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1. Introduction

A report has been requested by the Principal Researcher at a voluntary organisation currently researching quality processes in the workplace and customer experience. This report will focus on the understanding of ethical and sustainability policies and practises and the impact of the quality systems that it may have on customer relationship management or CRM with reference to the retail (supermarket) sector. I have been invited to contribute to this research by compiling a report based on the following:

Investigate the customer experience of an organisation in retail (supermarket) based on the following policies and practices:
i. Ethical
ii. Sustainability

I will critically discuss how such policies influence customer relationship management.

























2. Investigate the customer experience of an organisation in retail (supermarket) based on Ethical and Sustainability practices.

Ethics -  

What does Ethical Mean?

Ethics is the appliance of ethical values to in this case, business behaviour. Business Ethics is correlated to both the management of individuals and the management of the organisation as a whole. It is crucial that it should be applied to all aspects of business and strategies and how the businesses treat their staff and employees and suppliers and customers and even sales techniques and all departments of the company. (Institution of business ethics)

Moral philosophy or commonly well known as ethics is the conduct of what is morally good and bad and what is morally right or wrong. (Brittanica)

Morality is the main standard of behaviour that enables people to live together in a group. Morality refers to the correct and acceptable things recognized by society.  (Ethics Unwrapped)

Sustainability – 

What is Sustainability?

Sustainability indicates that our own wishes are met without compromising the power of future generations to meet their own needs. It's not just ecological sustainability. In addition, we tend to address problems of social fairness and economic development as part of the majority of property definitions. (mcgill)

There are three different types of sustainability:

Environmental Sustainability:
The balance of all the planet's environmental systems, which retain the integrity of the ecosystem and consume nature at a rate which enables people to recharge themselves. (mcgill)

Economic Sustainability:
Human societies around the world are provided with access to the resources and resources needed to preserve and meet their independence. The economic system remains the same and all activities, including safe livelihoods, are available. (mcgill)

Social Sustainability:

Anyone who has sufficient access to resources to keep family and communities safe and healthy will acknowledge human rights and fundamental needs. Sanitary communities have leaders who are responsible for ensuring the respect and safeguarding of individual, labour and cultural rights. (mcgill)

The objective of a sustainable business strategy is to have a positive effect on the environment and society. If companies refuse to accept responsibility, there may be problems like environmental degradation, inequality, and social injustice. Sustainable businesses take a wide range of environmental, economic, and social factors into account when taking decisions in companies. These companies monitor their activities to ensure their short-term benefits do not become long-term liabilities. (Harvard Business School Online)































3. Introduction of Aldi:

Aldi is a private retail organisation, a family owned business which was founded in 1913 and was divided in 1961, which has formed into two groups of companies: ALDI SOUTH and ALDI North.
Though both of these business groups have remained linked by family ties, they are infact economically and legally independent. Other than Germany, both groups operate in different parts of the world. (Aldi, CR Report 2017).

The supermarket opened its first store in the UK in 1990. (Aldi Recruitment, About Us).

Aldi a growing discounted supermarket chain, with over 10,000 operating stores around the world. (Aldi Recruitment, About Us).

The supermarket supplies high quality products, from fresh produce to household electronics and household cleaning products at a discounted price, they also offer an online shopping facility. (Aldi, Groceries)

In Aldi South they have 5903 stores, 85 distribution centres and have generated 51.8 net sales in billion euros. (Aldi, CR Report 2017).

As of 2015, at a glance, Aldi North operate in 9 countries, and have 4829 stores and 74 distribution centres. (Aldi North, About Us)

Across the globe, Aldi South employ over 125000 people and the numbers continue to increase over the years. (Aldi, CR Report 2017, People)

Aldi’s main aim is to provide high quality products at low prices. In order to achieve this, Aldi continue to review their supply chains (Aldi, CR Principles)
















4. Aldi’s Ethical Policies and Practices

Aldi is committed to promoting safe, fair, and legal working practises and conditions for everyone involved in the manufacture of its products. Their production social standards are based on the UN guidelines. Aldi knows its human rights responsibilities as an international company with global supply chains. Aldi is convinced that long-term business success can only be achieved through recognition and respect for, protection and implementation of human rights. (Aldi)

Social Monitoring Program:

During each stage of the product procurement process, Aldi complies with social and environmental standards. Their social monitoring programme requires suppliers to submit audit reports from third parties that demonstrate compliance with their supplier standards. If these audits raise concerns, Aldi needs to develop a corrective action plan to help improve working conditions.

