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There are many aspects that companies need to adhere to in order to be successful in their businesses. Two of these aspects are ethical and sustainable considerations, especially for their impact on the customer experience. Hence, this report, with the help of evidence from Morrisons, a giant supermarket in the UK, will shed light upon the significance of ethical and sustainable policies and how greatly they can impact the aspect of customer experience, as they are getting more and more aware of them daily. At the end of the report, recommendations are given, which can improve the operations of Morrisons in this aspect.
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[bookmark: _Toc74730456]Ethics and Components
Ethics are known to be moral principles that tend to guide one's conduct and practices. Ethics are extremely important and vital for a business operation. Business ethics are lately being paid a lot of attention to as it is considered to be fundamental for a company to have a solid and stringent ethical footing (Jalil, Azam, and Rahman, 2010). When ethical behaviour is overlooked, the company can face a lot of hindrances in terms of the philosophical side that can bring a lot of criticism from the customers. Business ethics must be identified and reflected upon in smart businesses (De George, 2011). Those are unwritten and undocumented principles and values that tend to govern or control the actions of companies and the business environment. Multinational retail brands such as Morrisons also practise business attacks as determined by the market (Sroka and Lőrinczy, 2015). There are over eight elements that tend to comprise an ethical footing within an organisation such as Morrison. Respect is the first and most important component of business ethics. An organisation or an entrepreneur must respect themselves as well as the people surrounding them (Bowie, 2020). Surrounding the business organisation with people that honour and respect their colleagues, other workers among vendors and themselves strengthens the relationship of the organisation with its workers. 
Furthermore, honour is another component that must be a fundamental part of business ethics. Employees or business partners who are strong performers are capable of achieving the objectives and goals of the organisation community, honouring the contributions and acknowledging other people's help by showing gratitude is an exemplary ethical behaviour (Minus, 2013: Koslowski, 2013). Integrity comes next and must not be avoided when making a business deal or hiring an employee that does not have integrity can be unprofitably for business (Fernando and Moore, 2015). Customer centricity, risk taking as well as persistence are necessary ethics components that must be practised and can help in representing the ultimate good ethics business organisation (Sison, Beabout, and Ferrero, 2017).

[bookmark: _Toc74730457]Ethical Policies and their impact
Like every multinational corporation operating in today’s world, Morrison’s also had stringent ethical policies that assist in running a business by giving the employees as well as customers a concrete idea about what the business is about (Mandal, 2010). Ethical policies help businesses to manage between what is right and what is wrong or accepted within a workplace. It is a constant management presence that helps in supervising the actions of the leaders as well as the employees. Ethical policies help in forming guidelines for the employees of a company and enable them to promote high standards and moral conduct that will not only increase the satisfaction level of the employees but also keep customers happy (Burton and Goldsby, 2010: Williams et al., 2010). 
Morrison supermarket is one of the biggest supermarket chains in the UK that has grown by leaps and bounds since its establishment in the year 1899 (Bond et al., 2021). The company practises ethical behaviour strongly. Morrison brand is currently a publicly-traded organisation that is owned by many different brands and individuals. The Morrison family owns 10% of the total share, while other shareholders each own 5% of the total percentage of the company. The Employees interest have become limited given that there is no real stake in the organisation.  The slogan of Morrison ran further shines its ethical standards in terms of tradition and commitment towards excellence of the country (Rita, Oliveira, and Farisa, 2019). The statement, buying British, further impacts consumers and other stakeholders' decision and view on where the company stands in terms of representing British culture and its tradition. The conduct of employees and quality of service is further taken into consideration as the company values clean leanness and vibrant customer service to keep its consumers coming back satisfied and happy. However, there have been certain allegations in terms of lack of transparency in the management and maintaining complacency within the workplace (Rita, Oliveira, and Farisa, 2019: Santouridis and Trivellas, 2010). While the ethical standards and management of the company help in impacting the decision of customers for the positive, the lack of transparency with the customers as a result of its management are impacting the consumer satisfaction level. Public trust and value is of extreme importance and is known to be the foundation of ethics. The management of Morrison, therefore, must get rid of the negative public attention and reveal competency within management and its value system (Santouridis and Trivellas, 2010).
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[bookmark: _Toc74730459]Sustainability and components
When one wants to truly understand what sustainability and its components are like, which can make the policies of retail companies like Morrisons impact their customers' experience through sustainability, it is vital to understand what sustainability is first. Hence, sustainability is defined in many ways, one of them being that it is a way to handle utility and the health of humans in the span of a longer-term future (Pezzey, 2017). Furthermore, sustainability is also said to be as a form of enhancement that paves the way towards reaching and satisfying the current needs of the society without putting the future generations at risk with their own needs. This is why sustainability strives towards providing intergenerational equity (Bansal and DesJardine, 2014). In a similar aspect, businesses worldwide, especially the retail ones like Morrisons, strive towards implementing sustainability in their operations so they can reach their short–term needs without putting their future needs at risk. Apart from this, there are four that come to mind when it comes to sustainability components, namely human, social, economic and environmental components, which are often regarded as the four pillars of sustainability. Firstly, human sustainability strives towards enhancing the state of things that can affect the human beings living on this Earth. This means that this sustainability aims towards putting in effort in securing healthcare and educational services, the accessibility of them, improving nutrition, and catering to knowledge and proficiency. The second component is social sustainability, which strives towards securing social capital, by putting in investments in making such facilities that can benefit the society, communities and pave the way towards globalization. Thirdly, economic sustainability strives towards developing the country's economic conditions and controlling the number of assets coming in. Lastly, the environmental component is focused upon taking care of the environment by adopting green practices and making the world a healthier and more beautiful place to live in.

