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Introduction 

This underlying report aims to highlight the in-detail discussion and different prospects to pertaining the customer relationship management in organisations. Customers are considered as the driving source for the growth and sustainability of organisation. In this regard, there experience and satisfaction level holds great significance in increasing the profitability of organisation and creating the competitive advantage (Baird, C.H. and Parasnis, 2011). This report has been prepared to be presented to the marketing and operations director of ASDA to familiarise them with the way engaging the ethical trading and development of sustainable resources can improve the quality of customer relationship. ASDA is one the leading retailing firm of UK that deals with the diversified range of grocery; home appliances, clothing and other general merchandise products (Asda, 2020a). ASDA is considered as the UK first self-service market that familiarise the people of Britain with new type of customer shopping experience. However, in 1999 Asda Joined the WALMART and became one of the biggest retailer in the World (Asda, 2020a). In 2019, total retail units of Asda were estimated around 633 that includes 341 Asda superstore in UK along with 209 supermarkets, 33 Asda living, 32 Asda supercentre and 18 fuelling stations (Statista, 2020a). ASDA stands among the leading retailing Chains of UK having 22.2 billion GBP sales in 2018-19. Whereas, other retailing firms such as Morrisons, ALDI, Amazon Marks and spencer trailing behind with 17.3, 10, 8.8 and 9.6 billion GBP sales in 2018-19 (Statista, 2020b). ASDA growth in UK has always remain unprecedented due to the continuous fluctuations in sales volume and increasing competition in the market by entry of multinational retailing firms such as Tesco, Morissons, Sainsbury and so on. From the below highlighted graph the growth of ASDA 2014 till year 2019 can be observed where bars above the line indicates the growth in sales whereas bar below the line specifies the decline in sales volume. 
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Figure 1: Percentage change in sales at Asda in Great Britain from 2014 till 2019 
Source: (Statista, 2019) 
Customer Experience Based on Ethics 
The ethics concerns with the moral philosophy that highlights the way certain individual, business or group of people should behave that can be beneficial for the society and its people without violating any ethical or moral conducts (Sigala, 2018). Generally, code of ethics drives from the religion, culture and background of the people living certain region regarding the way what things are acceptable and not acceptable to them (BBC, 2020).  Customer service ethics refers to the moral conduct and set of rules adopted by the organisation to enhance the customer experience and satisfaction level without hurting them or violating any moral values such as discriminating among customers on the basis of gender, race, culture, socioeconomic class or background (Palmer, 2010). All efforts made by organisation to improve customer services are aims towards the improvement of customer experience and increase the customer retention. ASDA has always strived for delivering the best shopping experience to its customer by following the customer first strategy.  

ASDA recruited the panel of 1800 customers to provide them innovative and influential ideas regarding the way they can enhance their business and what they expects from ASDA in future (Asda, 2018). Management of ASDA believes that customers are the drivers of their profitability and sales volume it is essential to address their needs according to their demands. Furthermore, ASDA aimed to provide the transparent shopping experience to the customers that can enable customers to view the areas of supermarket that are generally kept hidden from customers. To provide the seamless shopping experience to customers ASDA emphasis over the development of different customer relationship management (CRM) channels such as emails, push notifications, suggestion, on-site messaging, direct messages and microsites (Asda, 2018).  

CRM is the system to manage the interaction and relationship amid customers and organisation by analysing the data pertaining to their shopping behaviour and experiences (EthicalCorp, 2020). To gather the information from customers ASDA has their own online survey platform named as TellAsda that has been designed to gather the customer feedback on shopping experience, service they received and customers are asked to input their serial number over shopping receipt (ASDA, 2020e). However, while gathering the information from customers ASDA do not ask them to input any sort of personal information in order to keep their identity confidential and refrain from any ethical violation that lead to the poor customer experience.  Furthermore, ASDA removes information that can make the customers directly get recognised on the basis of their feedback on survey (Asda, 2020e).  

