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[bookmark: _GoBack]Introduction

It is vital for leaders and managers to instil robust ethical and sustainable marketing practises into business operations to enhance total quality management and develop worthwhile, trustful customer relationships. Enterprises are steadily becoming more customer oriented, globalised and competitive. Chartered Institute of Management Accountants (2010) recognises it is essential for businesses to first consider the environment before focusing on profits. This report will focus primarily on Asda and other UK supermarkets in relation to the customer relationship based on the benefits of ethical trading and building sustainable resources. The purpose of the literature review is to investigate the impact Asda’s quality systems may have on the customer relationship. The aim is to assess a variety of quality models and theories to determine the link between quality and improving the customer relationship. The evaluation will observe the benefits and challenges of developing and maintaining good customer relationships. The conclusion and recommendations will demonstrate the connection between ethical and sustainability policies and the impact on the quality of the customer relationship management at Asda. 

The benefits of engaging in ethical trading and building sustainable resources to the customer relationship

Bearne, (2018) explains that consumers are becoming increasingly mindful about making ethical choices and spending money on brands with sustainable business practices. Research carried out by Retail Week indicates that forty-four-point five percent of UK consumers are concerned about the impact we are having on the global environment.

Implementing ethical and sustainable strategies provides many benefits for stakeholders. Ethical Hour (2019) points out, executing these policies attracts ideal customers, drives sales, raises awareness, supports inspiring causes, gets the message across easier through mainstream social media, promotes marketing due to public attention and is a way of giving back to the community. This leads to customer loyalty, extraordinary quality and overall satisfaction. 
   

The customer experience at Asda and other supermarkets based on marketing ethics and sustainable marketing

[image: Infographic: The UK's favourite supermarkets | Statista]
Figure 1 – A comparison of the UK’s favourite supermarkets (Armstrong, 2019).
The customer-experience 

Gartner defines customer experience as a consumer’s perceptions of an organisation as a result of their dealings with the brand, throughout the customer journey and across multiple touchpoints (Ameyo, 2020). This is an important issue because as Bordeaux, J. (2019) observes, the prolonged growth of a company is determined by the worth centred around the customer experience. He adds, creating an optimistic customer experience builds brand loyalty which encourages repeat business and new business through word-of-mouth marketing, resulting in improved profits.

Marketing ethics 

The Business Dictionary, (2020) defines marketing ethics as basic principles and morals that control business habits in promoting goods and services to consumers. Reliable marketing ethics is doing what is right and fair and does not negatively impact customer satisfaction. BBC, (2020) notes that ethical businesses contemplate the outcome their operations could have on the community and the environment. The advantages of marketing ethics are, it boosts customer allegiance when the same products and services are offered as described in advertising campaigns, a strong brand reputation is developed, market leadership flourishes, basic human needs are satisfied and employee motivation is invigorated, which enhances the customer experience and accomplishes financial goals through authenticity (Bhasin, 2018). 

Sustainable marketing 

Sustainable marketing also known as green marketing, refers to processes’ businesses administer to concentrate on social and environmental strategies. Establishing sustainable marketing practises helps prevent negative publicity surrounding misleading advertising, unnecessarily high prices and increased waste (Loy, 2020). Roberts (2020), notes that in order for businesses to be successful they must focus less on short-term profits and more on long-term consumer value. He explains that at the core of sustainability is people (social), the planet (environmental) and profits (economical) - known as the ‘triple bottom line’. 

Asda

Wal-Mart owned Asda is the second biggest supermarket in the UK. Edward Garner from TNS a market research company says, Asda has always tried to link their promotional slogan, ‘Save Money. Live Better’ to price and sustainability (Cooper, 2009). Asda is persistent in their price leadership with a large portion of the market share, while maintaining economies of scale. Asda’s successful marketing campaigns have identified their ideal price conscious customers. However, critics have argued that Asda’s emphasis on price has detached it from being ethical and their low-cost strategy means they are more focused on selling volume as opposed to selling sustainable products (Rodrigo, 2017).

In the past Asda has been a subject of controversy regarding issues such as dairy price fixing, false advertising and the horsemeat scandal. Nevertheless, they are taking pro-active approaches to overcome these issues and avoid damaging their reputation further. For instance, their Democratic Consumerism engagement scheme will give consumers a say on the company’s buying decisions. Asda’s chief executive Andy Bond hopes the new incentive will inspire customers, restore trust and attain prolonged customer loyalty (Marketing Week, 2009). 

