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Asda’s contribution to sustainability

The history of the franchise:
   The idea of the ASDA franchise began as early as the 1920’s. The Asquith family owned a small franchise of butchers' shops in West Yorkshire. There were another family called the Stockdales who ran a dairy farm. In 1949, the dairy farming companies collaborated to form ‘associated dairies and farm stores LTD’ with Arthur Stockdale as the managing director. During the 50’s and 60’s, Noel, the son of Arthur Stockdale, struck a deal with one of the Asquith brothers that made them the co-founders of a franchise that would change the way people shop forever (ASDA, 2019e).
   The Asquith brothers; Peter and Fred, had already visited America in 1958, taking home with them great inspirations about the first supermarket in history that they visited in America called ‘Piggy Wiggys’. Innovations were put into place in 1963 when the brothers converted an old theatre called the ‘Queens’ into the first ever self-service supermarket, a second franchise followed only months after the first. During the times these self-service supermarkets were booming, the Asquith brothers discovered the power of discounted products. They would give consumers a discount if they returned the labels off the soup cans, customers loved this idea so of course they returned. The brothers also seen it beneficial to do a ‘late night shopping’ every Friday, which once again the consumers loved, this ensured the franchise with good customer loyalties (ASDA, 2019e). 
   In 1965, Peter Asquith built another supermarket next to a carpark as cars were becoming increasingly popular in every family, he saw this as only beneficial. He wanted outside help with his butcher shops, so he contacted Noel Stockdale. This was the start of a prosperous partnership and the first ASDA was born on the 3rd May 1965 (ASDA, 2019e).

Asda’s contribution to sustainability today:
   Sustainability is the long-term maintenance of the earth’s natural resources, it is caring and harmonising with the economy to create a balance and reduce the negative impact of humans actions (Corvellec, 2016). To organisations such as ASDA, complying with an efficient sustainability procedure could mean an increase in profit.  If supermarkets were to convert to a clean energy supply, the reduction in energy consumption costs will ensure a drastic profit increase (Achrnews, 2017). Alongside increased profit margins there are other reasons why a supermarket would benefit from being sustainable such as; it’s better for the environment, our health, people and animals. However, an increased price in goods comes from supermarkets being sustainable and with the competition within these organisations today this means that consumers will shop elsewhere if the price increases, Liesbeth Van Meulder (2018) states that supermarkets should “stop harping on about consumers not being interested and only caring about price. To a large extent that’s what you [the supermarkets] have taught them. Use the same technique to steer us towards more sustainable choices”. If the supermarkets concentrated more on eco-logical balance and maintenance of resources rather than the price of goods, then an efficient sustainability procedure would be very beneficial. Although this would mean that every competitor would have to be on the same understanding as competition would steer this innovation in the wrong direction.  
   ASDA, which now has over 633 stores across the UK, has numerous sustainability procedures in place already and even more goals to reach in the future. By 2025, the company aims to use 100% recyclable and biodegradable packaging on all their products. The company already started the progression in these procedures by reducing the use of plastics in their brand packaging by 10% and succeeding in reducing plastics in 180 of their brands in 2019 alone; equivalent to 6500 tons of plastic. They have eliminated the purchase of single use carrier bags that were totalling an average of 85 million a year instore; equivalent to 500 tonnes. When combined with online purchases, ASDA has put a stop to the production of 375 million single use carrier bags annually (ASDA, 2019b). 
  The company has also made a start in reducing plastics in their products, they no longer sell plastic straws and are attempting to demolish the use of these straws in their own brand juice cartons. In January 2018 they ceased to sell plastic cotton buds and have launched a reusable hot drinks cup for £1 where customers could have a 25p discount off hot drinks when these cups are presented instore (ASDA, 2019b).
   All ASDA branded seafood is sourced from fisheries that conserve the oceans biodiversity, the supermarket provides customers with the option to view online data at the oceans disclosure programme (2019) that provides information as to where the seafood was sourced and the procedures it took to get the product from ocean to plate. All Asda brand tuna is dolphin friendly and hasn’t been caught by vessels that have been denounced due to illegal activities such as shark finning. Asda supports the ‘Fisheries improvement project’ in South East Asia, which educates the fishermen in awareness of sustainable fishing and reduction of fishing for juvenile species. Along with the sustainable fishing scheme, ASDA has already progressed through other areas of environmentally friendly farming procedures. They have sourced palm oil for their products from the RSPO; The ‘roundtable for sustainable palm oil’, and have done since 2015 and are also active members of the roundtable for sustainable palm oil themselves. The company are also active members in the ‘roundtable of responsible soy’; RTRS, and are working with other organisations to stop illegal deforested areas from supplying the markets with soy. In the organisations own brands of chocolate including white, dark and milk, the source of the cocoa is from rainforest alliance certified plantations, which means this product supports the safeguarding of waterways and soils, reduces chemical use, preserves natural wildlife habitats and promotes the health and wellbeing of workers and their families. All of the organisations own brand has been free from animal testing in its beauty and household products since 2009, and all meat sold at ASDA has been slaughtered in a respectful and humane way (ASDA, 2019a).
   ASDA is a strong believer in reducing food waste, their goal is to reduce it by 20% by 2025 and halve that by 2030. Below is data of Asda’s food reduction process for 2019 alone: 