However, ASDA sends the promotional messages and notifications to customers that have given their contact information voluntarily to ASDA. Furthermore, management and responsible teams of ASDA ensure that customers information are only shared with trusted parties and employees only in order to keep the all personal information confidential and prevent from any legal charges from customer’s side (Asda, 2020e. For example Tesco gathers the customer feedback and personal information to provide them with different discount vouchers and promotional gift items. Tesco also launched the club card that consists of extra coupons, luxury coins and discounts were sent to the millions of customers on the basis of the shopping behaviour and frequency (Tesco, 2020). Tesco uses all data gather from customers to enhance their shopping experience and increase the customer retention level to maintain the confidentiality of personal information Tesco uses strict security systems that are accessible by authorised individuals only (Tesco, 2020). Recently, when unauthorised users intended to access the club cards discounts of customers by obtaining their fake Id and password through different platforms security system of Tesco immediately recognised the unusual activities and notify the customer to keep their information confidential (BBC, 2020). 
Customer Experience Based on Sustainability 
The term sustainability refers to address the needs and requirements of present without damaging the resources for future generation or harming the natural resources (Wahab, 2010). In current era of rapid development and advancements has made business sector highly competitive and dynamic (Gholami et al, 2015). Every organisation is striving to attain the success and profitability. However, environment of the urban cities are getting harmful for human life due to the destruction of natural resources and rapid industrialisation (Celep et al, 2013). Leppelt et al (2013) asserted that in modern age people has started to emphasise over sustainability to protect the future generations and develop the living environment where people can live the healthy life style. 

Similarly. In business world concept of sustainability has become highly imperative to create the positive brand reputation in market that helps to Influence customer behaviour, attract shareholders and reduce waste (Alshura, 2018).  Furthermore, customer tends to attract towards the brands that follows the pursuit of sustainability in their business strategies because it is for beneficial for customer’s health and environment (Mishra et al, 2014). Similarly, for this purpose ASDA also started their sustainability campaign with aim to reduce the environmental impact of their business operations and deliver the sustainable products to customers in the reasonable price (Asda, 2020b). In this regard, ASDA focused on using the recyclable plastic and packages in their self-manufactured products however most of the ASDA food products requires the proper packaging to keep the product safe specially food items (Asda, 2020b). Furthermore, to provide the sustainable environment to customers and protect the society ASDA reduced the 38% carbon footprint by reducing and controlling the emission from their transportation system and manufacturing plants (Asda, 2020c). Furthermore, to manage the waste ASDA donates the extra food that left due to the quality rejections such as improper packaging, printing errors, extra supply from suppliers and other products that are edible but not sellable to the customers (Asda, 2020d).   

It helps ASDA to manage their waste in an efficient manner by practising their duty towards society (Asda, 2020d). Kumar (2010) advocated that providing the healthy and sustainable environment is the imperative part of CSR activities of organisation that helps them to practise their duties towards the society they are living in. Adopting the sustainability practices helps to create the positive brand image among customers and influences them to prefer the certain brand and products that are beneficial for their living environment. In current competitive age sustainability has become the business strategy for market leaders to create the competitive advantage and attract massive volume of sales. Similar to ASDA other retailing firms in UK also strive to earn the customer loyalty by adopting the sustainability prospects. For example, in 2018 Sainsbury’s donated their 73% of unsold food items into the charity, managed to reduce the carbon foot print by 14%, generated £35 million for good cause, became the source of income to the poor farmers and ensure to obtain the raw materials from authentic and certified source with damaging the natural resources (Sainsbury, 2018). 
Customer Relationship Management 
Customer relationship management has become an important parameter in the management of organisations’ relationship and communication with potential customers. The objective of CRM is simple that is, to bring more improvement in business relations. The system of CRM has so far been effective in staying connected to customers and their requisite needs or demands (Alshura, 2018). The system gives everyone a way to maintain interactions, which is not possible without effective engagement of sales and business development departments, coupled with technical and logistic staffs. With CRM, it has become convenient for companies to collaborate with different departments and subsequently increase its work productivity (Celep et al., 2013). In addition to this, companies can drive its business growth by assessing needs and wants customers.  
Critical Evaluation of CRM 
The concept of relationship market is considered to be of pivotal significance where companies vie within the tougher competition to dominate one another when it comes to fulfilling customers’ needs. The analysis of strategizing CRM is intractably tied to organisational objectives and by doing so, companies witnesses succeed in terms of bettering customer relationship by complementing their subjective needs (Christofi et al., 2015).  

Customers are considered as key factors for ensuring consistent progress of the organisation with a view to attaining competitive market advantage coupled with increase in its credibility and trust from the customers’ side. As per the study of Choudhury and Harrigan (2014), compelling cases of business continue to attract investment and cordial business environment in nudging towards customers relationship management. The system is deemed to expand financial increase as much as 25 per cent, according to the reports of Kumar (2010). Besides, a plethora of conditions, circumstances and challenges contribute to the accomplishment of effective CRM strategy.  

