Module code: BMSW5103
Lecture: Dr olu Adegbite
Student Name: Nazia Bi
Student Number:1710512







A critical perspective of ASDA in relation to its CRM, Ethics, Sustainability and Quality Policies and Operations

Contents
Introduction	3
Company background of ASDA and Morrison	4
The ethical position of ASDA	4
The ethical position of Morrison	5
Sustainability perspectives of ASDA	5
Sustainability perspectives of Morrison	6
Academic theories of Ethical and sustainability	6
Deontological ethics	6
Corporate social responsibility	7
Relevant models to improve Customer Relationship Management in ASDA	7
The IDIC Model	8
The Quality Competitiveness Index Model (QCI)	9
CRM value chain model	10
Payne's Five Forces Model	11
Findings	12
Conclusion	13
References	15



[bookmark: _Toc32931175]Introduction
In a simple meaning customer experience is an overall feeling, perception and attitude developed by a customer during a certain period after using or experience a product or services of an organization. It is in the hand of the organization which decides whether a customer has a positive and negative experience. Customer relationship management is the main factor which is initiated by every organization to have a positive customer experience. Customer relationship management has been a key factor for the success of every business organizations. Customer relationship management is a skill of managing and maintaining a good relationship with customers. CRM not only focus on the current customers but also give top priority to potential customers. It would not be wrong saying that the organization should give a major focus on building and enhancing its customer relationship management approach. CRM let every business organization to analyze and consider every data related to their customers (Ghazian et al., 2016). Doing this will be beneficial for the business organization and customers will be more satisfied with the value offered to them. CRM implementation helps business organization to achieve its goal of generating profit and retention of its customers for a long time. In addition to this, better CRM implementation eventually strengthens the competitive position of an organization.   
Business executives have agreed upon the fact that CRM is important to build up the long-term relationship with its customers. Building a proper CRM is not a one-time game; it requires a lot of efforts from every human resource of an organization. The ethical and sustainable policy is necessary to implement in every activity of an organization. An organization which prioritizes sustainability and ethical practices in every activity successfully gather positive customer experience. Every employee should perform in an ethical way to maintain their standard. Ethical guidelines should be followed to interact with the potential and the existing customer as well.  Not only in ethical policies, has organization had to focus on the sustainability policies to retain the customers.  Adopting sustainable policies spread a positive message toward the customer and employees as it denotes an organization is safe and sustainable.
In the scenario provided, there is a discussion of the ASDA which is facing many challenges and competition. ASDA has realized something different trading environment today than the past when it has developed itself as a strong supermarket. Competitors of ASDA have been offering a new and exciting way of shopping for its customers. Related to this scenario, this report discusses the ethical and sustainability policies and practices of ASDA and supported by different academic theories. Similarly, critical investigation on different quality models and theories are also provided which helps in improving CRM. In the same way, this report also talks about the possible impact of ethical and sustainability policies on the quality of CRM followed by recommendation and conclusion. 
[bookmark: _Toc32931176]Company background of ASDA and Morrison
ASDA 
A British supermarket retailer ASDA was founded in 1949. It stands for Associated Dairies. It’s headquarter is located at Leeds, West Yorkshire. It is a well-known supermarket retailer in the UK. In the year 2013/2014 by holding a 17.2% market share it became the second-largest supermarket chain in the UK. It has been operating more than 300 stores. Variety of services like insurance, groceries, George clothing and home are provided by the ASDA. Earning profit by providing customer satisfaction, retaining and growing the customers has always been a goal of the organizations. 
Morrisons
Morrison is the fourth largest chain of supermarket in the United Kingdom. It was founded by William Morrison in 1899. It’s headquarter is located at Bradford, England, UK. As per the record from 2018, Morrison has 491 stores in the UK.  It is currently providing employment opportunities to 110000 people. With the new slogan ‘Morrison Makes It’ it is giving its services to many customers and become the fourth largest supermarket after ASDA, Tesco and Sainsbury.
[bookmark: _Toc32931177]The ethical position of ASDA
An ethical factor has drawn the huge attention of media recently. The ethical business of the organization helps to boost up the competitive position of the organization. Greater performance of the organization is possible as it helps to retain a highly skilled workforce, customers’ investors and suppliers. Implementation of the ethical behaviour attracts numbers of investors which helps in increasing the market share and reduce the chance of takeover. In recent years factors like animal welfare and sustainable sourcing have become a hot topic. It is not necessary that all the organization could perform ethically; there are many organizations which did not perform ethically.  Customers expect that supermarket from where it is buying the products should act ethically and sustainably. For British consumers, Animal welfare became a key consideration.
