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In this contemporary business world, having a powerful customer relationship is the key factor for the success of every business organizations. Similar as to personal relationships, it is essential to cultivate as well as nurture customer relationships. Developing a powerful relationship with the customers will ultimately lead an organization to have loyal clients and increased sales. A customer relationship management (CRM) is a foundational strategy that a business organization utilizes with a purpose to develop a customer-centric value, which emphasizes to manage and optimize the current and future relationships with the customers (Bhat and Darzi, 2016). CRM allows every business to evaluate the data regarding the interaction of their customers with the firm so that it can be advantageous to enhance the value offered to them. Moreover, better CRM implementation benefits every business entity with increased retention and profit. Since the ultimate goal of every business organization is to generate profit from their products and services, CRM acts as a helpful strategy to enhance the relationship that the firm has with their customers who are strategically significant for the company to optimize the profits and develop lasting success (Hassan et al., 2015). In addition to this, with the better implementation of CRM, the company can capitalize on its strategically significant customer, which eventually fosters their competitiveness.  
Majority of the experienced business executives agree upon the fact that it is vital to building customer relationships to retain the customers. However, the relationships require efforts and time to build. With regards to the improved CRM implementation, the business organization should also execute its operations from all aspects. The organizations can only foster their development and sustain in the long run if they have implemented an ethical and sustainable policy. Ethical policies are the guidelines that every employee needs to follow in order to behave at high standards all time (Xu et al., 2016). While interacting with the potential customer as well the existing customers, an employee is likely to follow the ethical guidelines. It will help to promote moral conduct within the organization and further facilitates to maintain a good customer relationship. Likewise, focusing on the sustainability policies and practices are equally important for the organizations in order to retain the customers who can value the company for the future. Sustainability policies define the combination of goals and activities of a policy with sustainable development. With the adoption of sustainable practices, every business can ensure the environment is safe and sustainable (Lamm et al., 2015). 
Regarding the supplied scenario of a Britain supermarket – ASDA, the company has been experiencing several challenges. Despite this fact  ASDA has witnessed significant growth in the number of customers and profits previously, the trading environment of the present world is far different from the one ASDA was established. Due to the implementation of the advanced style of shopping by its competitors that offered their customers an opportunity to involve in exciting shopping ways, ASDA has been currently facing an unsecured trading future. In light of this scenario, this report will investigate the ethical and sustainability policies and practices of ASDA. Moreover, a critical discussion about the range of models that assists in improving the customer relationship management of ASDA is presented. Along with this, on the basis of the findings and the conclusion, ASDA is recommended with a series of suggestions to enhance its better CRM implementation to overcome the ongoing issues and concerns within the supermarket.   
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Asda Stores Ltd, trading as ASDA, is a renowned supermarket retailer in the UK. ASDA is the subsidiary company of the US Wal-Mart company that is operating more than 300 stores. When the Asquith family and Associated Dairies company of Yorkshire merged it was then the company was recognized in 1949 by Peter and Fred Asquith (ASDA, 2018). Asda is the second-largest supermarket in 2019 after Tesco and before Sainsbury's in the U.K. It provides a variety of products and services such as groceries, George clothing, home furnishing, insurance and others. The main objective of Asda is to earn profit by providing customer satisfaction, retaining and growing the customer relations. 
[bookmark: _Toc33539430]Ethical Perspectives of ASDA

Ethics are crucial to the business organizations as well as a whole society. It must be executed perfectly throughout all aspects and operations within the company. Organizations can boost their competitiveness in the long run if they applied ethical management properly. The successful ethical management helps the business organizations to attain greater performance as it helps to attract and retain the high-quality workforce, suppliers, investors and customers (Kelchner, 2017). It further helps to reduce the workforce turnover rate and recruitment costs. If the business organizations have implemented proper ethics, then the stakeholders are attracted towards the organization which ultimately enhance the market share price and reduce the risk of takeover. Unfortunately, there are various organizations that cannot perform ethically in the business environment due to the nature of the human and inappropriate management control system. This will result in the damage to the company’s reputation, low competitive advantage and less appealing to the stakeholders, which will ultimately affect the revenue of the company.
