



Executive Summary
The report highlights the ethical and sustainable policies that are adopted by various organizations in order to enhance consumer relationship management. Consumer relationship management is considered essential as it adheres to the consumer needs in explicit ways. The first part of the report is an introduction into marketing and highlighting ethical policies as well as the practices that are related to controversial issues such as bribery and corporate governance, also how consumer relationship management is essential to enhance consumer trust and satisfaction by committing to address consumer needs. The second part will highlight a various model such as IDIC model, Jurans Quality Trilogy and the QCI Model linking them to various organisations who utilize these models in their CRM management strategies in order to enhance the organizations' relationship with the consumers. Companies need to work on continuous basis to improve their plans and strategies and their implementation needs to be monitored effectively by the management to ensure effective consumer management. The last part of this report will provide recommendations for organisations to enhance their CRM strategies. 
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[bookmark: _Toc9683273]Introduction into Marketing
Marketing are the activities that is undertaken by an organization to promote buying as well as selling a product or services to increase the sales profit which is one of the basic objectives of every organization. As suggested by Arbour (2014), marketing includes advertising and selling as well as delivering commodities to consumers or other subordinate enterprises to enhance productivity of the same. 
Marketing is a discipline that involves all the activities and organization go through to enable drawing in consumer and maintaining healthy relationships with them. In the opinion of Lusch and Vargo (2014), regular market research and analysing potential as well as past clients is one of the vital parts of marketing, that includes providing thanks mails and returning calls as well as emails quickly and meeting clients to encourage them. Fita (2012) states that most companies have turned to social media marketing as the main source of promoting their business and products as having an online stream with customers is vitally important for their market growth and sustainability. All Supermarkets use social media for marketing and have online weekly newsletters which customer can subscribe to online to keep up to date with all the latest offers and promotions. However Glenday (2018) has iterated the demotion  of businesses through social media websites such as Facebook and Instagram , where customers who have had a bad experiences in stores will post pictures and news on their social media accounts about their ordeal for the public to see which in many cases has had a negative effect on businesses and sometimes puts them in compromising situations. Sainsburys and Morrisons promote promotional products on their websites. Tesco has digitised its Clubcard so customers can access it on their smartphone via the Tesco App (Tescoplc.com 2019). This is a smart ploy used by many other organisations such as Boots and Superdrug with their own loyalty cards as downloading their store App gives the consumer full access to all their promotional activities whether they like it or not, these organisations will send offers by personal messages via the App. Online marketing process is also very effective process based on the customers’ preference as those interested in buying the groceries online can do so and get them delivered to their homes. All major supermarkets provide free home delivery service as part of their CRM strategy to retain customers and market sustainability.
 Supermarkets such as Morrisons and Sainsburys also use product sampling as a cheap and effective way of marketing new products. The supermarkets will have a member of staff operating at a stand handing free samples of various products to shoppers.





 Hollingsworth (2015) has identified the main purposes of this strategy are to:
. Create brand awareness
. Gain feedback
. Experimental marketing
. Encourages purchases
. Reach different target groups

Most of the products used in product sampling are Fast-Moving Consumer Goods (FMCG) which are sold quickly at a low cost (The Telegraph 2015).
Promotional companies such as Eventeem have emphasised that this strategy does not always work with FMCG products as the markets are saturated and consumers often run with their preferred brands due to the strategies low consumer involvement and stick to a brand that suffices them to save time (Eventeem.co.uk 2015)







[bookmark: _Toc9352763]Market mix analysis of 4P’s 
Marketing mix is known as the 4Ps which product is, place, promotion as well as price this theory is critically important to analyse the four factors of marketing process for goods and services.



Here is an example of how restaurant chain McDonalds could use this for their marketing process by:
Product.  The restaurant offers various food items and drinks on their menu, along with children’s toys in their happy meals.
Price. All the pricing is are at a fixed reasonable rate suitable for everyone from a saver menu to a gourmet menu.  
Promotion. They offer discounts in the form of vouchers and have promotional food on their menus for limited periods at a time.
Place. The organisation has 1259 restaurants in the U.K alone and thousands more worldwide they are always looking to open in new locations.