According to Butler (2017), ASDA fails to treat properly when it comes toward the treatment of suppliers. It is mentioned that ASDA fails to pursue the general Grocery supply code of practice. There is a complaint of taking wrong deductions from invoices without notice and using abusive forensic audits of suppliers. Similarly, the article by Bright (2017), states that ASDA, Tesco and Aldi abuse workers in Bangladesh to produce cheap clothes. These supermarkets are providing low wages to their workers. Similarly, the working environment of the factories is not well enough where the workers could work properly. They are made to work more than the working hours in the heat temperature with no fans in the factories. It is reported that ASDA is the least ethical supermarket around the UK and get a rating of 0.5 out of 20. This evidence shows that ASDA has rarely practised ethical business (Broomfield, 2016). It has been in the list of performing unethical business. Due to this customer experience toward the ASDA will be affected and negative.
[bookmark: _Toc32931178]The ethical position of Morrison
Talking about the ethical practices of Morrison, it is the first supermarket which signs up to a new ethical scheme (McDonald, 2008). Morrison buys, produce, ethically sell their products. Similarly, it also has a good relationship with its suppliers. Though it shares a good relationship with its suppliers, it is not free from ethical issues. There have been complaints that Morrison has limited their shopping of alcoholic beverages. There is also a complaint that some stores of ASDA have been selling alcoholic products to the minors. It has been making a false claiming of supporting British farmers. In the same way, there is a complaint about leaking personal information. Comparing with ASDA it shares an ethical relationship with suppliers but have some ethical issues also.  
[bookmark: _Toc32931179]Sustainability perspectives of ASDA
Sustainability refers to the practice of running the business for a long period. The sustainability factor is an important factor as it leads the organization toward success. As Ethical practices, a sustainability practice is another factor which changes the customer experience toward the organization. Sustainability practice focuses on the consideration of an organization toward the environment and society. Customers prefer to buy and wish to make a relation with those organization which pays special attention toward the environment and society. Along with earning a profit, organization nowadays should focus on preserving the environment and society as well.
ASDA has been taking the sustainability perspective seriously. They have been involving their customers in the decision-making process. Involving customers in decision making provides a company with a unique way of selling its products and services. To preserve the environment and to reduce pollution, ASDA has launched a test and learn sustainability. This program encourages customers to reuse and refill. ASDA has reduced the use of the carbon footprint by 15.8%. ASDA has also drawn attention on reducing the emissions from transportation. For the training purpose, ASDA has used double -deck chiller trucks and low carbon dual fuel. It has also reduced the use of water resources. 
As it has shown major concern toward the environment and society, customer experience toward ASDA would be positive. Customers do not hesitate to use the products of the ASDA as it has knowledge regarding the environment and the impacts of the business on the environment.
[bookmark: _Toc32931180]Sustainability perspectives of Morrison
Morrison is the tough competitors for ASDA. It has also adopted different sustainable policies and focus on preserving the environment and society. According to Shanahan (2019), Morrison has developed the political agenda to rescue plastic pollution in the Pacific Ocean and focus on building a sustainable recycling program. Morrison knows properly about the value of the farmers as all the food products come from there. This supermarket has sponsored 24 hours in farming 2019. It also encourages selling fresh meat to customers. It is reducing the use of carbon footprint. It always delivers fresh products to its customers directly purchase from the farmers.  
[bookmark: _Toc32931181]Academic theories of Ethical and sustainability
Theories related to ethical are:
[bookmark: _Toc32931182]Deontological ethics
It states that customers and people should be treated with dignity and respect. It would be unethical if an employee of a business organization did not respect the customers. ASDA fail to apply these ethics. An employee of ASDA fails to respect its customers and suppliers as well. They speak rudely with their customers and humiliate these ethics. While Morrison has applied this theory properly, it shares a good relationship with its customers as well as suppliers. It is well known about the value of the customers for the success of an organization (Chan, 2019).
