability to pay, and this marketing strategy has been successful for several years as customers feel they are getting value for money while as collecting points that can be redeemed as money. Tesco gains by retaining its customers; however, recent years, this has seen a decline in customers returning (Berry et al, 2002; Stuart and Tax, 2004).
[bookmark: _Toc34961297]10.2 Asda’s current method of Customer Retention.
Recently consumers have seen price war between the big retailers, and smaller players have like Lidl and Aldi have taken a large proportion of the grocery market. Asda had to reduce its pricing as it was losing many of its loyal customers; the reaction was a rise of 1.8% in the three months to the end of June 2017 (Butler, 2017). 
[bookmark: _Toc34961298]10.3 Asda is putting customers first in communications.
Andy Murray, Asda’s Chief Customer Officer, explains how communication is changing how business is done nowadays. He went onto say, doing business with the customer in mind is fundamental in improving the retail industry improving marketing that offers real solutions for buyers. Asda will now focus on customer needs by providing a wide range of products by engaging and build trust with the consumer. Asda idea is to transform the existing ecosystem and engage with the customer in a different way than the way is done today (Asda, 2018).
[bookmark: _Toc34961299]10.4 Asda refocuses on price and Customer Experience following failed Sainsbury’s merger.
Asda plans to accelerate its position and invest in new technology to deliver better experience and growth after the failed merger with Sainsbury. Asda will focus on price deliver growth and consistent customer experience where customer cares most. While Asda ranks 25.5 below Aldi 52.7 and Lidl 47 it does better than Sainsbury ranks 9.6, but Sainsbury does better on quality, customer satisfaction and impression (Hammett, 2019).


[bookmark: _Toc34961300]Asda’s Future Plan and Strategy.
[bookmark: _Toc34961301]11. Asda is Focusing on Customer Relationships.
Customer relationship is an ongoing affiliation between a firm and its customer, and this affiliation is based upon technical service, after-sales support, promotional and customer service. For the firm and the customer to benefit, it is essential for the growth of friendship and effective communication is vital. An organisation must approach and listen to its customers and resolve complaints, and this should be done by encouraging the training of new employees on how to deal with customer service and complaints. 
Building a good honest relationship with the consumer should be encouraged as a long-term strategy. This strategic business relationship will serve the long-term needs and goals of the firm. The goal and attention should set on the needs of the buyer with continues evaluation and providing service and products which serves value to the customer. The likely positive outcome from this approach will be a value-driven friendship between the firm and consumer. Dissatisfied the customer will hit the revenues of the firm; the needs of the customer should be focal and should be encouraged for repeat business building trust and 
[bookmark: _Toc34961302]11.1 Asda is Focusing on customer value.
Value-in-exchange can be defined as when something in value that is exchanged against something that has also had value, for example, when a consumer purchases a good that has valued another form of value is used as money to complete that transaction. Value-in-use is when the consumer uses the product or service bought only, and then the product has any value. Asda’s needs to focus on customer value, and this can be done by improving customer service, honouring warranties using call centres effectively. Asda has the power to create value, creating a better value proposition; this will make the customer feel more empowered and get better customer retention. By resolving issues quickly and professionally; use techniques like (RAVE, respect, appreciate, value, everyone), this is an opportunity to connect to the customer create a better business reputation. Coffey (2019) reported how the smaller supermarkets like Marks and Spencer, Waitrose and online Ocado are scoring high customer satisfaction; in comparison, larger brands have to see a decline in customer satisfaction.
[bookmark: _Toc34961303]11.2 Investing more in Sustainability and Ethical.
Asda needs to invest more sustainability in winning back the heart minds of its loyal customers. As more sustainable retailers appear on online shop well as the high street, it would be advisable to invest now than later. Sustainable Retailing (SR) is faster than ever, turning a problem into an opportunity and fulfilling ethical and social needs.
[bookmark: _Toc34961304]11.3 Examples of Sustainable/Ethical investing.
· Make sustainability part of the company’s business strategy, and this will create momentum. 
· Training and teaching employees about sustainability will help employees generate ideas.
· Work and source product from sustainable companies; this will make the company stand out.
· Create a recycling programme for collecting plastic bottles, used batteries, used glass, paper and electrical goods.
· Purchase products that are energy efficient that is registered with EPEAT (Green Electronics Council, 2020).
· Offer consumers more energy-efficient products like washing machine, fridge, freezers, microwaves and TV.
· Give a broader choice on organic products like eggs, fruits, vegetables, oil, milk, chicken and fish. 
· Make a clear size of products and avoiding using deceptive packing.
· Only source clothing and products from factories that abide by proper labour laws.
· Avoid price-fixing, and deceptive pricing strive to be truthful. 
· Provide more food healthy products on shelves, like the sugar-free product and low carbohydrate food. 
[bookmark: _Toc34961305]Mapping Ethics and Morality in Business Practice.
[image: ]
Table 3. sourced from (Lashley, 2016, p. 2).