Taking the CRM initiative into account, marketing executives appear to be wanting to know its effects on organisational endeavours. This is particularly assess by measuring the metric of return on investment (ROI). However, concerning with the determination of economic value of agility or innovation, CRM has posed some challenges to the business practitioners as well as researchers for a longer period of time. The underlying assumption of customer relationship management is that if a business strives to improve the management of its relationship with customers, the outcomes is supposed to be evidenced as an augmentation in the productivity of that business by signifying the importance of customer satisfaction that resultantly leads to better technical as well as financial operations of the organisation. The study of Palmer (2010) is of the view that companies like ASDA need to consider CRM initiative as one of the effective ways for corporate strategy. The capabilities emanated from customer dealings is always at the heart of business operations that could not witness long-term success without satisfying customer needs; this can always be ensured by assessing financial performance of ASDA.  

Renowned multinational organisations are always marked by their efficient ability to understand concerns of customers and fulfil them without giving any niche of time to the customer to veer its attention towards the products generated by other organisations. The study of Nguyen and Mutum (2012) has identified three particular components through which organisations can evaluate market orientation. One of the components entails an adequate organisational culture having diversity of employees with a sheer focus on added value. Other components encompass distinctive capabilities in building relationship, sensing the market condition, strategic thinking, and providing particular specifications to the integrated operations attached with ASDA. These components would definitely make the compendium of dealing with CRM system in an effective manner.  
Theories to Improve CRM 
Since there is no concrete explanation related to the concept of customer relationship management, the improvement associated with it entails few theoretical perspectives through which ASDA can assess to increase its productivity with respect to satisfying customer needs.  
Value Discipline Model 

Fred Wiserma and Michael Treacy’s model of ‘Value Discipline’ is being incorporated her that involves three different strategic frameworks for market position. These strategies are articulated into product leadership, operational excellence and customer intimacy. As far as customer excellence is concerned, it is regarded as a mind-set that conceded with certain tools and principles to develop a sustainable and unceasing improvement within the organisation’s business operations (Rababah et al., 2011). It can be attained by ASDA if it regards each employee working within the organisation to render with his or her personal intake with a view to decrying the flow of value to customers. ADS can aim at having efficient and economical process of developing sustainable environment by providing services with convenience and at low rates. 

On the other hand, with customer intimacy, ASDA can experience profit from development cooperative and cordial relationship with both new as well as old-cum-credible customers. It helps the company measure the extent it is acquainted with the values and needs of customers in addition to anticipating their future perceptions, so as to ensure market advantage as opposed to other competing firms. Concerning with product leadership, ASD can decide on which particular products and service it can develop essentially in order to add values to customers (Palmer, 2010). This is considered as an important challenge where user/customer discovery revolves around the process of developing affordable products in an efficient way as promptly as possible to allow any time to customer to get the product by looking for other similar brands.  
Generic Strategy Model 

Porter’s Generic Strategy explains that how a business firm can seek competitive market advantage across the scope of opted market. There are four basic phases, or stages, of this model ranging from cost leadership, differentiation to cost focus and differentiation focus.  

As far as cost leadership focus is concerned, the organisation like ASDA first target a wider market in terms of larger demands and offer the product at the lowest possible price just to grab customers’ attention in that specific market. Cost leadership gives two different options involving opting to keep the price as lower as possible, and ensure larger market share in the succeeding time with average costs (Wahab, 2010). In both the cases, the basic gist for the firm is to determine that the cost must not exceed the affordability of customers. If ASDA strives to apply such a strategy for experiencing successful implementation of strategy by incurring substantive investment capital with efficient system of supply chain and logistics (Gholami et al., 2015). All of the focus emanate from cost leadership is generally put on the internal process.  

Concerning with differentiation, the organisation makes its product more unique and exclusive as opposed to other similar products of different other firms, and make its more attractive by offering at lower process. In order to use such a strategy, ASDA primarily requires effective research and development department where expert financial employees or researchers can show their ability to bring innovation in delivering high quality product (Choudhury et al., 2015). Effective marketing is also an essential part of differentiation where the company can understand market tendency and the benefits it could acquire by releasing its product in that market. It is always imperative for the company to be flexible as well as capable of rapidly adapting to changes in the market to avoid unforeseeable risks.  

When it comes to cost focus, ASDA can opt for targeting an explicit niche of the market by comprehending intermittent changes or dynamics of the market coupled with needs or wishes of customers for keeping the lower prices intact (Christofi et al., 2015). Lastly, with the help of differentiation focus, the company can ensure its potential brand loyalty in front of the customers, but it should always be preceded by targeting a niche market and subsequently offering a service or product with peculiar characteristics.  

