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[bookmark: _Toc34819467]Executive Summary

 Ethical and sustainable  trading of UK supermarkets is necessary for attracting customers with a view of retaining their loyalty. These supermarkets can practice ethical trading by investing in ethical products. Ethical trading helps an organization to grow in terms of its profits and revenue. For ASDA to solve most of its problems it has to practice ethical trading to help in the retention of customers. The provision of sustainable resources by an organization helps in improving customer relationships. Customer relationship is important for the growth and expansion of organizations. ASDA and other UK supermarkets need to use quality systems that can improve the customer relationship. Quality systems and customer relationship management go hand in hand to enhance and improve the systems and relationship with customers.
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The customer experience of consumers using ASDA and other UK supermarkets determine the loyalty and level of satisfaction. Marketing and customer experience are closely related because to achieve positive feedbacks on marketing and customer experience, customer problems need to be solved (Quazi, 2010). If customers are not pleased about a particular product then the management of supermarkets needs to solve the problems so that customers may be loyal and satisfied. The analysis of customer experience is necessary for ASDA and other UK supermarkets to know the specific areas that need improvement. The emerging issues need to be addressed to deal with the rising population. Customer experience can be assessed in terms of ethical trading and the sustainability of the supermarket to satisfy the customers’ needs (Quazi, 2010).