[bookmark: _Toc34961306]12. Customer Service and Satisfaction.
[bookmark: _Toc34961307]Composite Loyalty Index
[image: ]
Figure 12 source: (Market Force Information, 2016). 
In a study by Market Force Information (2016)  Customer Experience Management revealed the UK’s top supermarket in customer satisfaction. Surprisingly, Waitrose at the top and Aldi taking second place; shocking news was Tesco and Asda was at the bottom. 
[bookmark: _Toc34961308]Asda Customer Satisfaction Survey against Rivalry.
[image: ]
Figure 13 source: (Market Force Information, 2016). 
The research was based on five above criteria (cashier courtesy, store cleanliness, find items wanted, checkout speed, item availability and special department service. Asda the scored the worst, and second place was Tesco and Sainsbury third. 



[bookmark: _Toc34961309]13. Benefits and impact of Engaging and Drawbacks.
Relationship between a firm and its customers is a commercial opportunity; this relationship can be strengthened through various touchpoint. Using the latest innovations like mobile phones, social media and tablets, firms can now engage with their consumers and further by creating a better experience. Customer engagement starts from the pre-purchase to post-purchase; the customer journey starts with several touchpoints. For example, Asda may have posted an advert for a new widescreen TV for sale on the social media website. Then the consumer may purchase the product online giving part of his/her data, following day the item is shipped to the local Asda where the text message arrives for the item to be collected. Asda also offers extended warrantee to be added if desired; at the same time, Asda may phone and ask about ask questions about the purchase experience of the product. All this is customer engagement using technologies and making a good purchasing experience. However, the experience does not stop there, and it is about customer retention and repeat sales; service, warranty and customer care are also the key essential part of the journey. The significant benefits are customer satisfaction, and the firms will have better turnover and a positive impact on sales. The drawbacks to any business alteration are the cost relating to changes, and this can be investing in new technologies and training cost of staffs. Doing nothing could mean losing the business to the competitors (Venkatesan, 2017).

[bookmark: _Toc34961310]14. Key findings in the report.
· Finding in the report suggests Asda has lost many of its clients to smaller rivals due to high prices it charged in the past.
· Asda and its owner Walmart face several accusations of employee discrimination this has created a bad reputation midst the public.
· Concern on the environmental effects on landfills, Asda must do more to recycle unused food.
·  Porter’s Five Forces reveals that online retailers are growing at a faster rate, Asda needs to take this opportunity to expand on the internet,
· Asda needs to recreate its public image by being a business model based on an ethical approach; example, be more transparent, unambiguous labelling, remove deceptive packaging.
· The ethical growth sale has exceeded even though there has been an economic decline, Asda needs more ethical and organic products on the shelves, or Asda will miss out on a crucial part of the revenues and growth, please refer to figure 4.
· Sustainability and ethical have a close relationship when it comes to business, Sustainable Retailing (SR) is a new way of doing business; many consumers are very environmentally conscience when it comes to shopping, please refer to part 6.1 of the report.
· Part 12 of the report uncovers how dissatisfied customers are with Asda’s service and quality.
· Asda needs to incorporate ethical and sustainability in its business goals and vision to motivate its employees. 


