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Executive Summary
The current report has been representing the CRM requirements for ASDA. Based on this, relative ethics along with the sustainability practices of the considered company have been demonstrated. In this case, the TBL and TQM have been considered as the most effective models for actualizing business practices of ASDA. TBL is effective for developing the sustainable business model and TQM is significant for maintaining the quality of products in ASDA.
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The report is based on the process of scrutinizing the performance of Asda with respect to its rivals in the market that is Marks & Spencer and Tesco on the aspect’s sustainability and ethics. The models that assist in the process of enhancing the quality of experience of customers will be explained in the assignment with respect to the relationship that an organisation establishes with their customers. The effect of sustainability as well as ethics on CRM quality in Asda will be illustrated in the report. Recommendations will be provided based on the assessment done with respect to the practices of Asda corresponding to sustainability and ethics.


[bookmark: _Toc35002679]Description of CRM, ethics/sustainability, and quality 

Description of CRM, ethics and sustainability as well as quality models and theory will be discussed in this section. 
[bookmark: _Toc35002680]CRM: CRM or customer relationship management can be defined to be an approach that is used for the administration of an organisation’s interaction with its current as well as probable consumers. CRM employs the use of data assessment with respect to the history of customers in relation with the company so that the relationship of the organisation with the customers can be improved (Nyadzayo and Khajehzadeh, 2016). CRM is emphasised on the retention of customers so that the sales of the organisation can be increased. 

[bookmark: _Toc35002681]Quality: Quality refers to the attributes of the services or the goods offered by an organisation. It is often referred to as the standard that is used in order to measure the quality or attribute of commodities of similar type. 

[bookmark: _Toc35002682]Ethics: Ethics can be defined as the principle that is used for governing the actions taken by an organisation. It can also be termed as a philosophy that aids a person to understand the difference between right and wrong conduct. With respect to ethics in marketing, ethics refers to the actions taken by the marketers such that it meets the ethical standards and does not harm people. Marketers must emphasise on respect, honesty, and responsibility along with the transparency in the marketing actions they adopt for the promotion of goods and services (Kotler et al., 2017). 

[bookmark: _Toc35002683]Sustainability: Sustainability can be termed to be a business approach that is used in order to create value of long-term by considering economic, social, as well as ecological environment. Sustainability has been created on the assumption of developing plans so that longevity of the company can be fostered. With respect to marketing, sustainability refers to the actions undertaken by the marketing department such that the needs of the consumers are met as well as the ability of future generation to meet their needs is not compromised. Sustainable marketing cannot be attained without ethical marketing (Lee and Carter, 2012). 

[bookmark: _Toc35002684]Comparison of Asda with Tesco and M&S based on the policies of ethics and sustainability with respect to customer experience 

	Organisations/ Aspects
	Ethics
	Sustainability

	Asda
	· With respect to Asda, it can be stated that it is one of the least ethical retail organisations. 
· The organisation was inspected with respect to the aspect of Equal Pay (Ethicalconsumer.org, 2018). 
· Asda practices ethically at an average level with respect to the sourcing as well as policies of palm oil.
· In 2019, it was found that Asda was rated to be the worst with respect animal test policies and tax avoidance. 
	· Asda has taken several measures in terms of taking actions so that the products it produces are environment friendly. 
· The organisation has been successful in reducing carbon footprint since 2007 by 15.8%. 

	Tesco
	· Tesco emphasises on ethical policies like human rights, approach to the tax system, and responsible sourcing. 
· However, the organisation received worst ratings with respect to its ethical practices.
· The categories in which Tesco received worst ratings with respect to the ethical standards are worker rights, pollution, palm oil, technologies, and several others (Ethicalconsumer.org, 2018). 
· However, in 2019 the ratings of TESCO improved and were rated to be the best with respect to Supply chain management. 
	· Tesco has emphasised on the adoption of business practices that are sustainable (Tescoplc.com, 2020).
· The organisation emphasises on sustainable growth thus the organisation has emphasised on sustainable development goals such that it can be successful in terms of ensuring that its practices does not harm the environment.


	Marks & Spencer
	· M&S is termed to be the best organisation in the retail sector with respect to ethics, integrity, and honesty.
· The organisation has been rated to be the best with respect to its supply chain management (Ethicalconsumer.org, 2018). 
· The organisation was rated to be the best in terms of wood and palm oil sourcing along with environmental reporting.
· However, it been rated to be the strategies it uses for avoiding tax. 
	· M&S has launched an initiative in the year 2017 such that the emissions produced in its practices are reduced by 80% and the volume of waste generated is mitigated.
· The organisation wishes to achieve it by the end of 2025 such that it can contribute in the direction of having sustainable future. 