[bookmark: _Toc34819470]Ethical

In understanding the ethical consumption in ASDA and other UK supermarkets we use the most applied theories called Image Theory which is a naturalistic theory of decision making (Thompson and Dahling, 2010). Image theory describes the consumers that use the UK supermarkets, their decisions, and strategies concerning a particular product. The ethical behaviors of customers in purchasing a particular product are determined by the value of the customers (White, MacDonnell and Ellard, 2012). Some customers do not use certain products because of the effect they have on human health. A good example is that ASDA customers do not buy Genetically Modified foods because they consider the foods as dangerous to their health. Sainsbury supermarket has improved customer relations by selling food products that are not genetically modified. This has improved customer loyalty and satisfaction which is one of the benefits of ASDA and other supermarkets in carrying out ethical trading.
ASDA has had a difficult customer experience concerning its ethical conduct on the suppliers who sometimes go ahead and complain about how the supermarket mistreats them (AL-TKHAYNEH, KOT, and SHESTAK, 2019). The suppliers explain to those customers that buy bulk goods their mistreatment which might create a bad image for the supermarket. In a more recent case, ASDA was accused of deducting the amount to be paid to the suppliers on the invoices secretly without involving the suppliers (Sarah Butler, 2017). Consumers perceived positive attitude about a particular product influence the purchasing power of a product which is directly related to the consumer experience. Ethical purchasing can encourage organizations to concentrate on solving customers' problems (Smith and Barrientos, 2005). This also influences other customers with an attempt to influence or attract their loyalty. This was seen by Waitrose supermarket when it announced in 2011 that it would introduce condoms from a new brand that were developed by ethical sources. This led to an increase in sales of condoms because customers felt that the quality of the brand was an improvement which created a positive customer experience. When business organizations such as ASDA and other UK supermarkets engage in ethical trading they build on their sales.
 According to image theory, ethical purchase behavior can be influenced by age and gender (Beach and Mitchell, 2015). The demographic features of the UK population are important in ethical decision making about a particular supermarket. Some goods cannot be purchased by people of a certain age or certain sex which affects the ethical purchasing power of consumers. Environmental concerns affect the ethical purchasing of products in UK supermarkets in that consumers do not prefer to use goods that are harmful to the ecological conditions (van Birgelen, Semeijn, and Keicher, 2008). In 2018 ASDA and some supermarkets in the UK received big losses in the sale of palm oil and plastics because the use influences the environment. This made the frequent users of the products switch to alternative efficient products. Sainsbury has improved in the sale of ethical household goods in the last 10 years according to the report by the Ethical Consumer Markets Report of 2018. The improvement is because the products that the supermarket offers do not have side effects. UK supermarkets profit heavily on the sale of food and clothing because of the increased appetite among consumers on these ethical products (Doran, 2008). This brings trust in ASDA and other UK supermarkets which is a clear explanation of the benefit of running ethical trading.
Ethical purchasing is increasing and will continue to increase because customers want their money to have ethical improvements in the environment (Ellen, Wiener and Cobb-Walgren, 2015). ASDA and other UK supermarkets have no otherwise but instead heavily invested in ethical products. An example is the sale zero sugar Coca Cola brand by ASDA supermarket which has increased since its introduction into the market. Most consumers who have diabetic problems prefer to use this brand because it would maintain their health. 
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ASDA and other supermarkets in the UK need to provide goods or products that are sustainable or offer their services to customers sustainably (Jones, 2015). Sainsbury offers online shopping of groceries which has changed the industry making it more competitive in the market. The improvement in their customer services has attracted the customers because customers can order goods and be delivered in their homes. Other supermarkets are finding it difficult to be sustainable with the rate at which online shopping supermarkets are expanding. The online ordering has changed or altered the customer experience in the interaction between the customers and goods in the store % (Jones, 2015). Customer experience in the store and on the website of the supermarket is related. The sustainability of online shopping brings a different or new customer experience. The loyalty of a particular brand is based on customer experience and is later transferred to the new customer experience of online shopping (Espeland and Stevens, 2010). This use of quality systems generally creates a better customer relationship in the organization.
ASDA and other UK supermarkets are bringing in new customer experience by improving their services to older customers (Katz-Gerro, 2006). The new changes in the delivery of services to older customers were due to the complaints raised concerning the height of the shelves used. According to the report released by ASDA, it implemented the change on the height of the shelves because the elderly customers had difficulties in accessing goods that were high-end of the shelves. Other supermarkets have since followed the changes which have revolutionized the experience of the customers. 
The sustainability of the marketing strategy defines the customer experience. A proper marketing strategy by ASDA and other UK supermarkets retains loyal customers (Metzger, 2017). UK supermarkets have a goal of making profits by using low costs in the production sector and present the goods to customers at the market price. These goods need to be of high quality so that the purchasing behavior of customers can be sustainable. Sustainability in the purchasing power makes the customers loyal which leads to better customer experience. Sainsbury has heavily invested in this marketing strategy that has attracted thousands of customers who are offered loyalty cards. The loyalty cards are a means of the supermarket to try and boost the purchasing behavior of customers. ASDA and UK supermarkets have invested in dealing with universal products (Morgan, 2018). An example is the groceries available at these supermarkets which are used almost in all parts of the world. It is interesting how supermarkets deal with universal goods because the goods are available in other supermarkets. ASDA, for example, offers the same type of groceries that are found on other mistakes, but it has improved their quality using a low-cost technology and sells it at the market price. It has managed to increase the customers by 3% in the last 3 years using this marketing strategy. The use of this quality system improves the relationship between the supermarkets and the customer.