Theories related to sustainability are as follows:
[bookmark: _Toc32931183]Corporate social responsibility
CSR refers to the practice implemented by a company to produce an overall positive impact on society and the environment. This aspect has drawn a major focus for the business organization. Organization nowadays develops a plan focused on corporate social responsibility. ASDA has also followed this theory while doing business. It has initiated a plan to reduce the use of the carbon footprint which is the main cause of Greenhouse gas emission. Similarly, it also discourages to use plastic products and prioritize reuse and recycle methods. Not only ASDA, but Morrison is also a step forward on implementing CSR activities. As Morrison, it also encourages recycling and reuse of plastic products. It uses fresh products in its supermarkets and helps farmers. It is also initiating different programs to reduce carbon footprint (Crane et al., 2019).
[bookmark: _Toc32931184]Relevant models to improve Customer Relationship Management in ASDA
In all business organizations, the goal was to manage a profitable customer. Companies strive to be the market leader. In this context, the customer relationship method can be meaningful as it facilitates the evaluation and management of customer interaction. CRM (Customer Relationship Management) is an analysis of customer needs and expectations and provides the available solution. Customer Relationship Management (CRM) is a way of managing a company's relationship with existing and potential customers. It uses data analytics for the history of customer engagement to improve business and customer relationships, with a focus on customer care and ultimately increase sales growth. The idea of ​​customer relationship management (CRM) has recently become more attractive to companies as companies take advantage of these opportunities. Customer relationship management measures the quality of services by establishing several departments that gather customer experience, customer guarantees, customer relations and customer complaints. Every business sector must understand customer perception, satisfaction and refinement; Customer Relationship Management (CRM) helps a company create value for its customers. It also helps to understand and influence customer behaviour, which ultimately improves customer loyalty, satisfaction and profitability (Bhat and Drazi, 2016). CRM (Customer Relationship Management) plays an important role in ASDA's presence. The business focuses on improving products and services according to the customer's needs. Customer satisfaction and responsiveness are key to ASDA's growth, so organizations can implement different perspectives or models to improve customer relationship management. In this case, the CRM model encourages ASDA to improve the quality and drive the development process. Various CRM concepts have been developed. As such, we briefly present some models or theories that ASDA can implement to improve customer service relationships.
[bookmark: _Toc32931185]The IDIC Model 
The IDIC model was created by Peppers and Rogers in 1995. The IDIC model represents identity, differentiate, interact and customize. The model helps to estimate customer expectations and value in the business. The model shows that companies need to take four steps to develop and maintain long-term relationships with clients (Thakur and Chetty, 2019). 
1. Identify customer expectations
ASDA should identify real customers and have deep knowledge. This helps them to be understood easily and helps the organization deliver benefits. ASDA must collect good information about each customer so that the company understands their needs, wants and purchasing behavior’s.
2. Differentiate customer expectations
Customers must differ according to their needs and values. ASDA should differentiate its customers to identify who can offer the best company in the future. Customers may have different needs, so they must be organized according to their needs. In addition, large markets must understand their need to be able to deliver services in a profitable way.
3. Customer interaction
To understand the relationship between customer expectations and brand, ASDA must focus on customer interaction. Companies must ensure exchange rates and quotations according to the customer's needs. In addition, ASDA must communicate directly with customers to focus on customers and value them. As such, this work encourages ASDA to build a loyal customer and build long-term relationships with them.
4. Customizations to meet customer expectations
When different brands meet their needs and prices, ASDA must adapt its products to customers' needs, expectations and efficiency. Customize the offer and communications help ASDA ensure customers succeed. In addition, for ASDA to move the consumer into a relationship, some of their behaviors seem to be tailored to the needs of their clients.
[bookmark: _Toc32931186]The Quality Competitiveness Index Model (QCI) 
The Quality Competitiveness Index Model (QCI) is a minority (0-1), which measures the competitiveness of a company's contribution to the quality mission, strategy, policy, and infrastructure. The Quality Competitiveness Index Model (QCI) model is a type of consumer consulting model and production of a consulting company. The model suggests that you perform activities that help your organization acquire and retain customers. The QCI model identifies the people who run the services and technology to use these activities. The model also includes a variety of activities involving people, employees, organizations and technology. According to this model, if the external environment wants to cooperate with the company, the process of communication between the external environment and the external environment will have a direct impact on the customer experience. The external environment also affects the company's planning or operations. According to the model, the customer experience affects customers' preferences, customer care activities and measures (Feng and Jiadong, 2008).