Asda’s fashion label George obtains most of its manufactured, imported clothing from Asia where workers earn a mere pittance. Asda’s ambition is to become the cheapest fashion retailer in the UK, however it’s imperative they strive to improve conditions for poor workers
in developing countries. Research by Action Aid demonstrates that if Asda pays two pence extra for every t-shirt purchased from India, the women who make them could earn a decent living wage. This is achievable without effecting the costs consumers have to pay. Workers would then be able to live with dignity and a better wage is also likely to intensify productivity. Higher productivity could lead to financial gains that could be passed to Asda workers in the UK (Action Aid, 2010). Furthermore, Asda workers in the UK would be more motivated to provide a better service and consumers who purchase more ethically sourced products would feel gratified they have contributed to improving the lives of the less fortunate.

Due to the pressures of environmentalism, Asda will open a new sustainability store in Leeds in 2020 as part of their plan to reduce the amount of plastic in stores and become more environmentally friendly. The new supermarket will enable customers to refill food in their own containers. The store will have a reverse vending machine that will return money to the user for recycling plastic (Walden, 2020). Inevitably this initiative will create a win-win situation of societal marketing by considering customers’ wants, the company’s requirements and society’s long-term interests. Recycling will become easier and it will support a cleaner living environment by preventing pollution. Asda will save money on expensive plastic and build a better image as a company that really cares about the environment.

Asda is a member of the Ethical Trading Initiative that aims to develop good practices and supports various charities like Children in Need. However, Asda is frequently condemned for violating certain codes, for example breaching international labour standards through supply chains by exploiting workers in underdeveloped nations (Power Base, 2009). Asda must ameliorate this social dimension aspect of sustainability to restore public trust, remain competitive and avoid harming people or the planet (Muller, 2014).

Waitrose

Award winning supermarket Waitrose adopts a niche strategy to focus on a specific target market, they are brilliant at fulfilling an ethical and sustainable brand. For example, they support Fair Trade who ensures the quality of ethics in supply chains, improves pricing and guarantees local farmers earn a fair price. Their commitment to Fair Trade generates an estimated two-point-four million pounds annually in premiums which is used for community projects like better health and transport facilities, machinery upgrades and workplace training. The premiums surpass the environmental, social and economic conditions for farmers and workers (Waitrose, 2020).

Customer surveys conducted in Which? consistently place Waitrose at the top of the polls for being the UK’s favourite supermarket with regards to customer satisfaction (O’Reilly, 2011). In addition, they have won the Compassion in World Farming award for the fifth time. Waitrose’s director of buying and agriculture Heather Jenkins stated, customers who buy from the supermarket know products been sourced to high standards by dedicated farmers who share the same values” (Robinson, 2016).

Sainsbury’s

One of Sainsbury’s core values is helping customers live healthier lives. Sainsbury’s initiatives ensure that all of their promotions and product placements are presented responsibly. For example, in 2016 Sainsbury’s discontinued all multi-buy offers and removed confectionery from their checkouts. Sainsbury’s is responsive to the ongoing struggle with obesity and recommends that retailers take more action to allow customers to make more informed decisions when shopping. For instance, Sainsbury’s suggests including guidance on portion sizes on the front of pack labelling to educate customers on reasonable meal sizes. Sainsbury’s runs trials to help customers, specifically less affluent families, which encourages them to live healthier lifestyles (Sainsbury’s, 2019).

Tesco

Tesco’s ‘Bags of Help’ scheme assists with funding local community projects across Britain. The bags are made from recycled plastic, to help control the damage caused by plastic waste. Projects range from new equipment to upgrading community buildings or outdoor spaces and training. The money is raised from the sale of reusable bags for life, customers are able to vote for the project they want the money to go on. Eighty million pounds in grants have been given to over 27,000 community projects (Tesco, 2020).

The implementation of ethics and sustainable marketing in Asda compared to its competitors and industry as a whole

Ethical Ratings 2015
	Ethical Score: 
supermarkets with greater scores, surpass those within each criticism group.