Some supermarkets in the UK for example, ASDA have adapted the self-checkout service which is a more controversial service because it has limited that contact between the customer and the employee (Woo and Lee, 2018). The service has been implemented because the supermarkets have favored productivity at the expense of customers. This approach creates negative customer experience because there would be no customer communication. These changes in the service have already been witnessed by Sainsbury. The supermarket has set self-checkout services to those customers that have small trollies and shopping apps. The supermarket has also offered customers a handset that would be used for scanning the goods to determine their quality or duration as they move around the stores then pay using their mobile phone. This has introduced a new customer experience with some customers enjoying the service while others not interested. 
During festivities, ASDA and other UK supermarkets have come up with ways of rewarding their customers with bonus products. UK supermarkets receive a lot of customers during Christmas and Tesco has responded to these by offering free mince pies to their customers. In 2015 Tesco held a Christmas food festival to celebrate the loyalty of its customers. This approach is a way of bringing in new customers by attracting them to use customer experience as a marketing strategy.
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According to research by Coltman, Devinney, and Midgley (2009), the CRM is mostly used in organizations to improve the relationship with customers. They found out that the model attracts, develops and retains customers with a view of forming a long-term and profitable relationship with customers. Payne and Frow, (2005) found out that the success of a customer relationship management of an organization depends on the strategy of the customer and that of the organization. Payne and Frow, (2005) confirm that a good customer strategy depends on how integral a business strategy looks. It involves the knowledge of the existing customers as well as the decisions that an organization makes on those customers (Payne and Frow, 2005).Coltman, Devinney, and Midgley(2009) found out that an organization must survive in an environment that is sustainable in that it can compete perfectly with other organizations that offer similar services or products. Since most of the organizations have CRMs then there is a need for an organization to improve on its CRM to be ahead of other organizations.
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According to research done by Turban et al. (2008), the pressure by managers to improve the productivity of an organization, quality of goods and number of customers makes them devise tools or models to improve the CRM of the company. The report by Turban et al. (2008) says that most organizations use the Business Intelligence model to solve customer-related problems. Their research describes that the tool involves the technology of collecting, storing, analyzing and evaluating data to come up with better strategies to improve an organization. They also found out that the main aim of Business Intelligence is utilizing a lot of data within or outside the organization that is used in decision making. Yeoh and Popovič(2015) research studies show that the tool is advantageous when used by an organization that handles a large amount of data or deals with many customers.
According to research by Yeoh and Popovič (2015), Business Intelligence collects the prices of different goods in the market and assesses the most appropriate prices that a business organization would use. Herschel and Jones, (2005) found out that this is done by eliminating the outdated prices of some goods and coming up with new prices. The data available on Business Intelligence helps to improve the CRM by unlocking the latest trends in the market for long term planning of the organization (Herschel and Jones, 2005). According to research by Herschel and Jones (2005), the Coca-Cola Company uses this model in reporting all sales and deliveries of the company. Other organizations include Chipotle restaurant, Des Moines Public Schools and Hello fresh company.
Cochran (2014) found out that Business Intelligence helps the CRM to be effective in caring for its customers. Cochran (2014) describes that a large amount of data collected by the Business Intelligence helps an organization to personalize the marketing messages and programs that are out of reach for the potential growth of an organization. From research conducted by Saldanha and Krishnan (2011), CRM can learn different techniques of marketing with the help of this model. The conclusions of Saldanha and Krishnan (2011) states that the increase of customer interaction with the help of this model leads to increased sales. According to the systematic theory of management described by Saldanha and Krishnan (2011), the CRM and the Business Intelligence tool is a dependant or inter-related. They also conclude that better CRM automatically will function well when the Business Intelligence tool is functional. If the CRM cannot use the data collected by Business Intelligence then the data would not help the organization. 
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According to research by Jun Lee and Siau, (2001), the tool involves the use of different techniques in analyzing data to investigate the relationship of the data. Jun Lee and Siau, (2001) also found out that the model provides the exact information on the type of customers to focus on in an organization. Jun Lee and Siau, (2001) confirm this by saying that the model helps organizations to use the available data in predicting future trends. They conclude that the tool is applied in the data of customers collected to identify their hidden trends in the market by understanding the available customers. The predictions given by the data mining tool based on the customers and their trends are formulated by the CRM. Jun Lee and Siau, (2001) continue by saying that data mining is used in an organization it enables the interaction of customers in every stage of the CRM systems which improves profitability in these stages. The data mining technique gives the company the appropriate techniques that the CRM can interact with its customers simply and confidently. 
Liu (2016) describes a series of steps that are followed when using this model to improve CRM. Liu (2016) says that the first steps are the data processing steps where data is collected, stored and processed. Yousuf and Devi (2018) confirm these by saying that the data collected is cleaned and integrated to be presented in the evaluation stage. Yousuf and Devi (2018) continue by saying that at this stage, data is selected by extracting the relevant data then transformed into forms appropriate for mining at a later stage. The last stage is the extraction of hidden patterns and techniques that are presented to the CRM for implementation. Yousuf and Devi (2018) found out that the model only takes relevant or important data that is useful to an organization. Yousuf and Devi(2018) say that the model as opposed to the Business Intelligence tool because the Business intelligence tool gathers a large amount of data and does not unhide the important data.. The Amazon Company came up with an Amazon price mobile check app to check the price of a product in supermarkets by taking a picture and scanning to find the lowest price. Capital one company uses this model to check the behaviour of their customers. Other companies include Duerto Company, Netflix and T-Mobile. The improvement of CRM leads to the improvement of the general management of an organization. 