[bookmark: _Toc35002685]Table 1- Comparison between Asda, Tesco, and M&S in terms of customer experience
[bookmark: _Toc35002686]based on ethical as well as sustainability

From the assessment done above, it can be stated that the performance of Asda with respect ethics is the worst while the performance of M&S is the best. In terms of sustainability, Asda, Tesco, and M&S are taking a step forward because of the theory corporate social responsibility. 


[bookmark: _Toc35002687]Benefits and limitations to ASDA and its stakeholders related to develop and operate a CRM, sustainability, ethics, and quality system 

The main concept of developing and maintaining a sustainability-oriented CRM has been known as a process of integrating the entire environmental, social sustainability, and economic-related challenges in the core areas related to CRM. It has been known that Sustainability and CRM both are the current trends in the arena of business that helps in shaping up corporate strategies, fostering competition, and changing operations for the respective organisation (Wisner, 2016). 
TBL model and Total Quality Management models are utilised by ASDA to help in integrating quality among the activities linked with the organisation to provide quality services to their consumers. Different operations have to be designed in a strategic manner to help in the perfect execution of the activities that help the Company to maximise their profits and develop their economy. In this case, it can be stated that ASDA may also have to face different types of issues at the time of dealing with sustainability and CRM. Therefore, the most relevant benefits relating to deal with CRM, sustainability, and many more have been identified as follows:
· These are highly effective for integrating the entire organisational aspects with respect to maintaining organisational relationship with stakeholders
· These may have facilitated ASDA in maintaining the scalability of the relative aspects
· Data mining along with big data interpretation for the respective organisation can be done in a significant manner (Tajeddini et al., 2019)
· ASDA may have become able to make sure that the entire organisation has remote accessibility to the entire base of data
· The rate of conversion for the organisation can be made faster than ever
· Targeting as well as marketing and relative practices of the considered organisation can be developed in a convenient and simplified manner. With the assistance of this, ASDA may have effectively grabbed the desired level of market share along with the expected base of customers (Idowu and Vertigans, 2016)
· To run business operations of ASDA in an effective way, it can be stated that the implementation of CRM and sustainability can help in making customer services more effective. This can be largely helpful for the organisation in maintaining relationships with stakeholders with stakeholders
· These can further be proved effective for the respective company as it has enabled ASDA to reduce the requirements of incurred costs for production and other operational practices (Wisner, 2016) 
On the other hand, limitations to ASDA for operating its business with CRM, sustainability, ethics, and many more have been identified as follows: 
· A loss of old records related to previously collected can take place and such a loss is not retrievable. This can lead the organisation to face issues in the case of tracking previous performances (Tajeddini et al., 2019)
· The need of overhead costs for ASDA can be increased in order to maintain organisational relationships with its stakeholders
· These may have the need of implementing automation system within ASDA, which has further reduced the scale of requirements for human elements
· Requirement related to training has increased at a higher level and that is required more financial resources, which may have affected the rate of financial turnover for ASDA
· Issues related to data security may have been taking place within the respective organisation (Namin, 2017)
· These have increased the level of requirements related to technical support for ASDA in order to meet the additional aspects regarding the maintenance of relationships
· As these eliminate the requirements of human elements, it can be seen that ASDA may be facing a larger scale of resisting force from its employees. This may further be leading the company to face an increased rate of employee absenteeism and turnover (Idowu and Vertigans, 2016)
· Accessibility of third parties has also increased over organisational databases, as the organisation is required to bring in a huge scale of transparency regarding organisational performance for maintaining stakeholder relations. This may be helping its competitors such as Tesco, M&S, and many more to be aware of the organisational policies of ASDA.
[bookmark: _Toc35002688]Demonstration of a literature review with respect to quality based on the improvement of customer relationship management
	
