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Customer Relationship Management and Ethical Practices

[bookmark: _Toc78190688]Introduction:
This report will be structured in two parts. The first one has the purpose to analyse the importance of implementing and following marketing ethics and sustainability norms in a business. The second part will highlight the importance of understanding and applying quality models, such as Deming’s Fourteen Points Model and Crosby's The Four Absolutes of Quality Management. In order to better comprehend and analyse these concepts, marketing ethics and sustainability, as well as the two models, will be applied to a selected organization, Asda.
[bookmark: _Toc78190689]Body of work
[bookmark: _Toc78190690]Marketing Ethics
Before diving into Asda's marketing ethics and the impact their marketing ethics are having on their customers, it is necessary to understand what marketing is and to define the marketing ethics.
Firstly, “marketing must be understood not in the old sense “of making a sale telling and selling”- but in the new sense of satisfying customer needs” (Kotler, 2010).Secondly, marketing ethics is a component of business ethics, which is the complete description of how ethical judgments apply to marketing actions, activities and organizations (or should be applied). According to Charted Institute of Marketing (2016) marketing ethics is about maintaining high standards of behaviour throughout time, rather than focusing on a single aim or a defined set of principles. Ethical working atmosphere is represented by significant judgments that impact on the considered honesty or misbehaviour in the marketing environment. (Ferrell, 1978)
[bookmark: _Toc78190691]Marketing Ethics Norms:
For its members, the American Marketing Association pledges to uphold the highest ethical standards. Norms set by society and/or professional organisations are behaviour standards that are desired and fulfilled. Marketers understand that they benefit their companies and society by arranging and delivering trades which are part of the larger economy. Since there are many parties to be considered, marketers should adhere to the highest standard of ethics.
For years, it was thought that culture was the force that compelled individuals in a society to adhere to the rules of their collective identity image. (Pallab, et al., 2006) These norms adequately operationalise the concept of marketing ethics. A key component of an effective marketing system is its ability to serve customers. When marketers strive to understand their impact on society, and their marketing activities produce a direct and indirect social benefit, they are acting in an ethical manner.
According to (AMA, 2021) three ethical standards should guide marketers. First interpretation is that marketers should avoid doing anything that may cause damage to consumers by reflecting strong ethical standard and that they should make their marketing decisions in compliance with all relevant laws and regulations. The second norm stresses that marketers must be aiming to be honest and fair in their practices, as this contributes to the beneficial effects of the trading process as well as protecting consumers from deceptive marketing practices, like deceitful design of the product, false advertising, or failing to deliver distribution. The final norm states that marketers should preserve ethical principles. This entails strengthening customer trust in marketing's integrity by emphasizing the following fundamental values: “honesty, responsibility, fairness, respect, transparency, and citizenship.” (AMA, 2021)
[bookmark: _Toc78190692]Ethical norms of Asda supermarket:

(ASDA, n.d.) is stating on their Ethics and Compliance section from their website that everybody that is working with them, employees or contractors and suppliers are treated to high standards in terms of their conduct and behaviour. Asda claims that they are dedicated as a business to adhering to all applicable rules and regulations while maintaining the greatest ethical standards.

Unfortunately, there have been evidence that demonstrate the contrary. For example, (Butler, 2017) wrote an article on the guardian website, declaring that Asda is ranked as the worst supermarket in terms of supplier treatment. Complaints were made regarding Asda taking erroneous withdrawals from bills without warning, demanding substantial amounts to overcompensate profit margins.
(Ethicalconsumer,2021) provides further proof, saying that they read an article headlined 'Asda equal pay case goes to the Supreme Court' on August 2nd, 2019. Back in2 017, 9,500 women filed first claims claiming that their jobs as shop floor employees were considered "women's work" and that they were paid less than their male counterparts in the company's warehousing. 
This legal action may not have meant much to Asda, but it meant a lot to those women and their families. This may also affect Asda consumers. Reading such news in the media would make their consumers wonder whether it is worth spending their money in a shopping centre that does not respect women or human rights.

Asda was given the medium grade in animal testing for Ethical Consumer because the cut-off date for components in its own cosmetic goods and home-made products was set, while brands known for animal testing continued to be sold. Because it had a set cut-off date for ingredients in its own cosmetics and home items yet continues to offer brands known to test on animals, Asda earned Ethical Consumer's medium grade for Animal Testing.
Nowadays, people are valuing animal rights, especially on the more developed countries like United Kingdom. Knowing that individuals are unhappy because the business sells various brands and even produces goods that have been tested on animals should raise some worries among its customers about their ethical norms. This demonstrates a lack of respect toward their customers, as well as a lack of fairness and citizenship.