 
CRM
[bookmark: _Toc9352755][bookmark: _Toc9683274]The consumer relationship management (CRM) Buttle (2003) explains is a process that involves consumers knowledge regarding addressing the issues related to enhancing global competitiveness and the changing economic conditions which in turn is affecting the promotion of the products. Reputed organizations mainly aim at developing long term relationship with the consumers that highlights that they can address their long-term needs. Consumer relationship management is considered essential as it adheres to the consumer needs in explicit ways.  The study demonstrates the consumer experience based on ethical as well as sustainable policies adopted by the organisations. It discusses critically the various models and theories that aid in improving the quality of customer relationship management. It highlights certain recommendations that are aligned with the findings as well as relationships to the theories and models to improve the quality of CRM. 
Identifying target market 
Deciding the target consumer for the prescribed product or service is going to be served by the organization. As mentioned by McMurrian and Matulich (2016, p.86), targeting a certain market depends on different attributes or characteristic of the market that is targeted by the organization such as economical and age as well as sex and various other aspects of society. Morrison can adopt this first policy to create a profile of target consumer for whom their product such as food and grocery can easily be accessible. As their main business is food and grocery, they target consumers from almost every level and have about 11 million consumers who get their shopping through Morrison (Morrisons.com, 2019). 
[bookmark: _Toc9683275]Morrisons and Sainsburys also take steps to analyse target markets by gathering resources of the main target groups, as mentioned by Arbour (2014, p41), resources include data or information regarding consumers demand and usage of previous products which is significant for decision making of an organisation. This helps organisations to implement their technique of gathering data for getting a clear view of acceptance of product as well as making decisions for a sustainable future. 

Ethical Policies
[bookmark: _Hlk9640546]The ethical policies adhered by the various organization helps the organization to provide various guidelines that align the actions of the workers and the managers of the organization to follow the actions that are ethical by nature. As highlighted by Sandin and Francis (2018, p.67) the ethical policies of business mainly highlight the policies as well as the practices that are related to controversial issues such as bribery and corporate governance. It is also related to fiduciary responsibilities of the organization as well as the corporate social responsibility. 
On the other hand, Kolk (2016, p.29) argued that ethical policies are important along with the sustainable policies that are adopted by organizations that help to enhance confidence and increase professional competence among different organizations. It can be demonstrated that the ethical policies that are being adopted by the organization help to enhance the competence of the organization by aligning to the guidelines that support the ethical values of the organization. It also helps to develop consumer trust as ethical trading policies are being followed by the organization. 
[bookmark: _Hlk9640613]As stated by Kamaşak. (2016, p.89) ethics related to trading is a vital criterion that is essential to address the working conditions of the people involved in the whole process of production.  Sainsbury's mainly adheres to ethical policies related to trading. The organization follows Ethical trading initiatives (ETI) Base Code which is specific guidelines provided by the International Labour Organization (sainsburys.co.uk, 2019). The organization ensures that the employees, as well as the people involved in the process of production, are subjected to a healthy working environment. On the other hand, Kolk (2016, p.29) stated along with fair working environment provided to the employees involved in the production process, it is also essential for an organization to maintain a transparent relationship with the suppliers. The Tesco mainly adheres to transparent relationships initiative that enables them to ensure the capacity of workers to address issues related to consumer needs (tescoplc.com, 2019). It demonstrates that ethical values related with trading not only address health and safe working environment to the people involved in the supply chain but also addresses the issues related to low transparency while maintaining relationships with the suppliers’ chain. It enables the organization to get an idea about the capacity and the skills of the employees and the workers involved in the supply chain. 
Ethical sourcing is an essential aspect of the ethical code of conduct that is being highlighted and followed by the organization. As suggested by Sandin and Francis (2018, p.72), ethical sourcing is related with authentic and reliable sources from which the raw material and the finished products are obtained by the organization in order to meet the consumer demands. The Morrisons adheres to effective sourcing of raw materials and trading practices ethical codes of conduct that enables them to ensure consumers of ethical sourcing of products that were being sold to the consumers (morrisons-corporate.com, 2019). 
On the other hand, Paludi (2019, p.30) argued that ethical sourcing not only includes acquiring products from the reliable and responsible sources, but it ensures providing fair prices to consumers.  Sainsbury's mainly adheres to policies related to the sustainable relationship that enables the organization linking with suppliers as well as the growers to be closely linked with the consumers (sainsburys.co.uk, 2019). It enhances the opportunity for the organization to address the consumer needs along with addressing the needs of the people involved in the supply chain. It can be analysed that ethical policies adopted by the organisation enables them to gain the trust of the consumers developed by enhanced satisfaction related to the products that are being provided to them. It also enables to enhance the consumer trust by enhancing the commitment of the organization to address the consumer needs.  