[bookmark: _GoBack]As mentioned above, customer relationship management starts with people and ends with individuals, ASDA must promote CRM to achieve organizational success. Based on the implementation of this model, ASDA can improve CRM quality. This is because the model proposes step interaction. ASDA must focus on regulatory activities such as development, exchange, reception and cost-effective management. Properly implemented large markets can eliminate ongoing problems with customer relationship management. A business organization must also understand how all activities, processes, people, organizations and technologies are integrated within the organization. Thus, using the QCI model, ASDA can improve CRM quality (Terblanche, 2018).
[bookmark: _Toc32931187]CRM value chain model
The CRM value chain is a model to follow when designing a CRM strategy for a company. This model was created by SMEs, including IT, software, telecommunications, financial services, retail, media, manufacturing and technology. The model is based on the principles of strict theory and rules of business practice (NinjaOutreach, 2019). The main purpose of this strategy is to ensure that the company creates long-term relationships with users for personal gain. As a result, some customers pay to find or serve them. Customer Relationship Management (CRM) service provides the company with insights on how to develop and implement a CRM strategy. This model was developed by Francis Buttle 2004 (Buttle, 2001). The main purpose of the model is to integrate internal and external organizational processes to benefit customers and create value. In addition, the model can be applied to business to business (B2B) and business to consumer (B2C). The model also emphasizes building long-term relationships through a culture that identifies customer needs, records data tracks customer needs through IT processes and maintains positive relationships with people. The implementation of this model allows organizations to build lasting and mutually beneficial relationships with strategic customers. Strategic customers are those who bring great value to the organization. Organizations need to develop some strong and viable strategies to maintain them in the long term. The model also monitors all activities and steps required to build relationships with customers. These activities are divided into the primary stage and secondary phases. The second stage is the support system of the first stage, these stages are composed of different processes (Lendel, 2009).
To improve CRM in ASDA, the CRM value chain model helps supermarkets identify and prioritize activities that are valuable to them. After implementing the model, ASDA will be able to identify processes for its customers' end products. As mentioned above, because the model follows the key and supporting steps necessary to build relationships with customers, ASDA needs to focus on five key processes to implement its strategy. The process includes analysis of customer intimacy, development of customer portfolio, value propositions, network development, and relationship management. According to the model, ASDA should be able to analyze customers, respond to their needs and expectations in an improved manner, and develop effective strategies to maximize their lifecycle value.
Similarly, ASDA needs to understand and connect with customers to better serve them. This helps the company to operate for a long time. In addition, it is necessary to focus on developing the supermarket network to ensure that the entire system works together to improve the customer experience. To provide value to target customers, ASDA should focus on reducing process costs. In addition, ASDA assesses the organizational structure and business processes, enabling you to manage retention, acquisition, and customer development. In addition, if ASDA sympathizes with the creation and development of leadership and culture, data management processes, human resources management processes, and procurement processes, then supermarkets will be able to implement effective CRM value chains (RETAIL CHANGE, 2002).
[bookmark: _Toc32931188]Payne's Five Forces Model
The five CRM forces were created by Adrian Payne and Pennie Frow. The model emphasized the operational strategy for the CRM process. The model has two main cross-validation components, which are an integral part of CRM operations and CRM implementation. The model also identified five major CRM processes, including the strategic development process, evaluation design process, multilayer integration, information management system and performance evaluation process. These five main courses are CRM strategy, CRM performance and CRM analysis. In addition, key elements required for improved CRM implementation include CRM preparation, CRM change management, CRM project management, and employee management. All important components have specific roles and responsibilities for successfully implementing customer relationship management (Payne and Frow, 2006).
The implementation of this model will help ASDA to develop the relevant vision. This will benefit companies that have been identified as important players in the market. As part of its customer strategy, ASDA needs to investigate a potential existing customer base. In addition, companies can identify future behavior’s that will help meet specific customer needs. ASDA needs to identify processes that can help create value for customers, identify processes and add value to the business. Then it needs to specify how to maximize value in the desired customer base. This supports effective value exchange. In addition, ASDA can perform a variety of tasks to attract customers and understand their insights and maintain them for a long time. As a result, the implementation of CRM has been improved, which has ultimately led to greater success (Sharma, 2011).