As a conclusion, Asda proves that they are having ethical issues, they are not respecting fundamental values like honesty, fairness, respect, responsibility, transparency and citizenship. If they are not putting the effort to adhere to the highest standard of ethic this will affect their employees and customers credibility.

[bookmark: _Toc78190693]Sustainable Marketing:

Sustainable marketing was described by Brundtland Commission Report (1987) as” meeting the needs of the present without compromising the ability of future generations to meet their own needs”. The distinction between sustainability and ethics is that ethics is more concerned with morality, while sustainability is more concerned with an organization's social and environmental aspects.
Concerning sustainability, companies should consider long-term consequences. In this manner, businesses may begin to think about creating goods and services that do not just fulfil the organization's short-term goals.

[bookmark: _Toc78190694]Marketing Social Criticism:

A significant component in marketing’s sustainability is marked by marketing’s social criticism. Kotler et al. (2005) note that marketing is criticized. Much of the criticism is unfounded. Certain marketing tactics, according to analysts, harm customers, society, as well as other businesses. Marketing is being criticised for a long period of time for being deceitful, unscrupulous, disrespectful, as well as unnecessarily expensive.
Kotler et al. (2005) highlight in their work how organisation’s marketing is affecting their customers or consumers. 
The distribution, advertising and promotion charges have led to excessively high pricing, according to numerous critics. The cost of distribution is another factor that is being criticised. Critics are complaining that the distribution cost too much, because they may have too many intermediaries taking care of too many services that can be unneeded or even redundant, either the management is not so effective. As a result, their clients bear the consequences by paying their enormous prices. Clients are also accusing marketers from time to time for using deceptive practices, making their consumers assume they’ll get greater value than they really get. Promotions, packaging and deceptive prices are the types of deceptive practices. People that are working in retail, insurances companies/rent/home selling are often being accused of high-pressure selling, because most of the time they are convincing persons to purchase services/goods they are not planning to purchase. These individuals sell aggressively as a result of the generous commissions and sales competitions that reward those who sell the most.
Marketing influences the whole society, according to critics who claim that people these days are more concerned with what they have than with how they are behaving. Critics see this need for material possessions because of marketing, not a normal state of consciousness.

[bookmark: _Toc78190695]Consumer Actions to Promote Sustainable Marketing

Environmental and societal issues are exacerbated by unsustainable marketing. 
Consumerism can be described as an established movement of individuals and government agencies to enhance buyer and seller rights.” However, consumerism now says the Seller needs a thousand eyes, the buyer but one.” (Kumar, 2003).
There are 5 rights that are symbolising Consumerism: the right to safety, the right to be informed, the right to choose, the right to be heard and the right to be protected and compensated. Consumerism is a set of actions designed to help consumers gain leverage over producers and retailers. Consumerism is most often understood like a broad variety of government, corporate, and non-profit actions intended to defend consumers against company and government policies that violate people rights of purchasers.

Environmentalism can be described as a combination of implicated individuals, companies and government agencies working together to safeguard and enhance the quality of life of the general public. In Suchard’s (1994) work measurements of environmental success is described as the stakeholder fulfilment with the greenness of the organisation
The manufactured goods used for the product, the product's safety, reusability, recyclability, durability, and energy consumption all have a positive effect on the product's environmental sustainability.

[bookmark: _Toc78190696]Sustainability policies of Asda:
Asda’s goal is to save “people money so they can live better” (ASDA, 2020-2021).While maintaining their focus on providing value for their consumers, the retail supermarket states it has the duty and potential to solve problems like the change of the climate, inequality and reliable supply practices. They examined their consumers' demands, consulted a variety of specialists on both the inside and outside the business, did extensive research, and went back to their old mother company, Walmart, to get a sense of their major goals. They have implemented the Creating Change for Better (CCFB) strategy. Developing a better planet, better communities, better lives and better business are the components of CCFB. Asda is stating that since 2018 they have removed 9300 tones of plastic from their own brand packaging. In 2019, the carbon footprint was 44 percent less than in 2007 and Asda has now 581 superstores and supermarkets that could donate food that is no longer edible to charity and food banks.