Business ethics stand for the ethical relationship among the organization and consumers as well as among the organizations and their stakeholders. ASDA is one of the most successful and visible retailing supermarkets in the UK and has developed a consumer model. The model is built on the integration of low prices and widespread visibility in the middle class. Furthermore, ASDA has implemented several business activities that bridge the gap among the suppliers and customers (Internet Retailing, 2019). While conducting business activities, ASDA makes policies based on honesty and openness. Moreover, business ethics also includes being aware of the environmental factors and their impact on the environment and society. ASDA takes the CSR issues seriously as they believe in sustainability, by making a planet a safe place and producing reasonable products and services for the customers. ASDA makes the plan of growth by protecting and preserving the environmental factors such as reducing carbon footprint, waste management, minimum utilization of the plastics and more. 
If the business organizations implement proper ethics, then it will help to satisfy the employees. Satisfied employees are the assets of the organization as they will enhance the quality and quantity of the products and services. Various kinds of research regarding the ASDA have revealed that it is violating the ethical practices of the organization. This includes unfair wage rates, discriminations among the employees and so forth. These unethical practices of the organization will decrease the morale of the employees, which will ultimately affect the services provided to the customer. Customers play a vital role in the business organization as the products and services produced by an organization is consumed by them (Young et al., 2017). ASDA has always put the customer first when making a decision. It provides a wide range of products and services to fulfil the demand of the customer. However, the customers are not satisfied with the products and services that are provided by ASDA. The review from the customers has revealed that the products and services provided by the ASDA are not meeting their expectations, which indicates the low customer value (Trustpilot, 2020). Furthermore, the staffs of the ASDA can be rude, arrogant and don’t listen to the customer as well as not showing any interest to interact with the customer and solve their problems. ASDA employees behaving unethically by disrespecting the customer, which will ultimately reduce the customer value.
Customers are king to the market and businesses are done to satisfy the customer demands. In each transaction of business, the experiences of the customers are unique and different. ASDA serves a range of products across multiple categories to the customer, which ultimately makes the experience different. ASDA is implementing a different strategy to improve the experience of the customer through the quality products and reasonable price. Customer’s experiences can be both positive and negative and vary from the one customer to another (Keiningham et al., 2019). Positive customer experience helps the company to improve the organizational image along with the revenue, while the negative customer experiences will reduce the organizational image and profit. From the review of the ASDA’s customers, it has been revealed that the experiences of the customers are negative. For instance, the products and services delivered by the supermarkets are of poor standard. This results in unethical behaviour of the ASDA as it should deliver the quality products and services to the customer at a reasonable price.
Furthermore, the organization should follow marketing ethics while operating marketing activities. It assists the organization to achieve higher sales, enhance the market share, superior brand value and so on. ASDA is promoting its products through televisions, newspapers and other media outlets (Ethical Consumer, 2020). However, the marketing activities concerned with the delivery do not meet the expectations of the customer. Due to delay in deliveries, many orders have been revoked and the customers are dissatisfied – this is unethical behaviour that leads to a downfall of the supermarket. 
Like ASDA, Tesco is the leading supermarket in the UK that can be taken as a suitable instance. Tesco is the company that focuses to provide quality products and services to the customers. Tesco gives priority to its customers by providing information, appropriate advice, assistance, after-sales services and so on (Fatricia, 2017). Tesco provides the range of quality products and services at reasonable prices, which have enhanced the positive customer experiences. Customers get their products delivered in time. The workforce of the Tesco interacts with the customers in a polite manner and looks after their demands. These are the ethical behaviour that is followed by the Tesco which enhances the organizational image and boost the revenue of the company.
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The business organization should focus on the sustainability rigorously for the ethical concern as it leads the organization towards success. The sustainability policy of the organization is focused on caring for our environment and society. It is another factor from which the customers access positive and negative experiences (Painter-Morland et al., 2016). Nowadays, customers are being more conscious about the environment, so they prefer to engage with those companies having an objective to prevent and preserve the environment. Customers considered the company having sustainable practices as a socially responsible organization. They want to engage with companies that are socially and environmentally responsible rather than focusing on organizational profit. 
Recently, ASDA has been focusing to involve the customers in every aspect of their business. The main purpose behind this is to make their customers able to assist in making decisions, which impacts the ways of the company’s selling. ASDA has implemented various strategies to preserve the environment. First, ASDA has launched a test and learn sustainability with an objective to deduct the use of plastic and persuade a customer to reuse and refill. ASDA has reduced and improved packaging strategies and has focused on such a packaging manner that keeps the products and services for a long time (Shaw and Shaw, 2019).  ASDA has used the energy in the proper manner in their operations from the fridges to checkouts and ovens to lighting. Furthermore, ASDA has developed the waste management strategies such as recycling cardboard, creating energy from the waste, reusing fixtures and fittings and so forth. ASDA considered all the wastages as the resources that can be reused, recycle, redistribute and recover. ASDA also have reduced emissions from transport operations. It has used double-deck chiller trucks and low carbon dual fuel to drive training. In addition, ASDA has reduced the utilization of water resources. 