Payne's five forces model reflect the relationship between prospects, business processes and customers, this model can greatly benefit ASDA by providing customer-centric recommendations. ASDA can participate in the development of customer relationship strategies by attracting customers and providing royalty-privileged priority delivery and value proposition. Also, with the help of this model, ASDA can include multiple integrations of customer service and reviews. Therefore, ASDA needs to focus on important factors such as CRM preparation, change management, project management, and employee management. Without these conditions and elements, ASDA's CRM process will not be successful. Therefore, all processes and elements of Payne's five forces model will improve ASDA's CRM implementation (Tangaza et al., 2015).
[bookmark: _Toc32931189]Findings
Customer relationship management is an important factor for every organization. Organization having proper customer relationship management always proves to be far better than those organizations which don’t implement CRM. Customers nowadays are educated and conscious of the goods and service provided to them. They wish the organization from where they are buying the goods and services follows ethical and sustainable policies seriously. With response to the scenario, it is noticed that ASDA has been facing various challenges. From the above research conducted, it is found that ASDA has various issues regarding an ethical concern. Among the top four supermarkets of the UK, ASDA is considered as the least ethical supermarket. ASDA fails to treat properly when it comes toward the treatment of suppliers. ASDA, Tesco and Aldi abuse workers in Bangladesh to produce cheap clothes and providing low wages to its workers. The customer experience of the ASDA group is negative as the products delivered by them are of a low standard. Delivery of the goods and services is not on time which results in the cancellation of the order. It shows ASDA fails to implement the CRM properly. However, sustainable policies of ASDA are better as it has shown a great concern toward the environment. It stresses on the less utilization of the plastics, saving the energy, reduce and proper use the wastes and so on. CRM management of Morrison is far better than the ASDA as it has shown a great concern toward the suppliers and customers. ASDA did not use the deontological ethics theory as it doesn’t respect its customers. While corporate social responsibility of ASDA is strong enough because it has shown its major concern toward the safety of the environment.ASDA could use different relevant models to improve Customer Relationship Management they are the IDIC Model, the Quality Competitiveness Index Model, CRM value chain model and Payne's Five Forces Model.
[bookmark: _Toc32931190]Conclusion
Proper implementation of CRM helps an organization to achieve success in a predetermined time. Customer relationship management would be better only when the organization successfully provides better experiences to its customers. Ethical practices and sustainable policies of the organization decide the condition of CRM. Ethical practices are necessary to adopt if an organization wants to collect a positive customer experience. The organization could have a strong relationship with the customers only when the CRM policy is properly maintained by the organization. A good relationship with the customers helps in the growth and sustainability of the business organization. 
While talking about the ethical situation of the ASDA, many customers have reported it as the least ethical supermarket in the UK. Employees of the ASDA did not treat their customers properly. In the same way, customers have several complaints related to the late delivery made by the supermarket. This all activities of the ASDA gather the negative customer experience. If ASDA did not improve in its ethical practices, then in future it would have to face numerous challenges. In the same way, sustainable practices of ASDA are praiseworthy. It has encourages the program of less use of plastic and stress on recycling and reuse practices. Due to these practices, ASDA somehow is successful in gathering the positive customer experience. 
If ASDA wants to overcome the issues and challenges it is facing related to CRM, it can use different CRM models and theories. Implementing these models helps an organization to improve the quality of the products and services. The different models are IDIC model, the quality competitiveness index model (QCI), CRM value chain model and Payne’s five forces model. Customer expectation to the company can be easily evaluated with the use of IDIC model. Similarly, QCI model helps ASDA to retain the customer by focusing on the customers more than the procedures. In the same way, the CRM value chain helps to properly understand the demand of the customer. While a quality relationship with the customer is possible due to Payne’s five forces model. In conclusion, this report presents the ethical and sustainable policies of the ASDA along with its competitors Morrison. Thus, this report also presents different ethical issues and sustainable policies practised by the ASDA. Similarly, recommendations are also provided which helps the company to improve customer relationship management. 


Recommendation
While ASDA is strongly related to sustainable policies, it is somehow backward in implementing ethical practices. It is necessary to improve the ethical practices so that an organization experience strong customer relationship management. 
· ASDA should teach their employees about how to treat with the customers properly.
· ASDA should listen to the customer complaints seriously and tries hard to improve their performance.
· It should work on its ethical policies and practices.
· Like its competitor, ASDA should provide its customers with an exciting way of shopping.
· It should stress on using the different CRM models to enhance the quality of customer relationship within the company.
Thus, implementing this recommendation seriously will surely improve the performance and helps in successfully implementing CRM.
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