· = bottom rating
· = middle rating
· = top rating (no criticisms)

Positive (+ve) ratings:

*    = full mark
^    = half marks
	
	Environment
	Animals
	People
	Politics
	+ve

	
	Ethical Score (out of 20)
	Environmental Reporting
	Nuclear Power
	Climate Change
	Pollution & Toxics
	Habitats & Resources
	Animal Testing
	Factory Farming
	Animal Rights
	Human Rights
	Worker Rights
	Supply Chain Management
	Irresponsible Marketing
	Arms & Military Supply
	Generic Engineering
	Boycott Call
	Political Activity
	Anti-Social Finance
	Company Ethos
	Product Sustainability

	BRAND
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Waitrose
	6
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	^
	

	Co-op
	5.5
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	^
	

	Marks and Spencer
	5.5
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	*
	

	Ocado
	5
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	
	

	Aldi
	3.5
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	

	Iceland
	2.5
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	

	Lidl
	2.5
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	

	Morrisons
	2.5
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	

	Tesco
	2.5
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	

	Sainsburys
	2
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	

	ASDA
	1
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	· 
	
	



Table 1 – Ethical Ratings 2015 (Robinson, 2016).


How effective is it?

The table above indicates that Asda scored the lowest in comparison to other supermarkets and industry as a whole. Research completed by Ethical Consumer highlights several ethical issues with Asda in a number of categories.

Firstly, its people, Asda has encountered numerous allegations of employee discrimination regarding a gender pay gap.

Secondly, the environment, due to the damage caused by deforestation Asda received middle ratings for sourcing inadequately certified palm oil from Borneo.

Thirdly, animals, Asda was found to sell products related to animal rights issues such as meat and dairy not labelled as organic or free-range and testing on animals. 

Finally, politics, Asda received the worst ratings for tax avoidance due to its owner Walmart’s holding companies in tax havens (Ethical Consumer, 2020).

What can Asda do better?

Firstly, Asda should include more women in recruitment campaigns, clearly communicate salary ranges to encourage women to negotiate, be frank about promotions, pay and rewards and integrate a more inclusive culture (Government Equalities Office).

Secondly, Asda must ban all palm oil sourced from Borneo and Sumatra and find alternative sources that come from sustainably run plantations (Jowit, 2007). 

Thirdly, Asda must fully commit to free-range with clear labelling. Signing up to ‘Better Chicken Commitment’ will help tackle chicken welfare difficulties (Jackson, 2019). They ought to supply more organic products and avoid sourcing products that have been tested on animals.

Finally, Asda needs to be more transparent about their tax planning tactics and communicate their circumstances better to help rebuild public confidence and bring more certainty (Foster, 2013).

Literature Review

The objectives of this task are to explore the effectiveness of quality theories and models and the possible impact Asda’s quality systems may have on the customer relationship.

Quality control systems began during the industrial revolution, though total quality management (TQM) is a comparatively new idea. Walter Shewart known as the ‘father of statistical quality control’ collected data and statistics to develop quality control charts (Quality Management Systems, 2020). Deming continued to champion Shewart’s work, while Juran has been called the ‘father of quality’ whose particular emphasis was on the human dimension of quality (Smith, 2011). Feigenbaum is renowned for the concept ‘total quality control’ or TQM as it is known today and his work with modern management. Ishikawa is known as the ‘father of modern management’. Interestingly, Japan’s quality movement was influenced by several quality gurus including Shewart, Deming, Juran, Taguchi and Ishikawa (Namboodiripad, 2012). Deming proposed the fourteen points of management principles, developed the Plan-Do-Check-Act (PDCA) cycle (derived from Shewart’s work) to improve quality and productivity, and the seven deadly sins of management. Juran developed the Quality Trilogy - planning, control and improvement, the Pareto analysis, the “fit for use” theory and ten steps to quality improvement. Crosby’s concept was “quality is free by doing it right the first time”, zero defects and the fourteen steps to quality improvement. Ishikawa is renowned for the Cause and Effect or Fishbone Diagram, quality circles and talk with data. Feigenbaum theories include the nine M’s and the “hidden plant”. Finally, ISO 9000 forms the international standards for quality assurance, with documentation, audits, reviews and the seven quality management principles (Neyestani, 2017). 

Dahlgaard-Park (2011) indicated that TQM displays some signs of losing its appeal and is being replaced by new terms like ‘Business Excellence’ and ‘Lean Six Sigma’ (these concepts are within the framework of TQM). 