The sustainability of the ASDA has become successful to create a better image of the company in the customer’s mind. ASDA has created sustainable customer value by ensuring adequate resources for the growth via its eco-efficient activities and target the societal issues that ultimately enhance the brand value (Tench and Topić, 2017). Furthermore, the customer feels proud to purchase the products and services from the ASDA, as it has knowledge regarding the environment and the impacts of the business on the environment. Thus, the majority of the customers have given positive experiences towards ASDA which is evident for the supermarket to practice sustainable policies.
Since Tesco is a tough competitor for ASDA, it has adopted different sustainability practices and policies. Tesco has set out the targets to make the goods and services accessible and affordable for all customers. In order to achieve the targets, Tesco has committed to addressing the sustainability challenges in their supply chains.  Furthermore, the company has prioritized three major approaches to protect and sustain the environmental impacts. The approaches include improve, transform and advocate (Sparks, 2018). With the help of these approaches, Tesco supports sustainability innovation. Along with this, focusing on the important products and ingredients that are associated with environmental challenges, Tesco maintains its sustainability practices and policies. Thus, it has made the customer loyal towards the company and assisted to maintain the brand image of the company along with the revenue.
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The major findings of the report can be concluded in the points below:
· ASDA envisions providing its high-quality products and services at a reasonable price.
· ASDA is considered as the least ethical business organization. 
· Unfair wage rates, inequalities among the employees and more are the unethical practices within the organization
· The customer value of the ASDA is low due to the least interest of the employees to interact with the customers.
· The customer experience of the ASDA group is negative as the products delivered by them are of a low standard.
· ASDA has violated the marketing ethics as they don’t deliver the products in time which leads to the cancellation of the order.
· ASDA is not paying attention to CRM.
· The sustainable policies of the ASDA are effective as it gives priority to the environmental factors such as less utilization of the plastics, saving the energy, reduce and proper use the wastes and so on. 
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For every business organizations, managing the customers in a profitable way has been the core objective. The entities make their best attempt to be recognized as a forefront business in the marketplace. In this context, the customer relationship approach can be beneficial since it helps to evaluate and manage the interaction of the customers. Customer relationship management, known as CRM, is the study of needs and expectation of the customers and providing them with the appropriate solutions. In recent, the concept of CRM is gaining a huge attraction in the organizations as the businesses have come to realize the opportunities by the implementation of this approach. The customer relationship management helps to measure the service quality with the establishment of several divisions incorporating customer experience, customer value, customer relations, and customer complaints (Debnath et al., 2016). As it is essential for every business entity to comprehend the expectations of customer, their satisfaction and advocacy behavior, CRM facilitates the company to create superior value for the customers. Additionally, it helps to understand and influence the customer's behavior, which ultimately improves customer retention, loyalty, satisfaction and profitability. 
In regards to the given context, the customer relationship management plays a significant part in the survival of ASDA. The business has been emphasizing in improving its products and services as per the demands of their customers. Since the customers' satisfaction and their feedbacks are essential factors for the growth of ASDA, the organization can implement different theories that will help to improve its customer relationship management. In this case, the CRM models will facilitate ASDA to improve the quality and promote the process improvement. A various range of CRM theories has been developed. Thus, some of the models that ASDA can implement to enhance its customer services relationship are briefly discussed. 
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IDIC model suggests the business entities take the four key actions so that they will be able to build close relationships with their customers. The four actions include identifying, differentiating, interacting, and customizing.
· Identification
ASDA needs to recognize their actual customer and have an in-depth knowledge regarding them. This will help to understand them easily and enable the organization to serve them profitably. ASDA needs to collect possible information on each of its customer so that it will help the company to understand their wants, needs, and purchase behaviors. 
· Differentiating
The customers are required to be differentiated based on their need and value. ASDA needs to distinguish its customers in order to recognize those who can provide the company greatest business for the future. As consumers can have different needs, they need to be differentiated as per their needs. Moreover, the supermarket needs to serve them in profitable ways and is required to have in-depth knowledge regarding their needs. 