[bookmark: _Toc74730460]Sustainability policies and its impact
Sustainability comes with a lot of impact on everything a business stands for. One of these aspects is the policies that a company applies in its operations in order to implement sustainability in their beings. Retail companies are well known for their sustainability policies or practices. These policies can be categorized into soft policies or practices and hard policies or practices (Simões and Sebastiani, 2017). Firstly, the soft policies are utilized to inspire the employees and motivate them to do better in sustainability. They also consist of falling parallel to the infrastructure of the whole company, the empowerment that occurs within it, and the communication that happens between the workers. On the other hand, the hard policies comprise proper application frameworks that help in determining sustainability within the premise of the retail company. They also mean to organize and control the data coming in through the processes incorporated by sustainability. Moreover, customer experience is also impacted greatly by the actions of sustainability. Retail companies receive millions of customers daily, especially famous ones like Morrisons, which is why their sustainability policies have to impact their customer experience to a great extent. Customer experience is so exposed to sustainability because day by day, customers are becoming more interested in companies that apply sustainability policies into their operations. This is because their experience is becoming more impactful as they are becoming more educated in this regard, which is why they do not perceive companies that do not cater to their sustainability positively (Signori et al., 2019). Hence, customer experience is one reason why companies are becoming so keen to put sustainability policies in their operations. Moreover, in the case of retail companies only, they work under the industry that has to be especially sure it is sustainable because it deals with such products that can destroy someone's life and the environment in a flash, like groceries, food and nutrients (Naidoo and Gasparatos, 2018). Hence, many endeavors are being taken into the supply chain systems and the store functions in the way of sustainability. For Morrisons, they are well aware of their sustainability policies and how greatly they can impact customer experience. The company gets 9 million transactions by their customers weekly, and their brand loyalty is on spot (Morrisons, 2021). This is because they have applied sustainable policies in their realms, like keeping track of their enhancements, making sure the food quality is good and valuable, and delivery is fast and convenient.
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[bookmark: _Toc74730462]Quality and components
Quality plays a significant role in the relationship between customer satisfaction level and the services of a brand. The performance of a company within a specific market is often measured through the quality of its service that is perceived by the customers. If the perceived performance level is high among the customers and matches their expectations, the organisation and brand are deemed to be successful (Janahi and Al Mubarak, 2017). On the other hand, if the consumer expectation level is not met, the consumer satisfaction level and the relationship management is determined to be relatively low. Previous studies in the retail industry have shown that service quality has a significant impact on all dimensions of customer relationship management of a brand (Siddiqi, 2011). The services and quality of a brand is a source of interaction between the management of a brand and the customers (Paul, Mittal, and Srivastav, 2016). With the increasing global competition and in the market, transparency among the suppliers as well as the customers has become more demanding and stricter. Transparency and a high product portfolio, therefore, is not sufficient for customer loyalty or the number of repeat customers in the market (Fernandes and Pedroso, 2017: Gunawardana and Perera, 2015). Customer relationship management, therefore, must become highly strategic as it is important for enhancing the competitiveness and overall productivity and performance of the corporate. Despite the abundance of customer relationship management strategies, there is a general consensus that the process of understanding and managing the consumers and their satisfaction level to increase the satisfaction and customer loyalty of consumers is known to be customer relationship management (Rita, Oliveira, and Farisa, 2019).
By managing the high service quality of a brand, the brands can increase and retain a higher customer percentage within the market and also increase and attract more customers through positive review and feedback. The existing rate of customers tends to vary according to the service quality and can be increased by maintaining high service quality (Hoffmann and Birnbrich, 2012: Zehrer, Crotts, and Magnini, 2011). Many consumers in the market tend to rely on the existing customers' positive feedback and review rather than advertisement and marketing of the product. This helps in increasing customer loyalty and also attracting potential customers within the market through word of mouth. Customer relation management, thereby, must be strategic enough to administer interaction with the customers through high-quality services and be able to increase performance (Isac and Rusu, 2014). Customer relation management further helps businesses such as Morrison to gain an insight into the behaviour of customers and also modify their business operations and strategies in accordance to customer satisfaction level that will increase the interaction and customer loyalty as well as the profitability of the business.