[bookmark: _Toc34961311]15. Conclusion and Recommendations.
To summarise what has been written in this report, customer experience an interactive relationship that allows greater participation to generate a value-rich experience. These experiences can be captured using technologies and cultivated for marketing. Customer Relationship Management is a tactic to tie information technology and marketing strategy. Many supermarkets are facing a new dilemma; ethical and sustainability have changed the way people are doing business in this changing environment. The quality models have also previously upgraded much of the products we use today and will continue to advance our service and satisfaction in future. 
[bookmark: _GoBack]Recommendation based on the research, some of the critical findings in the report suggest Asda has lost many of its customers to smaller rivals because of high pricing. The recommendation to Asda would be to have a better price matching structure. Asda has also faced many accusations of employee discrimination and tax evasion. Asda needs to be a transparent and clear mandate on how it wants to business in the future. Asda also needs to take the opportunity to make ethical and sustainability as a business prospect. Asda also needs to make changes to how it labels products and to avoid deceptive packaging. More can be done to recycle used oil and food wastage; good quality food can be sent to homeless shelter while oil can be sent to recycling centres. The report confirms the customers are unhappy with customer service and food quality; this can be done by implementing the quality models like Ishikawa, Deming's 14 points model with an effective reporting system with data collection rectify any faults. Asda needs to reconnect with the customer’s by recreating a new ecosystem, and the old system needs to be updated; using update technology is vital to connect with consumers. Amazon is a key example of using technology to engage with its customers. And finally, Asda needs to look at its service and warranties many companies like Argos can give better delivery service and money-back guarantees while Asda is can’t, a closer investigation is needed.
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[bookmark: _Toc34961314]Appendix 1. SWOT analysis on Asda.
	
STRENGHT-INTERNAL FACTORS


	
· Asda’s is a well-recognised brand with a good reputation with its consumer’s.
· Asda is backed and owned by Walmart, the world’s biggest retailer giving it credibility and strength.
· Asda has a total of 646 retail unit in the UK (Statista, 2020) many have car parks and petrol stations.
· Asda has a very diverse range of products and services for the customers, and not all supermarkets can match the range.
· In the last decade, Asda has reduced carbon footprint by 38%, 85 million carrier bags removed, and 50% reduction on food waste (Asda, 2020).
· Asda has access to robust marketing and media campaign strategy. 
· Asda’s other key strengths are its diverse business and operate, mobile phone service, financial services, pharmacy, delivery, optician, service and Insurance service.
· Asda has excellent products and services at low prices without compromising quality.
· Asda has a strong team with historical knowledge and experience in the market it operates. 


	
WEAKNESS-INTERNAL FACTORS


	
· The rivals have more retail trading unit, Tesco has 2653 stores, and Sainsbury has 1412 stores (Statista, 2020).
· Need to be more committed to environmental and sustainability product.
· Rivals like Tesco, Sainsbury and Morrison all have similar business strategy giving the consumer more choice and driving down prices of service and products.
· Need to concentrate on the quality of fresh fruit and vegetable as other competitors are being praised for their high standard on food.

	
OPPORTUNITY-EXTERNAL FACTORS


	
· Asda is taking the opportunity to become 100% recyclable packaging by 2025.
· Asda to take environmental and sustainability issues and turn it into a business strategy, for example, tell consumers Asda is seeking to be carbon-neutral, set goals and dates and make it part of business strategy. 
· Asda needs to concentrate on the use of social media to engage with customers giving more customer experience.
· More people are shopping online as consumers are accessing products online, Asda has a chance to exploit the online shopping experience by providing more online platforms (Murphy 2018).

	
THREAT-EXTERNAL FACTORS


	
· Asda has a minimal presence in the international market, while rival Tesco, Aldi and Lidl have a more significant presence.
· Smaller companies, like Aldi and Lidl, have taken much clientele.
· A price war between giant supermarket has reduced profits.
· Government and environmentalist are pressuring supermarket to become more sustainable and ethical.
· Constant change on food laws, labelling and health and safety, is another threat.
· Slow trade and sales due to recession, Brexit, weak government and political rivalry all affecting business.
· The emergence of online retailers like Ocado, Hello Fresh and Abel and Cole and smaller retailer like Aldi and Lidl all are a threat (Sammut-Bonnici and Galea, 2015).
· Recent years Asda has been suffering from negative coverage about the way it trades unethically. 	

	SWOT ANALYSIS SUMMARY.


	· Asda has a very diverse range of products and services for the customers, and not all supermarkets can match the range.
· In the last decade, Asda has reduced carbon footprint by 38%, 85 million carrier bags removed, and 50% reduction on food waste (Asda, 2020).
· Asda needs a stronger presence in online shopping, as smaller players like Ocado, Hello Fresh and Abel and Cole and smaller retailer like Aldi and Lidl.
· Asda needs to invest more on sustainability, and ethical products as the market are growing gradually (refer to figure 4).
· Asda has suffered negative views in the press, need to change people views about Asda.




[bookmark: _Toc34961315]Appendix 2. Sample of Data Collection used by Firms.
	Name and address
	S. Khan
42 Gladys Road
Haymills B262BX BIRMINGHAM

	Telephone numbers
	07940555222

	Email address
	syedkahn4u@yahoo.co.uk

	Gender
	Male 

	Religion
	Muslim

	Your interest/hobbies
	Football/books/films/Indian food etc.