Aldi Social Assessments:

The internal Teams of Aldi carry out Aldi social evaluations, which are additional inspections for third-party routine audits. In Aldi Social Assessments, situations in a particular area or industrial sector like the textile industry in Bangladesh are more carefully analysed. Aldi Social Assessments identify all local risks in combination with stakeholders in which a comprehensive plan can be developed to transfer knowledge and educate teams on how to improve their working environments.

Sourcing in Bangladesh:

The second largest textile manufacturer in the world is Bangladesh. The fast expansion of Bangladesh's textile sector, including tragedy fires and accidents at manufacturing plants, poor salaries, limits on individual rights and long working times have been challenged. All manufacturing plants must undertake a comprehensive evaluation before Aldi products are produced, and local suppliers in Bangladesh must monitor social performance on a regular basis. In order to support process improvements, Aldi's local Corporate Responsibility team, together with its supplier representants, frequently visits factories.

The Aldi Factory Advancement Project, for example, which seeks to improve working conditions in factories producing their textiles in Bangladesh, beyond social compliance. Team leaders are empowered throughout the programme to address issues in their working lives and find suitable solutions to issues. (Aldi)

5. Aldi’s Sustainability Policies and Practices

With a series of campaigns to be implemented between now and 2030, ALDI has established a new sustainability constitution, which demonstrates its obligations to protect planet resources and ecosystems.

The ALDI sustainability charter includes the following plans:

· Reduce emissions of greenhouse gas by 26% by 2025. Emissions are being reduced by the food dealer through an ongoing transition to solar and wind sources and its renewable infrastructure will be developed to depend less on grey grids. At 111 stores and 12 distribution centres, ALDI currently has solar panels nationally and will add solar to stores in Alabama and Kansas and around sixty stores by 2022.

· Withdraw 90% of waste materials by 2025 and aim for a 50 percent reduction of greenhouse gas emissions by 2030. Plans are under development for achieving these ambitious targets and should include organic waste, non-food donations, and expanded recycling and food recovery. ALDI is already discharging waste and recycling activities for food, plastic films and corrugated cardboard, paper, metal and other equipment from storage and averaging process.

· Decrease packaging by 15% and transform any ALDI packing materials into reusable, recycled or biodegradable materials by 2025.  There is an important capacity for the corporation to influence packaging, with more than 90 percent of ALDI products sold exclusively. Styrofoam is deleted from all products by the end of 2021. ALDI will continue to make improvements towards a set of 2019 packaging obligations aimed at reducing packaging and making reusable, recoverable or compostable 100 percent of ALDI packaging including plastic packaging.

· Sustainable coffee procurement while sustainably supplying cocoa and seafood. ALDI will promote equality, enhance efficiency with in distribution chain and ensure product design and production in an environmentally responsible manner with its business partners. (Meat and Poultry)












6. What is CRM?

CRM stands for Customer relationship management and represents the management of customer relations. It is a corporate fundamental strategy to develop a customer-centred culture that contribute to the implementation and optimisation of existing and future customer relationships.

Purpose of CRM – 

The objective of every company is to make use of its products or services. In order to maximise profits and future better success, CRM aims at optimising the connection that the company has with its Strategically Significant clients.
Strategically important customers are a major focus when it comes to CRM. Building on the most important client segments, businesses can improve profits and competitive nature over the coming years.


























7. CRM Models:

For customer relationship management there are several different strategies or models.