CRM has been known as a technique that can help an organisation in managing the entire base of relationships of the respective organisation with its stakeholders at all levels. In this case, the respective company is required to develop an effective relationship management technology, which can be either interpersonal or business relationship. Namin (2017), it has been known that an organisation can enhance and improve the customer relationship management techniques by providing the best quality services and products (Namin, 2017). In this context, the business relationship management of M&S, Tesco, and many more, it is determined that the respective companies are highly focusing on CRM implementation. Similarly, ASDA is also doing the same for bringing in sustainability in organisational performance. In this case, it has been stated that the change management theory is required to be developed in order to make sure that all employees are aware of the requirement of CRM implementation and the effectiveness of maintaining stakeholder relationships (Hayes, 2018). 
The Change Management Theory is implemented with the aim of eliminating all conventions related to employee resistance against CRM implementation. It is stated that by taking into account an effective monitoring system for enhancing the quality of products and services on a periodic basis, it can be seen that the respective organisation may have become able to develop an integrated scale of maintaining quality relationship with its stakeholders at all levels (Idowu and Vertigans 2016). TBL or Triple Bottom Line Model shall be used to help in establishing the sustainable features within ASDA that help in enhancing their sustainable and ethical standards required to achieve the varied range of goals designed by the management. Total Quality management model involves the managers and other stakeholders to ensure the smooth execution of the activities within the market. 
It has been known that CRM is also proved as highly effective for an organisation; this is because it helps in increasing the rate of financial turnover for the considered organisation by increasing the base of current as well as potential customers (Hayes, 2018). This is because of the increasing level of brand image through increasing brand loyalty of customers.

 
[bookmark: _Toc32949365][bookmark: _Toc35002689]Examples of how ASDA and stakeholders engage with CRM, Ethics/Sustainability and Quality system by linking policies of ethical practices and their impact on CRM tasks

ASDA devises varied range of strategies that have an impact upon designing the system of customer relationship and its different activities ensuring smooth development of relationship between the organizations and customers (Asda.com.2020). Different features related to CRM, ethical and quality systems being framed provide the impetus to the specific tasks that have to be made effective for the organization to maximise their profits and enhance the productivity within the market. Ethical practices have to be integrated by the business Companies within their operational approaches and practices to ensure the perfect execution of the well-structured framework and tasks related to them. The organizations have to make sure that fair trade activities aligned with sustainable features and adhering to quality standards are maintained within the market to help the organizations achieve the specific goals that are designed by the respective authorities within the market. 
Different categories of marketing activities have to be designed by adhering to various ethical standards that help to maintain the operations legally within the market to help the organizations achieve the necessary goals framed by the authorities. Marketing activities have to adhere to ethical standards and ASDA develops efficient steps to eradicate irregularities within the market associated to the different types of operations that are implemented by ASDA within the social sphere (Armstrong et al., 2017). Modern and advanced technologies are utilized by the organizations and ASDA is no exception. The management head of ASDA designs the appropriate strategies that have their impact upon framing the necessary operations that have a positive influence upon developing the tasks related to organizational benefits. 
The demands that are falsified and unnecessary in nature on the part of consumers have to be minimized to develop the varied range of operations linked with establishing proper customer relations that would enable the smooth functioning of the tasks. The other tasks also would be conducted in a fair manner without any hassles. Value and quality linked with the marketing concepts need to be designed to support the operative procedures to be initiated in a methodical way by linking with the several goals devised by the authorities of the organization (Tidd and Bessant 2018). The systems associated with managing quality have to be established specifically by adhering to different categories of methods of the organization to help them reach out to a number of customers by establishing a suitable brand image. 
[bookmark: _Toc35002690]Quality systems have to be implemented in the correct order by ASDA to ensure the enhancement of productivity within the organizational bodies and reap the several well-framed activities that have a positive impact. Systems that are framed to ensure the quality of the products are managed and have a role to play for carrying out the different operations in a beneficial manner. Ethical standards related to maintaining the product standards are included under the quality systems to develop the significant aspects of quality within the market. Managing the expenses to a certain limit also helps in enhancing quality within the organization related to functioning of the different range of operations in the market. 
Activities associated with CRM needs to be designed by observing the basic needs of the customers in the market while availing the services and products of organizational entities. Various targets have to be achieved to ensure the perfect execution of operations that are framed by the organizational authorities of ASDA. The individual marketer needs to frame the own specific decisions that helps him to get access to the specific and well-designed commodity and services that are associated with very high standard to be used daily within the organization (Kamali, 2019). This act of the marketer will go a long way in addressing the unethical practices being executed by the organization and this feedback will make the organization take harsh steps to redress the wrong. 
Ethical policies such as designing of stricter laws within the organization establishes the perfect situation for the different operations and services to be implemented in a fine manner by adopting the perfect approaches of operations management designed by the organizational entity. Specific legal norms have to be framed by the authorities of ASDA to help in providing assurance to the consumers that they acquire the beneficial rights to enquire about the relevance of products that are designed by the authorities to reach out to numerous customers within the market. The consumers have the right to ask different questions associated with Different ethical policies are involved by ASDA authorities to make sure that the efficient operations are designed and managed perfectly to achieve the productivity within the organizational circle. 
Quality measures are integrated by ASDA within designing of beneficial features and operations associated with sustainable marketing. Marketing associated with fulfilling of sustainable needs have to be developed by adopting the beneficial steps that have a positive impact linked with sharing of relevant information linked with commodities and services that are useful to achieve the different aims. Sustainable marketing tasks ensure that the requirements of the future generations are kept in mind while using today’s resources and strategies of marketing (Keegan, 2017). Customers related to ASDA do not get the perfect information from the varied range of advertisements that are developed within the market. The goodwill associated with the organization gets affected and the relationship with the different target customers and stakeholders cannot be maintained properly. 
ASDA must assure that the perfect steps need to be devised to help in managing the operations with success within the market that have their relevance to become profitable in the future by sticking to the beneficial norms of marketing standards (Mullin, 2018). The target customers of ASDA need to be informed correctly about the proper rates of pricing that is associated with the designing of different categories of commodities by the specific unit present in ASDA. Varied ranges of strategies have to be modified to help in arranging the operations with benefits within the market. 