[bookmark: _Toc74730463]Critical Analysis
The quality of an organisation service plays a vital role in customer satisfaction and customer relationship management. Two of the major quality theories and models that can be used to explain and analyse customer relationship management are the Juran Trilogy and Total Quality Management (Lorenzo et al., 2010). The Juran trilogy is a theory that was presented by Mr Joseph M. Juran in 1986 in order to help organisations and companies to manage their quality (Tejaningrum, 2019). The traditional approach of this model was on the basis of quality controls in those days. However, the trilogy model has evolved in today’s world and has become the foundation for most quality management practises all across the world. According to this model, Morrison’s quality planning that is referred to as quality by design, is the creation of something innovative and creative. Morrison uses this planning activity to create a new product, service, or process within the organisation. As the operation of the organisation proceeds, it has become evident that the delivery of the products or services to Morrisons customers is not free of defects. Rather, there are many hidden failures and variations that require redoing (Sok and Taib, 2012). The duty further asserts that the customers believe in the service quality of the company, and it is the responsibility of the organisation and the management to ensure that that quality is provided to the customers. Even if 20% of the work has to be written as a result of failures, the organisation must reach towards the root cause that is causing quality issues and remove it. The cost of poor quality is less than an unforeseen obstacle that may occur in the future for the company. Furthermore, under the conventional responsibility pattern of the Juran trilogy model, the operating forces of Morrison are not able to get rid of the waste or defects of the operations. On the other hand, the company can, however, control the process of the operation forces from unplanned events such as process breakdown from a human error or other issues such as power failure (Anastasiadou, 2015). The control process of the company helps in operating the converging forces and taking action or restoring the overall status quo of the company. This process is also known as corrective action in this model, and the result is to restore the failure or error back to 20%.
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Figure 1 Juran's Model (Source: Anastasiadou, 2015)
On the other hand, the model of total quality management is another approach that Morrison can implement in order to increase its long term success as well as customer satisfaction. Quality is a major factor that attracts customers (Agus, 2011). Quality is extremely critical for the satisfaction of customers and retaining their loyalty. If the customers are not satisfied with the products and services of the organisation, it will not contribute to the long term revenue and profitability of the organisation. Therefore in order to be enabled to maintain higher prices and good quality, the total quality management model asserts that there are certain principles or pathways that help in the continuous improvement of the overall operations through the use of strategy and effective communication. Organisational culture is the spotlight of any organization (Hoang, Igel, and Laosirihongthong, 2010). In order to implement quality management, a business must be efficient, productive and the quality must evolve every year. Juran published numerous papers on total quality management and its influence on the management techniques as well as the quality of the organisation. The implementation of total quality management in medicines will help not only in reducing the product effects but also increase the level of customer satisfaction. Furthermore, the lower the cost of the products as a result of product effect companies will also save the cost for customer support and other product replacement as well as the creation of fixed products. The savings will flow to the bottom line and help the organisations such as Morrison to create higher profit margins. Satisfaction is often determined by the outcome of results as well as the experience of the customers (Raj and Attri, 2010). Morrison can use TQM methodology to gain an understanding of the customers and ensure value creation within the system that will cover customers as well as suppliers. Since the year 2008, Morrison has struggled with the continuous improvement of its performance. TQM initiators will tremendously impact the business operations and help in adopting a practice that can train the new executives and also drive improvement in the quality of the services and products. With the help of these two theories, Morrison can achieve the motivation of individuals and improve customer relationship management (Idris, 2011).
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Figure 2 TQM Initiative
[bookmark: _Toc74730464]Conclusion
Ethical policies and sustainability, therefore, has become extremely important in the business world. A sustainable business has the capacity to carry out a natural, ethical system by promoting the limitation of depletion and pollution as well as social morality across the world. Multinational companies such as Morrison play a major role in the era of corporate sustainability and ethical conduct. Recognising the importance of ethical policies and sustainability on the environment and overall performance of the organisation helps in building the brand. Furthermore, customer relationship management also is heavily influenced by the service quality and ethics and sustainable development of a brand.

[bookmark: _Toc74730465]Recommendations
Although Morrisons is all set as the fourth largest supermarket chain in the United Kingdom, there are still some recommendations that can be given to it in the realm of both ethical and sustainable practices, that will surely improve their bouts of customer experience from that as well. Firstly, ethical policies can have a great impact on customer experience and all related aspects, so it is recommended that the company should apply an ethical compliance program for their workers to educate them about the importance of ethics in the workplace and the overall operations of the firm. Hence, communication is key here and needs to be effective amongst employers and employees, so the right message of ethics can be conveyed. Furthermore, the set of guidelines in ethics also need to be clear, because only those guidelines can help workers understand how they should treat customers, which bring forth good customer experience. On the other hand, for sustainability, the company should practice it in every step. 	It should apply sustainable in daily actions it takes as a retail company, should shift to such packaging of their products that can be deemed sustainable, aid their customers in getting educated about sustainability and improving their sustainable stance in their brand story.
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