According to (Brownsell, 2009) Asda has been downgraded from ‘C’ to ‘D’ by the Consumer Focus. Even if Asda has been downgraded Lucy Yates, the Consumer’s Focus sustainability expert stated that they are happy because Asda realised how important is the consumer implication into making their decisions as a company. 

On the (Foodfoundation, 2020) website can be found what improvements has Asda been doing. There have been some improvements in decreasing harmful components such as saturated fats, salt, and sugar, as well as high goals for food waste, recycling, and plastic.

“Marketing holds a central role in society: providing consumers with diversity and choice.” (Wilkie, 1999). Therefore, retailer supermarkets should bear in mind that consumers are the most important, consumers need to be healthy and happy about their products. As a conclusion, Asda should think that their products are impacting the society, so they should provide their consumers with the best quality products, they should protect the environment by recycling, reducing the carbon footprint even more. To put it another way, Asda should strive even harder to implement its CCFB strategy.

[bookmark: _Toc78190697]Quality Models and Theories in Customer Relationship Management (CRM)

Quality management models are designed to improve organizational operations, such as delivery or pay-out of claims. The focus is usually to bring 'consumer' and 'providers' in a certain process altogether, so that they may analyse and develop this joint process.
“The practice of implementing quality practices, however, is time-consuming and demands dedication and persistence” (Weller JR, 1995)

[bookmark: _Toc78190698]Deming’s Fourteen Points:

William Edwards Deming(1900-1993) was a symbol of the movement of "quality." His impact was mostly part of his efforts to restart the Economic growth of Japan. Deming's ideas impacted a large part of the world, as he helped promote both quality thinking and practice in India, Germany, the USA as well as other nations.Deming developed 14 quality criteria to assist companies in surviving and thriving over the long run.
1.Create constancy of purpose for improvement of product:
For a company that wants to remain profitable, there are two issues to address: today's problems and tomorrow's problems. 
Today's problems include maintaining the product quality produced today, regulating production to avoid exceeding short - term sales by an unreasonable amount, budgeting, personnel, profitability, etc. 
The problems for tomorrow will need primarily constancy of goal and commitment to improving the company's competitiveness in order to maintain its viability and offer employment for its workers. Establishing purpose consistency requires accepting responsibilities such as innovation, investing in research and education, and continuously improving the design of products and services. “One requirement for innovation is faith that there will be a future” (Deming, 1986). 

2.Adopt the new philosophy. 

The second point is that organizations should embrace quality across the company, prioritize customer requirements above competitive pressure, and develop goods and services to fulfil those needs.   Previously acceptable levels of delays, errors, faulty materials, and poor production have become unacceptable. Organizations must avoid errors.
3. Stop depending on mass inspections.
“Inspections to improve quality is too late, ineffective, costly” (Deming, 1986). Quality comes from continuous improvement of the manufacturing process, not periodic inspections.
4. End the practice of awarding business based on price tag alone.
The fourth point wants to acknowledge that people should stop rewarding businesses based on the listed price itself. Quality is critical for consistency. The entire price of the item should also be considered, not just the price purchased.
5. Continuously and indefinitely develop the system of manufacturing as well as service.
Businesses should always focus on improving its production and services.
6. Training in the workplace: 
Businesses have to offer trainings so employees can perform better in their jobs. Each employee should be trained in their job's technical elements.
7. Leadership’s implementation.
Methods of supervision shouldn’t concentrate on monitoring employees, but rather on assisting people in improving the system in which they operate. The main objective here is to enhance the working environment and products.
8.Eliminate fear. Many workers are reluctant to raise concerns, report issues, or flag out circumstances that impede the creation of high-quality goods; management should remove this fear.
9. Eliminate the barriers between the departments. 
Collaboration across departments is critical to achieving successful quality and productivity improvement.

10. Eliminate slogans that are directed only at the personnel.
Many issues are systemic in nature and need management intervention to resolve or adjust.
11. Eliminate monetary targets, performance standards, and deadlines.
Organisations should look at the process, not just the numbers. Deming stated that production goals promote high volume and poor quality.
12. Remove any impediments to pride in one's job.
Businesses should treat all employees equally and try not to create competition between them. Pride in work has a significant impact on employee’s commitment and their capacity to view themselves as team members.
13. Institute a vigorous program of education and self-improvement.
In order to be prepared for possible changes and difficulties, organisations should motivate their staff to acquire new skills.
14.Achieve the transformation. 
In order to accomplish this transformation, the top management needs to develop a framework to follow all the previous 13 actions.