There are some strategies through which ASDA can apply generic strategic framework to its business operations. The first strategy is to carry out a SWOT analysis relevant to its business in order to understand weaknesses as well as strengths along with highlighting opportunities and assessing threats. In addition to this, another strategy is to grasp the market condition with the help of ‘Five Forces’ analysis to determine profits extracting out from the company’s business process (Asda, 2020). ASDA can also compare or contract between these strategies and consequently choose the most effective one to influence the market in general and customers in particular.  
CRM Behaviour Theory 

The Behaviour Theory of CRM represents several perspectives relative to CRM strategy as a means of managing corporate customer relationships. It is a holistic model that depicts the representation of not only customers and market, but also to the inter-dependence of key organisations working collectively (Choi et al., 2018). It mainly relates to how corporate clients tend to behave in terms of market fluctuated conditions and how to fulfil the customer requirements that draw out from that market. The incorporation of this theory in the business operations of ASDA could be considered as a one-way of approaching new customers and draw their attention towards the offered services and products. For this, the company needs to firstly consider personal beliefs of employees related to approaching the market, followed by gauging paradigmatic position of where the business is currently standing and what flaws or shortcoming can be assessed and subsequently removed. Such a strategy can help the business anticipate the arrival of new competitors for fulfilling the needs of customers and demands of the market, respectively (Gholami et al., 2015).  

CRM in Different Organisations 

In few businesses that are currently operating around the world, effective customer relationship strategy is at their heart. Building customer relations in an amicable manner is becoming critical for the success in the business process. The reason why some companies signify the importance of building good relations is to maintain its market performance, which is not without developing excellent customer relations. In here, the CRM strategy is three main organisations is being evaluated with certain aspects through which the companies are retaining its market efficiency. These three companies are Amazon, Tesco and British Airways (EthicalCorp, 2020). 

As far as Amazon is concerned, it not only always succeeds in attracting and winning new customers and users, but also ensures that these customers would get a lifetime value out of getting online market experience from the very company. With target market campaigns, Amazon can effectively hit the right customers with the right offers in due time without any kind of procrastination. If one has ever used Amazon, he or she would probably know how complex it is to resist its tailored offers, promotions and recommendations that are always at a lower cost relatively to other online retail stores (Kumar, 2010). In addition to this, by asking customers to get them registered through an account, the retail can make its convenient for credible customers to order again. Time-starved, cash—rich people can confidently pay with a click, as well as having their merchandise arrive at the consumers’ doorstep before or within twenty-four hours (Leppelt et al., 2013).  

As far as Tesco PLC is concerned, ‘Clubcard’ is regarded as one of the ways through which the company rewards its credible or loyal customers. For every penny an individual spends by shopping in-store or online, he or she will get the point on every pound that will be spent and with the march of time, all points will be accumulated in order to offer the customer with a voucher of free shopping (Kumar, 2010). The reward can be turned into a voucher, for instance, an afternoon at Pizza Express or the evening at Cineworld by getting those points or filling out surveys online relevant to customer feedback.  

Finally, with regard to British Airways, a unique and exclusive club is one of the instance of CRM loyalty schemes offered by the company. The club, by allowing freely to partake in with the on-going charges, handing the opportunity to its loyal customers to earn ‘Avios’ points by purchasing holidays, a rental car through business ambassadors and flights. These points can be redeemed by the customers again in discounts on accommodation and travelling services (Leppelt et al., 2013). People can effectively save their seat as well as meal preference, making a seamless and smoother travelling experience with the help of re-booking process. As people consistently fly with BA, they will become capable of making progress through different exclusive club membership slabs or levels.  

These CRM case studies are ample to warrant the need to incorporate CRM in the business strategy of ASDA, which has become an important tool for maintaining customer needs, their data and consequently help them acquire better customer experience (Palmer, 2010).  

Impact of CRM on Stakeholders and Organisation 
Customer relationship management is gaining more prominent in the eyes of business organisations in general and related stakeholders in particular. They are of the review that CRM strategy is a tested and proven method through which attaining a long-term business growth could be materialised. Some stakeholders of different organisations hold the opinion that CRM can pay for the support organisations generally want in respect of changing market conditions. This strategy can definitely have a positive and immediate effect on alterations in the decision making process from those integrated stakeholders in the organisation. The study of Rababah et al., (2011) established the more good the CRM system is, the increase in profitable customers can be assured both by the maintain internal and external operations of the organisation.  

The impact of CRM on stakeholders can be gauged by the fact that as long as implementation of marketing strategies to increase the company’s financial performance is the objective of the organisation, it cannot see longer term growth in terms of combating against other competitors. The strategy can only be effective if organisations need to veer its attention from maintaining its financial viability to assessing and subsequently fulfilling customer needs (Nguyen and Mutum, 2012). If stakeholders do not give importance to customer needs and demands and remain static to leveraging its business over others, CRM strategy and the resultant success will be a nine days’ wonder. Therefore, organisations need to consider customer value rather than financial value of its operations. In contrast to that, if CRM is implemented in an effective manner it will subsequently change organisations’ attention towards customer needs instead of those of its own.  