Customer relationship management and quality 

Hargrave, (2019) explains that customer relationship management (CRM) is the ethical practices businesses strive for when associating with customers. This includes continuous technological interactions with customers, such as sales and service-related processes, and forecasting customer tendencies and attitudes. CRM helps augment the customer’s overall experience by building relationships and creating loyalty that generates repeat business. 

Mar, (2013) describes quality as fit for purpose, conformance to requirement, costs more to produce, the price consumers are willing to pay for a product or service, compliance to best known standards, processes and specifications, value for money and a satisfying experience.

The link between quality and customer satisfaction
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Figure 2 – Customer Perceptions of Quality and Customer Satisfaction (McGraw-Hill/Irwin, 2006).

Total quality management (TQM)

TQM can be defined as a management method used to achieve continuous improvements and enduring customer satisfaction rather than focusing only on short term profits. TQM efforts rely on everyone within an organisation who are involved in enhancing processes, products and services in the workplace (ASQ, 2020). TQM processes include suppliers and customers. Implementing TQM practises ensures efficient quality and productivity that increases organisational profitability and competitiveness (Inc, 2020).

The impression is that the philosophies of TQM have caused an evolution in relationship marketing and market orientation. Marketing has a corresponding effect on quality but is not instrumental in developing quality strategies. Marketing and quality are very involved in the course of creating customer value, which is extremely important in an increasingly customer focused business environment (Mele, 2007).

The possible impact Asda’s quality systems may have on the customer relationship

Asda operates in an exceptionally competitive industry, in order to sustain superior customer relationships and prsoper it is crucial to implement quality theories and models into its business activities. In addition to ongoing environmental and sustainability concerns, service quality has become a foundation marketing strategy for businesses (Daniel and Berinyuy, 2010). Research has shown that providing excellent service and quality goods leads to customer retention, new business, enhanced brand reputation and guarantees profitability (Negi and Ladhari, 2009).

Engagement of people

One of ISO 9000’s seven quality management principles are engagement of people which ensures organisations achieve value by encouraging good performance, typically resulting in high levels of customer satisfaction. It includes workers at all levels and respects everyone’s uniqueness. The methods include recognition, motivation, personal development and shared values (ISO, 2015). ISO 9000’s recognition aspect is similar to Crosby’s fourteen steps to quality improvement “recognise employees who participate”. Asda agrees, their Senior Vice President for People and Stores Hayley Tatum expressed, engagement is fundamental to generating a competitive advantage it directly impacts performance and customer satisfaction. She adds that customer engagement along with providing quality goods can produce value (CIPD, 2020). This could create value-in-use by providing quality goods or value-in-experience because the engagement factor makes the customer feel worthy. Asda offers all employees a continuous professional development programme (PDP) which helps them gain multiple skills required for a fast-paced, constantly changing retail environment. Juran’s human dimension feature to quality management explains “that the fundamental cause of quality issues is resistance to change”, Asda’s PDP provides employees with the necessary skills required to overcome these challenges. Asda recognises itself as a people business who constantly works hard to provide a brilliant service to their customers, they support a diverse workforce and recognise employees by hosting celebratory events for long-serving colleagues (Asda, 2020). Research has shown that engaged employees take pride in their jobs, thus causing a chain reaction because customers also experience a better service. Seven out of ten buyers will spend thirteen percent extra money with a company that delivers an outstanding customer experience. In Search of Excellence author Tom Peters rightly says: “Techniques don’t produce quality products and services, people do”. A previous study showed very engaged organisations had forty percent fewer quality defects (Wickham, 2020).