	Vegetarian or non-vegetarian
	Non-vegetarian

	Purchases history
	Data is stored on regular products purchased, clothes, baby product and cosmetics etc. 











[bookmark: _Toc34961316]Appendix 3. Porters five forces an examination of competition and rivalry in the supermarket sector.
	The threat of a new entrants.
	· Barriers to entry: it is challenging for new entrants to match Asda’s size, and other supermarkets that have established themselves, as the money required will be out of reach for most businesspeople; hence, the barrier to entry is high. 
· Economies of scale: within the supermarket sector, product differential is the key to success and survival; many new entrants would find this problematic as this would require considerable cash capital. Larger supermarkets also focus on media campaigns, a lot of cash capital is required on advertising and customer service, using all the above factors; this makes new entrants a weak contender. 
· Brand loyalty: customers are generally loyal to Asda’s products and services, Asda provides a variety of products, suppling different ethnic groups, well as pricing and maintain products-based earning.
· Capital requirements: cost and capital are high for new entrants due to the research and development plan as the scale of the project is enormous; and new entrants will find it difficult to get financial backing. For that reason, new entrants are considered weak.
· Cumulative experience: all the well-known brand Asda, Morrison, Tesco, Sainsbury have accumulated years of knowledge experience that has cemented them in the industry; for that reason, new entrants are considered a weak force.
· Government policies: within the industry, the laws, licensing and the legal requirement are strict to set up a supermarket; and this makes new entrants weak.
· Access to distribution channels: access to distribution channels is easy for newcomers as few supermarkets are operating it is easy to get access to products to put on the shelves. 
· Switching cost: Asda’s also has cost advantages as it can buy products in vast bulk at a lower price, changing cost for costumers are high; a threat of a new entry is weak.


	Bargaining power of suppliers. 

	· Number and size of suppliers: number and size of suppliers in the supermarket sector are very high, and this makes the bargaining power of the supplier very weak.
· The uniqueness of each supplier’s product: the product the suppliers provide is very standardised across the sector; this allows Asda to bargain more efficiently and makes supplier power weak.
· Focal company’s ability to substitute: the sector that Asda operates is significant for suppliers; this ties suppliers to the supermarket's industry, meaning the supplier must provide the very best price for its survival; this makes supplier power weak.

	Bargaining power of buyers.

	· The number of customers: buyers do have strong bargaining power, due to other supermarkets and large customer base in the sector can switch to other supermarkets like Tesco, Morrison, Sainsbury and Co-op. For that reason, buyers do have the bargaining power to change. 
· Product differential against competitors: Asda does have extensive product differentials like Halal product, vegan product, Gluten section and the world of food, which makes switching more difficult for some customers, for that reason buyer’s bargaining power is weak. 
· Asda also stocks products on shelves based on the ethnic groups living in the surrounding area, which makes switching difficult for some smaller racial groups; this can weaken the bargaining power of the buyers.
· Price sensitive: some shoppers buy products regularly based on brands and quality, and these consumers are less price-sensitive, this makes buyer’s bargaining power a weak force.
· Buyers ability to switch: some shoppers are living below the national income level, Asda has introduced a different pricing structure for different income level, like smart price and discounts on products with a short date. Due to customer low-income level, consumers are unable to switch quickly; and therefore, bargaining power is weak.

	The threat of substitute products or services.
	· The number of substitute product: smaller companies are operating in the same sector offer sub-standard product and services, lIke Aldi and Lidl; however, these companies cannot provide diverse quality product and services like the bigger players, so the threat of a substitute is low.
· Buyer propensity of substitute: Asda has competitive pricing without compromising quality, and it can offer high-level services, branded products and quality against its rivals under one roof. The tendency for customers to loyal is strong based on brand and services; for that reason, threat of substitute is considered weak.
· Perceived level of product differential: Asda provides unique products not available to other supermarkets, Asian food and vegetable, African product, individual dietary products for athletes, Atkin’s diet, gluten-free and halal food. Due to the vast range of products, it is tough for most competitors to replicate such a broad product range. The buyers are less likely to switch, and the threat of a substitute is low.
· Switching cost: customers are less likely to change Asda make frequent changes to product and services based on research and customer’s needs. Asda provides specialised products and services to ensure customers do not switch; for that reason, the substitute is weak.