	FOOD SURPLUS:
	TONNAGE IN 2018:

	Anaerobic digestion (to generate energy)
	29, 257

	Energy recovery
	1,088

	Animal feed
	42

	Donation
	1,134

	Liquidation
	119

	Customer giveaways
	243

	
	

	Total
	31, 883



   Source: (ASDA, 2019c)
   
Over the past six years ASDA has donated over ten million meals whilst working alongside FareShare (Fareshare, 2019). The supermarket franchise has started a campaign called ‘ASDA; fight hunger, fight poverty’ and since 2018 the company has helped one million people out of poverty by providing them with a minimum of three days' worth of nutritionally balanced food and support and providing food banks with fresh foods (Trussell trust, 2019).
The organisation also produces a clothes range called ‘George’ and have done since 1990 when they were the first supermarket to launch a clothing brand. Many of these products are manufactured in Bangladesh, as the below chart shows; a staggering 85% of factory workers are female.
 
(ASDA, 2019d)
   ASDA takes steps to empower women in these countries by ensuring the welfare of the women are taken seriously. Since 2011, the organisation has been working alongside the ‘Business for social security’ charity to educate the company’s foreign workers on factors such as hygiene, reproduction, nutrition, vaccines and health issues. They promote these women to that of a ‘peer-educator’ so these women talk about what they have learned outside of the organisation and share their knowledge with others. Creche facilities are also available in these foreign factories to provide the workers’ children with a safe and caring environment. ASDA also recognises that Bangladesh is not like the UK and only the ones who can afford an education can succeed with that (ASDA, 2019d). Therefore, ASDA has been working together with an American charity called ‘Hope’ to provide education for all the workers and their families and succeeded in 2009 and 2010 by opening a school in Dhaka (Hope, 2019). The franchise claims to ensure that financial promotion and inclusion is guaranteed overseas and have teamed up with an organisation in India named ‘Geosansar’ to provide their workers with training in subjects such as; how to use an ATM, managing financially, savings and insurances (ASDA, 2019d). However, there are conspiracies in place that argue that ASDA are not keeping their promise to look after their overseas workers, instead they are exploiting them and keeping them in poverty because of poor rates of pay (ActionAid, 2019).

Conclusion
To summarise, ASDA alone cannot globally change all the impact unsustainable practices in business are having on our world, but it has certainly made an improvement. The effects of the organisation’s sustainability practise have reached far and continues to do so. Unlike some organisations that have changed minor factors within their business to improve sustainability for the sake of their media coverage, for example; McDonalds using cardboard straws that when investigated into turned out to be non-biodegradable (BBC, 2019). ASDA, however, has been following procedures that are not known unless researched that are very beneficial to sustainability concerns worldwide, the majority being taking place behind the scenes. It can be said that ASDA and the entire organisations priority has been for a long time about sustainability. With reference to this organisations willingness to work with other companies to improve and sustain factors such as; conserving the ocean through contact with correct fisheries, making foreign workers lives just as much of a priority as UK citizens and their goals to achieve 100% biodegradable packaging by 2025, this can only be seen as a genuine process of improving sustainability practises worldwide and not just for the sake of their own media coverage.   
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Reduction	
Fruit and veg	Chilled foods	Dairy	Bakery	Ambient packaged groceries	Meat, Poultry, Fish	Beers, Wines, Spirits	Frozen foods	0.23	0.16	0.16	0.15	0.15	0.06	0.06	0.03	

EMPLOYMENT GENDER

AMOUNT WORKING	MEN	WOMEN	15	85	Column1	MEN	WOMEN	Column2	MEN	WOMEN	GENDER


AMOUNT OF PEOPLE