IDIC Model:

The Peppers and Rogers Group established the IDIC model as a generic template for CRM deployment. IDIC stands for the four CRM stages: identifying, differentiating, interacting, and customising.

Identify – 
The first step consists in identifying your clients, who can be carried out by gathering data on each point of contact throughout the company, such as clients name, address and purchasing history. 

The purpose is to extract as much data and information as possible on each client to truly understand their requirements, wishes and behaviours.

Differentiate – 
The next process is to distinguish or section your consumers on the basis of their existing and expected value proposition. 

By distinguishing your clients on the basis of what their value for the corporation is centred on, you can prioritise the initiatives of your clients on the most valued clients.

Interact – 
The third step is to implement your CRM proposals to communicate with your clients. You can build custom interactions once your clients are evaluated and segmented. For instance, you could provide retention rewards and incentives to valuable clients to sustain retention and ongoing expenditure.

Customise-
You can then analyse your client relationships to build a more personalised, individual service after having documented them. The focus is to guarantee that the requirements and aspirations of your clients are met and individually identified.

Customer Relationship Management Value Chain:
A value chain is a top-level template introduced by Michael Porter that recognises the procedures a company uses to create a client end product or service. It is the objective of the value chain model to identify, prioritise and implement improvements to gain competitive advantages for the most valuable operations of the company. 
This principle is applied to customer relations in the CRM value chain model. This CRM model observes all the phases and actions necessary to construct a relationship with a client.
These objectives are divided into primary and support phases.
Primary Stage – 
Five main processes allow for the strategy are at the primary level of CRM.
Customer Portfolio Analysis – 
The first step consists in identifying your clients, who can be carried out by gathering data on each point of contact throughout the company, such as clients name, address and purchasing history. This analysis phase helps businesses understand their clients to quickly respond to their demands and wishes and develop ways to enhance their value for their lives.

Customer Intimacy – 

The next phase is to interact with the consumer and construct on the original information database. In order to better understand and serve its customers, companies should collect information about interactions at each point of contact. The better you understand your client, the more likely it is that you will maintain your company in the long run.

Network Development – 
The network of a company includes all persons and organizations involved in the value chain, along with partners, providers, customer support and shareholders. The aim is to use your client information to analyse each threshold of your system and your procedures to improve the complete system and work together to optimise the experience of consumers.
Value proposition development – 

You can generate value for your potential customers with your customer information as well as communication information. The concept is to switch attention from product to your service and minimize production costs in order to generate greater customer value.
Relationship Management – 

Your client life cycle is the last step of the value chain analysis. In order to effectively manage acquisition, retention and customer development, the process involves assessing your business activities and organisational structure.

Support Stage –
To effectively implement the primary strategic processes, five supporting conditions are required: 
· Leadership and culture
· Procurement processes
· HR management processes
· IT/data management processes
· Organization design
The creation and development of these circumstances will endorse effective execution of the CRM value chain.





























8. Conclusion

CRM focuses instead on client and customer relations rather than sales or profits, as do many other company regulations. For businesses, acquiring new customers is often quite difficult. While digital marketing has made matters much simpler and innovative workarounds have widened, business-to-business remains an industry where every business is finding new clients difficult and, above all, costly. 

Customer loyalty is also used in the business-to-customer sector, but in this area, CRM usually relies on procedures and strategies that are individualised to clients. This is slightly different.

The objective of every company is to make use of its products or services. In order to maximise profits and future better success, CRM aims at optimising the connection that the company has with its Strategically Significant clients.
Strategically important customers are a major focus when it comes to CRM. Building on the most important client segments, businesses can improve profits and competitive nature over the coming years.

Aldi have put in procedures and made sure that they have put in place practices and policies that are in correlation to ethics and that are sustainable to ensure that Aldi is committed to promoting safe, fair, and legal working practises and conditions for everyone involved in the manufacture of its products.

Their production social standards are based on the UN guidelines. Aldi knows its human rights responsibilities as an international company with global supply chains. Aldi is convinced that long-term business success can only be achieved through recognition and respect for, protection and implementation of human rights.
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