Asda’s Everyday low prices and relationship with suppliers

Asda’s competitive advantage is low cost which is represented in their “Everyday low prices” strategy. Their concentrated promotional message targets a specific single segment market of people with low to moderate incomes. Good service, quality of products and affordable prices reinforces customer satisfaction so it’s imperative that Asda focuses on what customers want, how they act and their capability to respond swiftly (Handley, 2013). Deming ‘the father of Quality Evolution’, taught to “end the practise of awarding business on the basis of price-tag alone. Instead minimise the total cost. Move towards a single supplier for any one item, on a long-term relationship of loyalty and trust”. In today’s twenty first century businesses are increasingly sourcing products from suppliers in third world countries where labour is cheap, workers are exploited, and quality is low (Baudin, 2020). Neyestani (2017) points out that Ishikawa’s philosophy about TQM is “quality first not short-term profits first” and grocery stores are under constant pressure to meet the needs of customer’s expectations, which is difficult due to the complex nature of human behaviour. Generally, people are willing to pay extra for valuable, quality goods and services, however this is not always possible for items such as food which are an everyday basic necessity. It can be suggested that businesses need to consider many different types of customer preferences when making purchasing decisions. In order for Asda to sell cheaper products they must have a strong bargaining power, therefore it’s possible they don’t contemplate every single customers’ expectations in order to minimise additional costs, this could negatively impact quality. For example, sourcing products from suppliers in poor countries and paying them less. Perhaps in developing countries quality checks are less strict than in the UK which conflicts with Crosby’s “zero defects, prevention based” theory. Customers might not always acquire better quality for cheaper purchases, and it depends on Crosby’s theory of “conformance to requirements” and Feigenbaum’s “quality is what the customer says it”, hence whether or not the product or service is acceptable to the customers’ requirements. Minimising the total cost and moving towards a single supplier for any one item, on a long-term relationship of trust and loyalty is somewhat difficult because quality usually costs more, and Asda has been condemned for their behaviour towards suppliers. For instance, in 2017 Watchdog named Asda as the worst supermarket in treatment of suppliers. Complaints were registered about Asda making improper subtractions from invoices, demanding large single payments to make up profit margins and carrying out discourteous checks of supplier’s accounts (Butler, 2017). In addition, it highlights Deming’s ‘seven deadly diseases for management’ that Asda is possibly more concerned about the emphasis of short-term profits that satisfy their financial requirements. As opposed to a certain section in Deming’s theory “constancy of purpose” which means improving things their customers pay for. For example, Asda could make further ethical improvements by offering more organic products thereby catering for a broader customer segmentation. The British Library explains that this statement also means with the aim of “becoming competitive, staying in business and providing jobs” Asda is achieving the latter two jobs but are under increased threat by competitors especially discounters like Aldi and Lidl. Furthermore, Asda’s treatment of suppliers is contradictory in terms of their chief executive Sean Clarke’s statement that the company will persist in co-operating with suppliers to create the best products that ensure that they are fit for purpose (Butler, 2017). Consequently, Asda’s chief executive’s statement also opposes Juran’s ‘fit for use or purpose’ notion because they are not practising what they preach.

A comparison of supermarkets: the customers verdict

Twelve thousand Which? members participated in this survey. 
	Supermarket
	Store appearance
	Staff availability 
	Quality of own-label products
	Quality of fresh produce
	Value for money
	Customer score

	Waitrose
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	76%

	Marks & Spencer
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	71%

	Aldi
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	68%

	Lidl
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	66%

	Morrisons
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	64%

	Sainsbury’s
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	63%

	Tesco
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	Asda
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Table 2 – Best and worst supermarkets of 2019 (Walsh, 2019)

Waitrose was voted the best and Asda the worst, the overall customer score is based on how satisfied customers were with their supermarket and whether they would recommend it. Sixty-four percent of participants valued quality of fresh produce as the most essential factor when selecting a store. Asda’s online shoppers were unenthusiastic about the insufficiency of alternative substituted items. The top ethical thoughts for shopping were eighty-one percent for a variety of healthy foods, seventy-four percent for identifying sugar content and
seventy-two percent for recyclable packaging. Seventy percent of Waitrose customers found it easy to recognise nutritional information on products and it was the only supermarket to score five stars for customer’s perceptions of ethical, environmental and health factors (Walsh, 2019). This strong interaction between consumer and staff availability helps the service provider easily understand the consumer better and identify their exact needs.  Waitrose is employee owned and staff members are known as partners, the supermarket is a highly ethical and sustainable business. Staff form part of the decision-making processes, and they are empowered to challenge management on performance. Partners share the ‘profits, knowledge and power’ which results in greater customer service and provides a sense of ownership (Employee Ownership Association, 2017). Waitrose’s business practices demonstrate that by executing Deming’s management principle of “driving out fear”, staff feel relaxed and motivated enough to perform superbly and go beyond the extra mile. Waitrose’s style also supports Deming’s principle of “breaking down barriers between staff and departments” and represents Ishikawa’s “cross-functional management” theory, through teamwork due to their democratic system. Asda strives to enhance their quality according to Juran’s concept of “build awareness of the need and opportunity for improvement” and Feigenbaum’s systematic approach of “quality requires continuous improvement”. For example, Asda’s chief executive Andy Clarke explains that Asda is continuing to invest in their marketing strategy of quality and low prices and must maintain competitiveness by focusing on quality and range, to avoid customers shopping elsewhere (Vizard, 2014). Waitrose is a prime example of Feigenbaum’s philosophy of “quality is a company-wide process” and his idea that “quality is an ethic” because everyone in the business gets to have a say and their ethical stance is ingrained into the company’s culture. Asda should follow suit if they wish to attain total quality management and win more customer’s hearts. Asda’s intentions should be to change customer’s perceptions and improve their overall satisfaction. Asda can achieve this by implementing Deming’s theory of “constantly and forever improve the system of production and service”. For example, they could source a wider range of ethical and sustainable products from local farmers where quality checks are more vigilant. Moreover, they should strengthen staff motivation by offering more rewards and continue to keep their prices low thereby providing value for money.