· Interacting
To understand the expectation of the customers and their linkage with the brand, ASDA must focus on interaction with them. The company needs to make sure the interaction as per the needs of the customers as well as the value they provide. In addition, ASDA needs to interact with their customer directly so that they feel the organization thinks about them and values them. Thus, these efforts will facilitate ASDA to make loyal customers and also build a long-standing relationship with them.  
· Customizing
After differentiating the customers according to their needs and values, ASDA needs to customize their products as per their demands, expectations, and values. Customizing the offer and communication enables ASDA to make sure that the hopes and needs of their customers are fulfilled. Moreover, for involving the customer in a relationship, ASDA is likely to adopt some aspects of its behavior to satisfy the needs of their customers. (Piri, 2018).
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The QCI model is a customer management model, which is a product of a consultancy firm. This model suggests the organizations to carry out a series of activities that helps them to obtain and hold the customers. The QCI model features people performing processes and use of technology that supports in carrying out those activities. In addition, this model comprises an array of activities that are associated with people, employees, organizations, and technology. According to this model, the relationship processes with the exterior environment since the external environment directly influence the customer experience when they want to cooperate with the company (Badsi et al., 2017). Moreover, the external environment also influences the planning process in the company. As per the model, the customer experience influences customer proposition, customer management activity and measurement.
As discussed previously, the customer relationship management begins with individuals and ends with them, ASDA needs to improve its CRM so that it will be able to achieve organizational success. With the implementation of this model, ASDA can improve the quality of its CRM as this model suggests a series of activities. ASDA needs to focus on management activities such as managing dissatisfaction, retention activity, delivering the basics, value development, and conversion. If these activities are carried out in an effective way, then the supermarket will be able to overcome the ongoing issues related to customer relationship management (Terblanche, 2018). Also, the organization needs to understand that every activity, process, people, organization, and technology is interrelated with each other. Thus, with the help of the QCI model, ASDA will be able to improve the quality of its CRM.

[bookmark: _Toc33539436]CRM Value Chain Model

This model of CRM is the model that is helpful for businesses to develop CRM strategies. The range of SMEs had developed the CRM value chain model from the robust theoretical philosophies and the practical necessities of the business. With the implementation of the model, an organization will be benefitted to build the lasting mutually advantageous relationship with the customers who are strategically significant (Kolarovszki et al., 2016). The strategically significant customers are those who create great value for the organization. The organization needs to build some strong possible strategies in order to retain them for a long period. Moreover, this model observes all the activities and the phases that are required to build customer relationship. These activities are categorized into primary and support stages.
Regarding the improvement of CRM in ASDA, the CRM value chain model assists the supermarket to identify and prioritize the activities that are valuable to them, which ultimately benefits ASDA to improve the processes to obtain a competitive advantage. With the implementation of this model, ASDA will be able to recognize the procedures to advance an end product for their customer. As aforementioned, the model observes the primary and support stages required building the customer relationship, ASDA needs to focus on adopting the main five processes to enable the strategy. The processes include analysis of customer intimacy, customer portfolio, value proposition development, network development, and relationship management. According to the model, ASDA is required to analyze the customers so that it will be able to address their wants and expectations in an improved way and develop effective strategies to maximize the customers' lifetime value (Toszewska-Czerniej, 2015). 
Similarly, ASDA needs to engage with its customers in order to understand them and serve them better. This helps the company to retain its business over a long period. In addition to this, the supermarket needs to focus on its network development to ensure that the whole system works together to enhance the customer’s experience. For creating value for its target customer, ASDA should focus on reducing the process costs (Acharyulu et al., 2015). Along with this, ASDA can assess its organizational structure and business processes so that it will be able to manage retention, acquisition, and customer development. Other than this, if ASDA empathizes on creating and developing the leadership and culture, data management processes, HR management processes, and procurement processes, then the supermarket will be capable to implement efficacious CRM value chain.

[bookmark: _Toc33539437]Payne’s Five Forces model

[bookmark: _GoBack]This model is known as a comprehensive model developed by Adrian Payne and Pennie Frow focuses a cross-functional approach for effective customer relationship management processes. Cross-functional CRM processes and fundamental elements of CRM implementation are the two components to this model. Furthermore, this model has identified five main courses in CRM, which includes strategy development, value creation, multichannel integration, information management, and performance assessment (Payne and Frow, 2016). The five core processes can be classified as strategic CRM, operational CRM, and analytical CRM. Moreover, the key elements that are necessary for improved CRM implementation incorporate CRM readiness, CRM change management, CRM project management, and employee management. All these key elements have their own function and role to foster success with the customer relationship management implementation. 