	Rivalry among existing competitors.
	· The number of competitors: few competitors in the supermarket industry; this means firms do have room for growth; therefore, the rivalry will be a weaker force.
· Diversity of competitors: Only a handful of supermarkets operate in a similar sector; this means the supermarket is continually engaging to gain more market share; this makes rivalry among firms a strong force.
· Industry concentration: the industry in which Asda operates is large and not very concentrated, which means that supermarket rivalry is expected to be a weak force.
· Industry growth: the initial cost of entering the supermarket sector is high, and companies will reduce the price to capture a more substantial portion of the market. This will make rivalry among the existing firms a stronger force.
· Quality differences: Asda sells products at high quality specialising to different diets and culture based on earnings; this makes it very difficult for competitors to duplicate its business model.
· Brand loyalty: Asda spends a lot on brand loyalty; the advertising campaign keeps customers loyal. Asda has cemented itself over the years as a reliable, recognised brand with quality and service; for that reason, rivalry from competitors is considered weak.
· Barriers to exit: due to the setup cost in the retail sector withdrawing the supermarket sector is tough, so companies continue to operate even at low revenues; this makes rivalry a strong force among this business.
· Switching cost: Asda rivalry to maintain its customer base against other competitors means reducing and price matching. This makes customers reluctant to leave; this has made rivalry a strong force (Bruijl, 2018).

	Porter’s Five Forces analysis summary.
	· Asda’s key strength is quality and product differentiating; this makes it harder for competitors to copy as it is a broad range.
· Asda’s diverse food and diet bring in customers from different background; its halal, gluten-free, African and Chinese selection all help bring in diverse customers, this makes products unique and makes shifting to another competitor for substitute harder.
· Asda invests large sums of money on market research; the objective is to see what the customer desires and that customers get benefits from the service and products.
· Asda also provides reliable service, delivery, insurance, optician, pharmacy, credit card and loans; these broad ranges of product and service makes it harder for buyers to switch.
· Asda has a pricing structure to rival the smaller supermarkets like Lidl and Aldi. 






[bookmark: _Toc34961317]Appendix 4. Difference between ethical and unethical behaviour in business practices.
	Ethical
	Unethical

	· Making sure the size and contents are not deceptive. The customer receives what they pay for.
	· Price fixing is an agreement between several businesses in the same sector to buy and sell product and services at a fixed price.

	· Manage wastes by using more recyclable products like eco-friendly plastics and paper.
	· Buying textile goods from countries that exploit children or slave labour.

	· Pay a living wage to employees and adhere to government laws regulation, do not discriminate on sex, colour or religion. 
	· Paying wages deliberately below the national government wage, this causes employees to rely on food banks and social funds.

	· Respect different culture, religion and promote equality and diversity.
	· Treating employees differently based on colour, religion, gender and sexuality.

	· Buying poultry from reputable farmers who treat and respectably care for livestock.
	· Paying higher wages to male employees and lower wages to females.

	· Sourcing more products from organic, Fairtrade, environmentally friendly products.
	· Depositing money in foreign accounts to avoid tax.

	· Recycling and distributing useful products like leftover food products to reduce waste. 
	· Wasting food produce while these can be redistributed to the low-income families.
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elful because they show a number of different options for
business operators. These options display varying degrees of
commitment to doing good, or avoiding doing harm

Social development and caring

Organisations committed to taking action that improves the
social, economic, cultural or environmental conditions of
a community or society are showing commitment to social
development. Resorts located in an otherwise deprived
country, or region who then contribute to say educational
development, or to arts and recreational facilities for the
community are examples of actions that are concerned with
social development. Clearly, there are potential public relations
benefits to such acts because the organisation is seen to be
contributing something more than that needed to exploit
a business opportunity. In some circumstances there can be
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evidence of altruism and acting in the interests of a collective
good. Hotels and resorts may, in principal, be competitors but
they may cooperate for long-term benefit of the community of
providers. Some organisations do not join, and others join and
then resign, perhaps for selfish and self-interested reasons.
Other examples of reciprocity might involve resort developers
working closely with other tourism attractions in a destination
to promote a common destination profile. Key to the success
of the approach is that cheats who act in self interested ways
are somehow punished, perhaps being expelled from the
organisation, or fined.

Fairness
The distribution of resources between individuals, groups and
different stakeholders concerns issues of fairness. “Resources

can be money, respect or any possession a community can
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Figure 1: Mapping ethics and morality in business practice
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50% 45% 46% 39% 35% 36%
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46% 40% 40% 36% 34% 31%
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42% 35% 37% 32% 34% 26%
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