Technology, data and training

Technology has changed the way shoppers choose products and services, select omni-channels, make more informed decisions and consumers’ expectations of quality due to online reviews (Grewal et al., 2017). The result is that innovation has become the turning point for retailers expected to keep up with demands. Ishikawa believed that total quality control starts and ends with training and requires full participatory management (Neyestani, 2017). Relative training should encourage problem solving and creative skills allowing employees to deal with difficult situations. Participative management facilitates knowledge sharing and feedback and contributions from frontline staff can improve efficiency and quality (Management Study Guide, 2020). Deming speculated that training promotes quality improvement in his management principle “institute modern methods of training on the job”, so that employees gain relevant knowledge. Similarly, Juran expressed this in his human dimension philosophy “provide training” (Neyestani, 2017). Staff training reduces faults, stimulates performance and delivers customer fulfilment (Shaw, 2019). To further reduce errors or mistakes Asda should also implement Ishikawa’s Fishbone Diagram to address certain issues, which will also balance Juran’s Pareto theory of the twenty percent product defects to minimise the eight percent of product problems. Amanda Cox, Asda’s head of learning and development said, she expects their leadership and employee engagement programs to develop future leadership skills. She explained, “there is a lot of on the job learning and the scheme will help challenge individuals to lead in every situation”. The project’s partner Cirrus added, the goals of the program are to embed leadership into Asda's culture so that behaviours have a positive impact on performance (Millar, 2011). Furthermore, Asda’s Vice President of People Hayley Tatum explains, the obstacles are to help employees understand that providing great service and meeting future business requirements entails an acceptance of being adaptable to change (CIPD, 2020). 

Online shopping relies on the effectiveness of marketing techniques. Transactions provide significant data and information such as price, quantity, composition and consumer’s personal details. Big data is a powerful marketing tool it could entice the customer to make more purchases and increase profitability. This data is consistent with Juran’s “Quality Planning Trilogy” of identifying who the customers are, determining their needs and developing products features to respond to their needs. In addition. Ishikawa was a firm believer in “using facts and data and utilising statistical methods” ((Neyestani, 2017). Asda operates many self-scan checkouts which benefit the customer because it creates a sense of control, its faster and helps control queues (Grewal et al., 2017). The drawbacks are the lack of human interaction or equipment malfunctions. According to a SOTI survey sixty-six per cent of customers prefer self-service machines (Heil, 2008). Finally, Lemmon (2016) reported that Asda instigated a new cloud-based quality management system to enhance productivity. The system can monitor product quality and performance and provide suppliers with guidance on product improvements. It was designed to contain all quality data in one place, encourage feedback and boost a reliable customer experience.

International relations

Globalisation and international trade have changed customers’ buying patterns, the retail industry has been forced to hone quality and innovation. Supermarkets constantly exert efforts to gain a competitive edge by building more effective customer relationships through mergers and acquisitions (Bauerova, 2019). For example, the failed Sainsbury’s-Asda merger which was blocked by the competition watchdog and Walmart’s acquisition of Asda. Through Juran’s Japanese experience of quality he developed the philosophy “transfer quality knowledge between East and West”. Juran’s theory reflects the relationship between the UK’s Asda and USA’s Walmart. For example, Walmart announced they will share their global retail network and knowledge. Moreover, their combination will strengthen their financial position allowing them to invest in added value, quality, range and opportunities for customers, colleagues, suppliers and shareholders of both businesses (Walmart, 2020). Alternatively, Feigenbaum emphasised the importance of supplier relationships and the impact on quality. His systematic approach was “quality is implemented with a total system connected with customers and suppliers”. Asda is undermining this principle, for instance an article in the Guardian reported Asda imposed severe terms on suppliers after the pound’s Brexit decline, so already struggling international suppliers will have to wait another 90 days for their payments (Steiner, 2017). Asda must comply with Fair Trade and treat all suppliers with compassion. Consumers will feel they have contributed to social justice and their purchases will be in harmony with their values (Fair Trade, 2013).