[bookmark: _Toc9683276]Sustainable Policies
The policies adopted for business sustainability mainly aims to address the Triple Bottom Line issues that are financial issues and social issues as well as environmental issues. The organization addressing sustainable policies enables to gain consumer trust by promoting ways to reduce environmental pollution. Along with that, it enhances consumer satisfaction as the organization aligns itself to promote a healthy product that focuses to improve the lifestyle of the people of the society.

Triple Bottom Line

This figure mainly highlights the risks and the obligation of the organization along with addressing the present opportunities that enable them to enhance the performance of the organization. As stated by Laszlo and Zhexembayeva (2017, p.116) it is essential for the organization to adhere to the issues related with sustainable policies that are being adopted by the organization that reduces the risks associated with the environmental degradation.  Sainsbury’s mainly adheres to the few of the Global Goals that are been set by the United Nations (sainsburys.co.uk, 2019). It mainly follows the goals that aim at reducing environmental pollution and adhere to those processes of production that help to address the current environmental issues. McDonalds are always changing their food packaging to make waste more recyclable, the company has recently introduced bio degradable paper straws into all restaurants now and stopped serving drinks with plastic straws. On the other hand, Alhaddi (2015, p.11) argued that along with supporting the ways to reduce environmental problems it is also essential for the organization to address the community by promoting the concept of healthy buying as well as responsible buying. Morrison mainly adheres to this policy that helps them to promote healthy lifestyles with popular food products they create but have very low calories which is known The Morrisons Healthier Choices.  This enables the organization to gain the trust of the consumers as their main orientation is related to their benefits. It can be demonstrated that addressing environmental issues is essential to adhere to the sustainable policies of the business. It aids in creating better environmental conditions and helps to address the environmental risks associated with the production of a particular product.  
To reduce financial risks these organisations must also have sustainable business policies as well as social risks Pederson (2018) states the financial risks associated with the retail business is essential as it will affect the production as well as hamper consumer relationship by failing to address the consumer needs. Sainsbury’s adhere to these policies by having discussions with their stakeholders to enable them to aid to policies and theories that will help them to enhance profit earning of the organization along with addressing the consumer needs.  It can be analysed that sustainable policies adopted by the organization enable them to gain the trust of the consumers developed by enhanced satisfaction related to the products that are being provided to them. It also enables to enhance the consumer trust by enhancing the commitment of the organization to address the consumer needs.











[bookmark: _Toc9683277]CRM MODELS

[bookmark: _Toc9683278]IDIC Model (appendices figure 1)
The IDIC model was developed by Teletech company Peppers and Rogers (Peppersandrogersgroup.com). The company believe the key for growing a business is to identify and understand who your customers are and how the contribute value to your organisation and you can create value for them. The IDIC Model focuses on four aspects in order to develop long term relationship with the consumer which ensures the consumers that the organization can address their long-term needs

. Identify
In order to develop a relationship with the consumers it is essential to identify the company’s consumers and develop an enhanced understanding about them in order to address their needs and demands.

. Differentiate (value, need)
Badsi (2017, p 117) states the second stage of action addresses differentiating the consumers based on the needs and their value. It enables the organization to address the varied needs of the consumers by addressing to different consumer satisfaction strategies

. Interaction
the third stage mainly addresses interaction with the consumers that enhances the understanding related with their expectation and also with the other suppliers that help them to develop their business in accordance with the consumer demands

. Customize
The last stage of the model is related to customizing which is related to the varied modes of communication adopted by the organizations to enhance knowledge regarding consumer preferences and satisfaction level.



Retail store John Lewis adheres to this model as they believe technology and digitisation is the way forward for retail stores but should not be the leading factor as stated by Hobbs (2017) and that having human interactions is still the main driver of loyalty and these experiences for customer can make  the difference in the success of an organisations CRM strategies for the future, this theory is also supported by Schiff (2015) who suggested that an enhanced communication level with the consumers will help the organization to develop marketing strategies in accordance with the perception and understanding related to consumer behaviour. In accordance with the varied needs of the consumers and various strategies such as marketing mix that determines the buying process. Good communications are vital to help develop long term consumer relationships by adhering to the consumer demands that enhances trust and satisfaction. Effective consumer management relationship can help John Lewis to expand its market share and aids in the retention of consumers. Personal interaction with consumers helps to gain better understanding related to consumer preferences. 
Forshew (2018) stated John Lewis are training staff to become ‘Customer Service Ambassadors’ in all of their departmental stores and have personal stylists in all clothing departments who will provide fashion tips to consumers. Healthy eating specialists will be on hand to provide information on all food products, free coffee is available in some of the larger stores as well, all this will lead to a concierge style customer service as mentioned by Laszlo and Zhexembayeva (2017, p.78) the personal interaction with the consumers helps the organization to develop a personal relationship with the consumers which is considered as the most effective ways to enhance knowledge regarding the consumer preferences as well as highlights the current demand trends. It helps to understand the issues related to the demand based on consumer and their changing preferences. This model helps to develop consumer trust and enables the organisation to project their concern related to the consumer satisfaction level. However, Butler (2019) has argued that retail stores in the U.K a closing down at a rapid rate due to consumers switching to online shopping, but there are other factors as well such as the uncertainty of Brexit and higher rent rates and staff costs.