[bookmark: _Toc32949367][bookmark: _Toc35002691]           SWOT analysis of ASDA based on the report and presentation findings.

	Strengths
· Global recognition
· Product diversity from retail to banking
· Variety of ASDA store nature for enhancing the consumer experience
· Services like ASDA money proved to be popular with the customers
· Organisational finesse in brand marketing through digital technology
	Weaknesses
· ASDA has not been popular with its suppliers
· The company was even deemed to be the worst supermarket by its suppliers
· ASDA has been under scrutiny for exploiting its workforce (Voss et al., 2020) 
· ASDA was exposed to censure from CMA (Competitions and Market authority)
· ASDA was often criticised for its quality control procedures

	Opportunities
· New business branches
· Global expansion 
· Improve its ethical standards for building a better reputation among the suppliers
· Improving its CSR obligations by launching social welfare programs
	Threats
· Unethical marketing and corporate practices
· Loss of market share through reduced customer loyalties
· Prohibitive governmental regulations
· Stiff market competition from alternative sellers




Table 2: SWOT analysis of ASDA

In considering the above SWOT table, it can certainly be observed that despite all the past years of market presence, ASDA has certainly not been performing up to its desired standards, when things came to maintain a robust brand reputation among the suppliers. Moreover, the fact that came up through investigative scrutiny that ASDA was found guilty on account of exploiting its labour force, certainly does not look good on the company’s brand image. For ASDA to engage its customers in a more proactive manner to ensure their long-term loyalty, ASDA needed to improve these areas that have been found to be damaging the company’s operational prospective. It, however, can be ascertained that ASDA has the basic infrastructural edifice along with the variety in its product offerings. If the company takes a commitment to deliver on its ethical and social obligations, the company could have a bright future in the increasingly competitive retail sector of the UK. It has been observed that the company has been showing its expertise in catching the eye of its consumers through effective use of social and digital media, but on the same account, these platforms have often proved to be a source of a bad reputation for ASDA. 
As the current society is more exclusively connected through digital communication media, it would be in favour of the company if it decides to promote the concepts of ethical marketing and the commitment to serve the UK society with various initiatives.  As a matter of fact, the company has a large opportunity to expand its operations on a global scale and achieving that would certainly require international promotion and branding that is founded upon the ethos of sustainability and adding value to the global community.  One of the biggest obstacles that the company could face is the erosion of its market share, through the thinning out of its customer groups. In avoiding this situation, it would give rise to the essence that ASDA rebrands itself as a company that operates on giving its customers a fair deal. ASDA also needs to put more effort and care for rebuilding its lost relationship with the suppliers, as this section, certainly, forms a major part of the UK society. Not being able to deliver in this account could prove to be a fatal mistake by the company that was left ignored for way too long. 

[bookmark: _Toc32949368][bookmark: _Toc35002692]Recommendations are required based on development points highlighted within the findings and conclusion sections of the report.