[bookmark: _Toc34819477]Theories involved in the Improvement of the CRM

Yeoh and Popovič (2015) explain that Juran trilogy can be used to improve the CRM through quality management. The trilogy was presented by Dr. Joseph M. Juran in 1986 to help organizations improve the management of its customers and employees. This trilogy is designed to get rid of wastes in a management. Yeoh and Popovič (2015) say that the improvement of the CRM using Juran trilogy is done through three processes; quality planning, quality control and quality improvement. Quality planning stage involves the innovation of goods and services that are presented to customers. Quality control involves presentation of goods and services to customers according to international standards.
According Crosby's cost of quality concept the improvement of the CRM can be improved by having quality cost data. Quality cost data can be used to identify problems that are a CRM may get. Crosby's cost of quality concept states that a quality CRM must have zero defects. According to research by Herschel and Jones (2005), CRM can be improved by eliminating the defects to ensure its functionality. Ishikawa Fishbone diagram helps to improve the CRM by identifying the possible causes of problems in an organization. It used in organization in brainstorming the CRM with a view of improving the CRM. The use Ishikawa Fishbone diagram is used in circumstances where an organization wants to identify possible causes of the problems in the CRM and when the thinking of the organization is likely to fall into ruts. Total Quality Management (TQM) can be used to improve the CRM by continuous elimination of problems and improving the supply chain management. TQM makes an organization to be held accountable on each and each decision it makes based on the data provided by CRM models. According to Herschel and Jones (2005), an organization can retain its customers by using TQM to produce high quality goods and services which helps to improve the CRM. According to Deming’s 7 deadly diseases of management an organization the emphasis of short-term profits is important in the improvement of the CRM. Another disease of management that explains how an organization can improve the CRM is job-hopping which involves the change of the management of an organization regularly within a short time. Herschel and Jones (2005) say that the improvement of the CRM must be done by withholding the current management for as long as possible to ensure complete transformation of the CRM. According to Demise’s 14 points of management the CRM can be improved through adoption of a new philosophy. This is done to ensure that there is quality production of goods and services in the organization. According to Demise, the CRM can be improved through the use of a single supplier of particular goods to maintain quality and ensure consistency. Other ways suggested by Demise for the improvement of the CRM include implementation of leadership, eliminating fear, and proper training on handling of customers. These theories by these theorists are very relevant and will remain relevant.
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The quality of the CRM to be used in ASDA depends on the ethical and sustainable policies of ASDA. In ASDA some customers do not use certain products or goods because of the health challenges they have. For example, some are diabetic and do not use sugary products. Here, a high-quality CRM has to be used to ensure that such kind of customers is single out using a data mining model (Nassar, 2015). The supermarket would now know how to budget to take care of such customers by having a supplementary budget to ensure alternative free diabetic goods are available. This enables customer loyalty because the CRM has taken care of the ethical purchasing behaviour of customers. ASDA customers prefer the use of ethical products that do not interfere with the ecological environment. They tend to not shop on unethical products which might make ASDA undergo a loss. This has an impact on the choice of the CRM to be used by ASDA, the CRM chosen should be able to collect a large amount of data on the possible ethical products using Business Intelligence tool and later analyze or unhide the most important ethical products using data mining model (Goldsmith, 2010). The unhidden ethical products are then presented to the consumers. 
The consumption of certain products is determined by age and gender (Malhotra and Miller, 2010). There are products that children, youth and adults consume most when they go shopping in ASDA. The CRM used in ASDA should be in a position to single out the products used by different ages and gender using the data mining model. The CRM helps such kind of customers in getting the preferred ethical products. The use of online grocery shopping by ASDA determines the quality of CRM to be used in ASDA. The CRM that the organization would come up with must be able to identify the changes that need to be done on the website to make it more efficient (Santouridis and Veraki, 2017). The CRM must also collect selective data on any updates on the system using the data mining model to ensure that the website runs on the latest technology. The CRM would be making the online shopping of groceries sustainable to its customers. The self-checkout service employed by ASDA has received mixed reactions with some complaining about the complexity of the service while others congratulating the service. In most cases, there will be the choice to decide whether to use the self-checkout service or the regular till with a cashier. The quality of CRM will depend on how effective it would capture all the data of customers (Dr. Vanitha, 2012). 

Recommendations

	The organization should come up with better marketing strategies to target all customers. In doing this ASDA should be able to improve the services by having the correct data about the test of different customers based on gender and age. ASDA should conduct marketing research to know the kind of products that can be consumed by different customers in terms of gender and age. ASDA should only deal with ethical products that do not cause harm to the environment so that they do not make losses when customers refrain from such types of goods. Some products are packaged in plastic bags of which the consumers consider the bags as unethical. The organization should come up with a new way of how they can package their goods to be considered ethical by the consumers. In future, all packaging should meet ethical standards so there isn’t any underlying questions. Concerning the use of self-checkout service, the organization should weigh between the advantages of the service and come up with an overall decision. Cashiers will always have a place in supermarkets as they are integral in keeping the customer experience going. ASDA should be constantly updating the online shopping website with new features to ensure the system does not fail the consumers while ordering the goods. 

Conclusion

The ethical trading and sustainable resources help an organization to solve its internal and external problems. From the report, the use of online shopping systems among the UK supermarkets promotes sustainable trading where consumers simply have to order and pay for their goods. The goods are delivered to their homes and they do not spend on transportation costs. Consumers who visit stores will have the choice of either queuing up with an assisted cashier or a self-serving till depending on their circumstance. Quality systems in an organization enhance customer relations as far as business is concerned.  In our case, the use of modern marketing strategies helps to attract customers with a view of retaining them which improves customer relations. Also, constantly and routinely sifting through Business intel and Data mining will keep the organization up to date to modify and enhance customer experience. Theorists will always find a new angle on improving models which will also benefit organizations such as ASDA and other supermarkets to adapt with the time and with the circumstances.
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