[bookmark: _Toc78190699]Deming’s Fourteen Points Model Applied to ASDA:
Deming's quality model emphasizes that mistake should not be viewed as something normal in a company. Deming's quality model emphasizes that mistake should not be viewed typical in a company. This aspect should be considered by Asda. If a company believes that a mistake will occur and this is something natural, its behaviour may be deemed neglectful, and that will surely lead to lower workers' productivity and to businesses’ profit loss. But this is not the only thing Asda should do. Walmart must assure Asda will follow all these 14 steps for the company’s growth. 

[bookmark: _Toc78190700]Crosby's The Four Absolutes of Quality Management:
(Smith, 2014) describes Philip Bayard Crosby (1926-2001) as one of the most powerful geniuses the quality model of the 20th century. Crosby authored multiple books such as the masterpiece written in 1979 “Quality is free”. During his working life, Crosby, a long-time top manager and company owner advised and discussed strategic quality problems. He discovers a method of communicating that captured the interest of businessmen and led them to examine quality as a strategy for improving their company's bottom line.
Crosby (1979) asserts that there are numerous methods to quality management, although one has been shown to be successful: infusing the organization with a quality management mindset from ‘head to toe’. He claims that in the context of quality management, quality is identical with integrity, a concept that really can't and therefore shouldn't be put in jeopardy in any way if it is to be completely successful. Philip Crosby emphasizes how the most effective method of managing quality is via prevention rather than detecting and testing. Another significant fact that is being highlighted in his work is that it costs good money to produce quality, but it would cost the business even more if the quality wouldn’t be achieved. 
Improving quality starts, as stated in Crosby’s work, with the four quality management absolutes: conformance to regulations is a measure of quality, prevention, not evaluation, is the method for establishing quality in the workplace, the performance requirement must be “zero mistakes”, quality is measured by the cost of nonconformance.
The first ‘absolute’ explains that management require employees to understand what they must do from the first time. Managers must make sure they are explaining everything precisely from the beginning and boost employees’ perception of what they must do via mentoring, training and creating a cooperative environment. 
The second one states that management must deliberately engage into creating a work climate that is focused on prevention. Crosby believes that prevention will be produced if employees are trained, disciplined and experienced.
The third ‘absolute’ states that Crosby's method does not allow the mindset of "close enough" because mistakes are too expensive to overlook. Leaders must assist people with their quest of conformity by offering employees training, time and the needed tools.
The last 'absolute' illustrates how nonconformance, rather than "indices and charts," (Suarez, 1992) is the management tool for assessing an organizations efficiency and quality.

[bookmark: _Toc78190701]Crosby's The Four Absolutes of Quality Management applied to ASDA:
It cand be observed that Crosby’s model is simple and concise but on the same time effective and easy to follow. Asda should start by adopting the third absolute, and then they should cease implementing the "near enough" mentality.

[bookmark: _Toc78190702]Conclusion
Crosby’s and Deming’s concepts are not having a start or end date, they are not a program, but these concepts serve as philosophies of management. P.B. Crosby believes that assessing the cost of quality should be the primary emphasis of evaluation, while Deming believes that measuring and fulfilling the requirements and expectations of customers about a product or service are essential to making quality enhancements. Without implementing ethics and sustainability in using Crosby’s and Deming’s methods of management, organisations would not thrive. After Asda realised how important it is to create a sustainable organisation, consumers, stakeholders and critics could see huge improvements in Asda’s sustainability policy. Even so, Asda should still implement some strategies from Crosby’s and Daming’s models in order to improve their ethic issues and to flourish the organisation evolution.

[bookmark: _Toc78190703]Recommendation:
The Four Absolute of Management’s Quality and Deming’s Fourteen Points Model are both quality models, they are not just as similar, but they can be combined nicely to prosper Asda’s development. For example, Asda should put their customer needs first as Deming’s model is requiring. But the company should also implement the strategy of “no mistakes to me made”. Eventually, trying to make changes and analysing what changes could benefit the company the most will lead to a better performance of the company and to happy and satisfied consumers.
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