There are many actions, needed to be taken by ASDA, for completely revamping its brand image for its consumers. As it was already found that marketing for pure profit would not be enough to secure long term stability in the UK retail market ASDA needs to put an enlarged focus on the principles of sustainable marketing approaches. Consumer-oriented and customer value-based marketing would be ideal strategies for the company to adopt. It has been a documented fact that the consumer needs and expectations in the retail industry are always subject to change, and for this reason, ASDA needs to invest in marketing activities that would be able to trace these shifting consumer behaviours. However, it is also important to emphasise here that all of the efforts behind suitable marketing would be in vain if the inner organisational principles and behaviours do not undergo a similar transformation. The brand image of ASDA can only be painted as an organisation with a commitment to sustainability and ethical standards if the internal working standards and protocols are amended accordingly. It is also equally important that ASDA is recognised with social welfare organisations, through digital and print media. This is due to the fact that that the reversal of brand image that ASDA has incurred over the years through various controversies, needed to be wiped out clean. Another major consideration in this regard is the necessity that ASDA needs to approach community engagement procedures by starting first with its own employees and other stakeholders. The value that this approach generates will inevitably play a huge part in evoking customer satisfaction and enhanced loyalty towards ASDA.





[bookmark: _Toc35002693]Conclusion 

[bookmark: _Toc35002694]In this report, it was found that for remaining competitive in the UK retail market sector ASDA needs to invest more in sustainable marketing operations. The company’s major rivals, Tesco and M&S were equally capable of bringing disruptions in ASDA’s UK sales. It was a matter of strategic priority that Company made renewed attempts to reconnect with its consumer base through effective customer-oriented, and value-based marketing procedures. These approaches were found to be most suitable for the company’s CRM system. The SWOT analysis that was done to assess ASDA’s organisational capability and weaknesses, showed clearly that the damage of public reputation as a result of unethical working practices could prove to be a major challenge for the company if it is not nipped in the bud while there is still an ample of scope for organisational reform. In considering all of these observations, it can be said that ASDA also needs to take a relook as to how its internal affairs are managed on a daily basis, for the fact that it has a direct effect on customer loyalty and satisfaction.



[bookmark: _Toc35002695]References 

1. Armstrong, G. Kotler, P. and Opresnik M. O. (2017). Marketing:An Introduction, 13th Edition,  Pearson.
2. Asda.com. (2020). Asda.com - Online Food Shopping, George, & more. [online] Available at: https://www.asda.com/ [Accessed 18 Feb. 2020].

3. Ethicalconsumer.org 2018. Available at: https://www.ethicalconsumer.org/company-profile/asda-group-ltd (Accessed: 19 February 2020).


4. Ethicalconsumer.org 2018. Available at: https://www.ethicalconsumer.org/company-profile/tesco-plc (Accessed: 19 February 2020).

5. Ethicalconsumer.org 2018. Available at: https://www.ethicalconsumer.org/company-profile/marks-spencer-group-plc (Accessed: 19 February 2020).


6. Hayes, J., 2018. The theory and practice of change management. London: Palgrave.

7. Idowu, S.O. and Vertigans, S., 2016. Stages of Corporate Social Responsibility. Berlin: Springer.

8. Kamali, A., 2019. Technology Trends in Materials Management: A Systematic Review of the Use of Technology in Materials Management to Achieve Competitive Advantages. Xlibris Corporation.
I. Keegan, W.J., 2017. Global marketing management. Pearson India.

9. Kotler, P. Armstrong, G. Harris, L. C. and Piercy, N. 2017. Principles of Marketing, 7th European Edition,  Pearson.

10. Lee, K. and Carter, S.  2012. Global Marketing Management, 3rd Edition, Oxford.

 
11. Mullin, R., 2018. Promotional marketing. Routledge.

12. Namin, A., 2017. Revisiting customers' perceptin of service quality in fast food restaurants. Journal of Retailing and Consumer Services, 34, pp.70-81.


13. Nyadzayo, M.W. and Khajehzadeh, S., 2016. The antecedents of customer loyalty: A moderated mediation model of customer relationship management quality and brand image. Journal of Retailing and Consumer Services, 30, pp.262-270.

14. Tajeddini, K., Ratten, V. and Merkle, T. eds., 2019. Tourism, Hospitality and Digital Transformation: Strategic Management Aspects. Abingdon: Routledge.


15. Tescoplc.com (2020). Available at: https://www.tescoplc.com/sustainability/ (Accessed: 19 February 2020).

16. Tidd, J. and Bessant, J.R., 2018. Managing innovation: integrating technological, market and organizational change. John Wiley & Sons.
17. Voss, H., Davis, M., Sumner, M., Waite, L., Ras, I.A., Singhal, D.I.V.Y.A. and Jog, D. (2019). Journal of the British Academy. International supply chains: compliance and engagement with the Modern Slavery Act. 7 (1), 61-76.
18. Wisner, J.D., 2016. Operations management: A supply chain process approach. London: Sage Publications.

13