 
Conclusion 
The current and rapidly growing business sector has bring the customers at the central position based in the assumption that they are driving source for the profitability and productivity of organisation. In customer centric organisations such as ASDA it has become highly significant for the organisation to redefine there CRM practices in order to respond the concerns and demand of the customers in an effective way because it is essential for the survival of their business (Nguyen and Mutum, 2012). By evaluating the sustainability and ethical issues of ASDA it was identified that following ethical code of conduct helps the organisation to build the customer trust towards their brand by assuring them all their personal and confidential information are secure. Choudhury and Harrigan (2014) asserted that online platforms are most emerging shopping trend in current age and people only prefer the platforms about which they are assure that their confidential information will be kept secure. While striving to enhance the customer experience and satisfaction level it is essential to observe the ethical code of conduct and moral values in order to refrain any ethical violation (Rababah et al, 2011). From the critical analysis carried out in this study it was identified that ethics policy of the organisation plays imperative role in influencing the CRM because it helps to build the customer trust over certain brand and increase the customer retention. 

Furthermore, sustainability practices adopt by the organisations demonstrates the positive image of the business among customers and influences them to prefer the brands that are striving for their healthy life style and betterment (Choi et al, 2018). Sustainability has become the part of the business strategy for the organisations because it is considered as the influential way to target the customers and add to their satisfaction level. From the analysis it was identified that Sustainability practices has become significant prospect of CRM because it promotes the concept of motivating the organisations to take initiatives for the welfare of the society whereas customers are expected to promote and support the organisation in their initiatives (Wiese et al, 2012). In this regard, the study conducted by Christofi et al (2015) asserted that concerns of customers have grown towards scarcity of resources as well as sustainable environment and the people are striving to move towards sustainable life styles therefore adoption of the sustainability practices has help the organisation address the consumer demand and influence their customer experience. From the discussion carried out in this research it can be analysed that customer relationship management (CRM) is the imperative prospect for the customer centric organisation because customers are considered as the drivers of the profitability and growth of organisation. Therefore, retailing firms like ASDA strives and strategies to enhance their customer retention level by providing the best quality service and shopping experience to them. CRM provides the opportunities to the organization to interact with their customers and address their demands on the basis of their feedback that can contribute in increasing their satisfaction level. 

There is no second opinion in the fact that the company is at the forefront of satisfying customer needs and fulfilling changing market needs by bringing innovation in its business operations. It can be evinced from the above exhaustive discussion that improvement in customer relationship is at the heart of company’s major stakeholders which always regard the importance of addressing customers’ concerns so as to maintain market credibility (Wiese et al., 2012). It can also be deciphered from this discussion that ASDA is leaving no stone unturned to try to adapt to innovative or agile tendencies by hiring diversified employees from different regions in order to produce more potential outcomes from business endeavours not only to increase market advantage but also to retain the company’s trust and confidence among the general populace. This is necessary to ensure the long term success of the company and prevention of any contingency of market dominance from another enterprise (Wahab,, 2010). However, irrespective of whatever strategies, methods or techniques ASDA persistently apply to improve its customer relationship management strategy, there is some room for improvement with respect to relationship sustainability practice without which the company cannot descry its perpetual success. First and foremost, the company is supposed to develop effective training and development programs for its employees to potentially utilise CRM as an organisational strategy. This can be done by identify savvy employees and work on increasing their potential (Sigala, 2018).  
Recommendations
· The company must track behaviour of customers     through its sales cycle. This can be done by surfing on and gathering data related to customer purchase timeline with the help of social media sources and other channels (Palmer, 2010). 
· The company must not solely rely on CRM strategy. Rather, the operative system of the firm should be such that can sync all the important dealings as per succeeding client-related meetings. Also, allowing automated scheduling of appointment with the help of Outlook or smartphone calendar is a good choice to avoid dilly dally in meeting customers’ immediate needs (Mishra et al., 2014). 
· There should be the development of a cloud-based CRM has would have the capability of allowing employees to track customer interactions and manage proposals and leads to target that customer (Leppelt et al., 2013). 
· Integration of CRM with interned-based platforms can be blueprint for consistent addition in a number of customers. It will also allow the company to detect fluctuations in needs or wants of the customer and can anticipate supply chain strategy to complement those needs.  
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