Jurans Quality Trilogy (appendices figure 2)
Joseph Juran was a management consultant and engineer who specialized in quality management placing huge emphasis on the human aspects of quality management believing workers at all levels are the key to make quality work more successfully within an organization as stated by Clayton (2014) , also supported by Defeo (2015) who opined that businesses that want to be globally competitive must embrace quality to improve and provide a better customer experience. Juran is best known for his Quality Trilogy Management Process which is divided into three stages (Juran 1988)
. Quality planning. This includes 
. Understanding the customer
. Determining their needs
. Defining products and services
. Designing the product or service

. Quality control. To provide a system to develop the process to produce the output also optimising the product to your own needs too.

. Quality improvement. 
. Prove the need for improvement
. Prove the process works under operational conditions
. Operationalise process.
All three processes interlink with each over and will affect one another during the course of the project and when it is done in the correct manner the desired outcome will prevail with all objectives being met.


Sainsburys mainly adheres to Jurans Quality Trilogy as their business development involves a networking compliance that enables to jointly value the consumers as well as the organization. Sainsbury’s mainly address the grouping of the consumers based on which the consumers are grouped according to sales volumes of the organization (sainsburys.co.uk, 2019). The strategically important consumers are those which provide the organization which maximum profit earning. The organization develops long term consumer relationship with the consumers by enhanced personal interaction such as sending greeting during the birthdays that enables to enhance personal contact, as a result, increase the percentage of consumer retention. As stated by Thakur and Anbanandam (2016, p.45) the personal interaction with the consumers helps to develop effective relationship with the consumer that helps to develop trust among the consumers. Development of consumer relationship is acquired on the basis of the adhering to the consumer needs as well as aligning the products according to diverse demographics. This helps to develop the consumer intimacy that is essential in order to develop quality consumer relationship (sainsburys.co.uk, 2019). 
Morrisons also adheres to the principles highlighted in the Quality  Trilogy , this has helped to enhance the consumer relationship (morrison-corporate.com, 2019) with their ‘Fresh Look’ strategy where they refit and refresh their stores by incorporating ideas that have been suggested by consumers and staff ,to make sure that their own everyday branded products are of the highest quality but at the lowest price . Morrisons also use developmental strategies such as adopting the marketing mix methods help to highlight the product in accordance with consumer preferences by studying the local communities of where some of their stores are situated and stocking locally produced foods and catering for certain consumer groups like halal meat for their Muslim customers. Categorizing the consumers based on varied preferences enable to capture wider market share in the global arena as well in a significant manner. The development of consumer relationship in accordance with the development of their products enhances the quality of their service which keeps the consumers returning and being loyal.