Conclusion

A growing realisation is that customers are the cornerstone of company profitability and major movements such as ethics and sustainability are continuing to redefine customer relationship management, hence consumers attitudes towards consumption are also changing. Corporate social responsibility impact customers through a range of ways, such as perceived value, trust and dedication, which consequently advances satisfaction and loyalty (Severa-Frances and Piqueras-Tomas, 2018). Graham and Havlick (1999) note that organisations need to foster markets that create an equilibrium between profitability and environmental or social responsibility. Constructive, customised ethical and sustainable policies deliver superior customer loyalty, create value, improve quality and induce consumer satisfaction. Core areas of customer relationship management (CRM) are marketing, sales and service. Creating ethical and sustainability-oriented CRM strategies will establish Asda’s differentiation over competitors, ensure the continuity of their business operations, increase consumers consciousness of the importance of sustainability and attract or retain customers. Green consumer satisfaction achieves some form of environmental need or desire that is pleasing for the customer (Chang and Fong, 2010). Kotler and Levy (1969) proposed that societal marketing occurs when organisations “determine the wants, needs and interests of the customer by means that sustain or improve the welfare of consumers and society”. 

Integrating a range of qualities models and theories into Asda’s business operations will ensure they constantly meet the requirements of customers and remain prosperous. Quality can be categorised as a subsection of marketing management, which is known as customer relationship management in modern marketing. Cutthroat competition means that quality is now mostly judged from a ‘relational’ viewpoint as opposed to the traditional ‘transactional’ perspective (Havlicek et al, 2013). It is the responsibility of Asda’s managers and executives to ensure that everyone within the company is consistent with creating a quality service and quality products which massively influences the customer experience.

Asda must strike a balance between developing successful ethical and sustainability policies, continuously improving the quality of their goods and services and always endeavour to provide a world class customer service. The SWOT analysis is a powerful tool that can be utilised to assist them with strategic planning by growing their strengths, minimising their weaknesses, exploring their opportunities and conquering their threats.

Recommendations

Asda’s leaders and managers must ingrain ethical and sustainability policies into the company culture and be good role models. The supermarket could appoint ethics/sustainability and quality champions to ensure everyone adheres to relevant quality practises. These policies should be developed throughout the supply chain by sourcing locally to support UK farmers. 

Asda needs to broaden its consumer base through product differentiation by dedicating certain aisles in stores to UK produce which will strengthen their reputation through supporting local farmers and communities. Asda should begin segmentation by introducing convenience aisles into stores to target and attract a new set of customers (Rodrigo, 2017).

To avoid breaching Ethical Trading Initiative’s codes and help make a difference Asda should publicly commit to paying a ‘fair’ living wage to Asian workers. They should publish a timetable of when all workers will receive the living wage, change their pricing policies and work with trade unions to guarantee workers receive their wages (Action Aid, 2010). 

To prevent hefty fines for price fixing Asda should never discuss price strategies with competitors and report any concerns (Callister, 2019). To avert false advertising Asda must provide clear wording on products, ensure pricing is transparent and make sure small print is readable with evidence to back up claims (Advertising Standards Authority, 2019).

Asda needs to re-assess and expand its market segment strategy into different consumers based on demographics, location and income as opposed to focusing on low cost prices alone which can impede quality. This could maximise profitability, build new relationships and reduce marketing costs (Rodrigo, 2017).

Partnering with Fair Trade will benefit Asda by certifying their trade is optimistic for people at the end of the chain (Fair Trade Foundation, 2020).

Asda should subscribe to Business Excellence because their models offer exceptional practises in managing organisations and achieving results. The internationally recognised frameworks are systematic and structured which helps advance performance (Business Excellence Tools, 2020).

Lean Six Sigma is a quality management methodology that would be an excellent investment for Asda. It will help improve the overall quality by eliminating defects (White, 2018).
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