The implementation of this model will help ASDA to develop a vision in relation to its offerings, which will benefit the company to be established as a key player in the marketplace. As a part of the customer strategy, ASDA needs to examine the potential and existing customer base. Also, the company will be able to recognize the future actions that assist them to handle the distinctive needs of the customer. ASDA needs to determine the process that is helpful to create the customers' value and recognize those customers who can add value to the company. Then, they should identify the ways to maximize the value in required customer segments. This will assist in the effective exchange of value. Moreover, ASDA can conduct different tasks in order to involve the customers, understand their insights and retain them for a long period. It will facilitate the company in better CRM implementation, which ultimately leads the company to achieve greater success.
Since Payne's five forces model assesses the relationship between the prospects, business procedures, and customers, this model can majorly benefit ASDA by providing a customer-based value proposition. ASDA can work to develop the customer relationship strategy by involving the customers, providing loyalty privileges and priority shipping, and value proposition. Furthermore, with the help of this model, ASDA can include multi integration through their customer service and reviews (Tangaza et al., 2015). Along with this, ASDA needs to focus on key elements such as CRM readiness, change management, project management, and employee management. The CRM processes of ASDA cannot succeed without these conditions and elements. Hence, every process and the elements of Payne's model supports better CRM implementation in ASDA. 
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Customer relationship management is the robust and most effective approach to maintain and create a relationship with customers. CRM helps to build a strong personal bonding within the people that drive the business to new success levels. The CRM of the company gets better when the company provides better experiences to the customer. The customers will have  better experiences when the service of contact matches the expectations. CRM is directly and indirectly associated with ethics and sustainability practices. Every business organization has developed some ethical policies. Ethical policies help the organization to create a good image in their mind and enhance the profit of the organization. If the organization executes the ethical practices properly then it will assist to positive customer experiences, which will ultimately influence the CRM of the organization. CRM helps to create and improve a better relationship with the customer for the growth and sustainability of the organization. Organizational sustainability focuses on the impact of business on environmental factors. It assists in enhancing customer loyalty by preserving the social and environmental factors.
With regards to the given scenario, ASDA currently is facing various challenges from its competitors regarding ethical and sustainable practices. ASDA, a leading Britain supermarket has implemented various ethical and sustainable practices. However, the customers are not satisfied with the customer services. As per the customer review, ASDA is the least ethical company in the UK that does not value the customer. The workforce of the ASDA also does not treat the customer properly as well as in the delivery time the customers have to face several problems, sometimes leading to cancelation of the order. Furthermore, the products and services provided by the ASDA are not of the standard the customer expects, this will ultimately have negative impacts on the customer experiences. This will lead to the downfall of the organizational image and revenue. However, the sustainable policies of the ASDA have implemented properly. The policies that are made to preserve the environmental factors are less utilization of plastics, wastage management, and so on. Due to the sustainable practices of ASDA, the company has been able to develop positive insights among the customers to some extent.
To conclude, this report has presented the ethical and sustainable perspective of the Britain supermarket – ASDA along with its competitor – Tesco. In addition, different CRM models that can be implemented in ASDA to improve the CRM are discussed in detail. Thus, the report has explored some facts regarding ASDA and will provide some recommendations that are suitable to uplift the organization.
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Based on the analysis of the profile of ASDA concerning its ethical and sustainable aspects, the report above has identified a wide array of findings and has concluded that ASDA needs to improve on its customer relationship. As such, the following set of recommendations could be helpful in improving CRM and guiding the organization to a better business practice:
· ASDA should take the feedback of the customer seriously and should work on it.
· The supermarket should provide training and development to the employees regarding the ways to interact with customers.
· It should assess every possible strategy in detail concerning the handling of complaints in order to offer their customers with better hospitality and services. 
· The company is suggested to work on its ethical policies and practices. 
· ASDA is further advised to implement the advance style of shopping by offering their customers with an opportunity to engage in exciting shopping ways. 
· The company needs to emphasize on implementing different customer relationship models in order to enhance the quality of customer relationship within the company.
If ASDA makes an attempt to adopt these recommendations, the company will be able to improve and implement CRM in a successful way. Additionally, these recommendations will enable the company to gain competitiveness and sustainability in the industry.
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