[bookmark: _Toc9683280]Quality Competitiveness Index Model (QCI) (Appendices figure 3)
The Quality Competitiveness index mainly highlights consumer management model that is based on the development of relationship between the external environment and business goals which are related to providing quality services to the consumers. As mentioned by Çemberci (2015, p.67) the model mainly aligned the sales volume of the organization with the customer experience which in turn is affecting the customer proposition. The model adheres to the consumer demand that enables to retain the consumers. Interlinking the external environment with the associated business goals helps to address the issues that are related to enhancing sales volume.
Automobile giants Mercedes adhere to this model for benchmarking their competitiveness against other competing car manufacturers. Mercedes in the U.K faced one important challenge they have very little control between the relationships with their franchise dealerships and customers, as mentioned by Smilansky (2015), as each franchise had their own processes for customer research and customer acquisition and retention. In different dealerships customers were getting uncoordinated communication and their needs were not properly met. These behaviours reflect onto the Mercedes company without their knowledge as each dealership operated their own databases with some of them using outdated or inaccurate information.
Mercedes realised that they need to keep track of all their customers to maximise their full value to the customer. They set up a CRM management team to identify the best possible way to do this. The first step was to adopt a new distribution model by identifying geographically where their main market areas are and asking dealerships in those areas to enter into new retail agreements giving Mercedes more responsibility for the retail and service of their cars (Daimler.com 2011).
[bookmark: _Hlk9595633]They acquire customers through regional and national marketing, for market penetration and getting to know their customers on a personal level, after the sale of a car they will give welcome pack and call to the customer and provide a further six weekly support call program and service booking (Tsirigotis.info.com 2015). Mercedes escalate each complaint and provide ongoing services and follow up calls to stop customer retention.  Mercedes only use Bridgestone for their tyres and Tesla for their car batteries which are both high quality products and are always releasing new car models and innovations such as creating hybrid cars and new 7-seater family-oriented cars this is to keep up with its competitors as this CRM model requires technological advancements in accordance with consumer needs and preferences. As mentioned by Civelek (2015, p.654) the alignment of the products in accordance with the consumer preferences enhances the sales volume which aids in earning profit as well as help to capture market. Increased consumer satisfaction helps to develop a long-term relationship between the organization and the consumers 
 The company measure its CRM from calculating their sales performance and customer satisfaction and retention, as the infrastructure of Mercedes is that all customer information is stored in one database. Mercedes main objective is to build a strong customer relationship which in return will garner greater marketing sales and stronger market sustainability.





















[bookmark: _Toc9683281]Recommendations
The supermarkets need to analyze the demand of their consumers’ needs and find the right suitable products for them rather than testing new various everyday products. Companies such as Tesco, Morrisons always possess to sell their product anyhow to their customers who visit to their outlet. They need to analyze their demand first then possess to sell a product to build trust for the establishment of effective customer relationship. Providing effective information on timely manner is another important aspect that the companies need to maintain to make effective relationship with customers as well as retain them.
Companies such as Tesco, Sainsbury’s, Morrisons need to provide information regarding changes in product to consumers on timely basis in order to gain trust and retain them. Implementation of two-way communication channel is another important aspect that companies such as Sainsbury’s, Tesco needs to follow. They need to build effective tool to answer any queries of a customer at any time to increase their trust as well as build effective relationship with them, this can be achieved by having highly trained staff to deal with majority of the complaints in stores and over the phone.
Retail stores such as John Lewis should use their social blog in order to keep effective communication between them and consumers. They need to maintain their website on regular basis so that their valuable consumers are always kept up to date with new product arrivals and special offers. Tesco should follow Morrisons strategy and organize, more interview sessions in their stores to get positive and negative feedback regarding the services they provide to their consumers and what changes can be made in their stores to suit consumers.
Mercedes European distributors should follow their American counterparts in having loyalty schemes for existing Mercedes car owners such as giving a generable discount for upgrading to a newer model or extended warranties to their higher end models. 
One important factor for all these organisations to take note of is equipping employees with advanced knowledge and the latest technology support them in their management process this will help build an effective relationship with their consumer and increase sustainability of their businesses in their respective markets.

[bookmark: _Toc9683282]Conclusion
[bookmark: _Hlk9640251]It can be concluded that the process of consumer relationship has helped the business process of the Sainsbury, Morrisons and Tesco to manage their strategic plan and increase their quality of service to gain sustainability to a great extent in order to increase their market presence effectively as stated in each of their corporate websites.  The study has put its light on the ethical policy of the companies in order to manage their business considering the social aspect for the overall development of the organizations (Sandin and Francis 2018, p.67& Kamaşak. 2016, p.89). The study has also focused on the sustainability policy of the organisations that has helped them to build consumers trust, satisfaction in order to build effective consumer relationship in order to increase market presence to run their business smoothly. Through the theoretical analysis of different models, the study has also effectively discussed the importance of improving quality for the consumer by the use of these models in managing any business process in an effective way. The study focuses to bring the significance regarding the application of the models such as IDIC model, QCI model and Jurans Quality Trilogy in the business process of the companies in order to enhance the quality of their services and products in order to gain an effective consumer management plan to sustain their business in competitive environment with great effectiveness. Technology and acquiring the latest software are becoming more imperative and costly for all these organisations and companies that can’t keep up are facing closures or bankruptcy. Through the exposure of some of the recommendations the study has also tried to imply the importance of consumer management that can bring effectiveness in the process of business of those companies discussed in the work of research.
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