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Executive Summary

The purpose of this report is to investigate the customer experience of organisations based on their ethical and sustainability policies. This report is supported with examples of ethics and sustainability in McDonalds, The Body Shop and Kellogg’s. 
The researcher has provided a definition of CRM and the importance of having CRM in an organisation and given and example of IDIC model and how Tesco have used this model to improve their CRM. Also, in the report is a fish bone analysis of ASDA’s delivery problems. 
The researcher has also made some recommendations to some of the mentioned organisations on what they can do to improve their customer relations and meet needs of all consumers.
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Introduction

Its is important for every organisation to have and follow ethics and sustainability as an organisation is formed with people from different backgrounds, interests and values who all come together and work as a team to reach common goals and objectives (Juneja, 2019). Along with ethics and sustainability another key factor in a business is quality as quality can help maintain loyal customers.
Ethics
Organisational ethics are principles and standards by which businesses work. Ethics is the key to a successful business no matter which type of business it is. Ethics decide the way individuals should behave at the workplace (McCombs School of Business, 2019). All organisations face ethical challenges in their working environment, managing structure, and even in the objectives they strive to achieve. Behavioural ethics in an organisation helps find ways to structure organisations in order to make is easier for people to do the right thing and on the other hand make it harder for them to do the wrong thing.
Sustainability
Organisations are now all trying to include sustainability in their business strategy. Sustainability generally means two things in a business, the effect a business has on the environment and the effect it has on society (Spiliakos, 2018). The aim for a business to to have a strategy on being sustainable is to have a good impact on either or both of these places. Apart from having a positive impact being sustainable can help a business become successful. 
Quality
Quality is a very important part of a business. Quality is all about meeting the needs and expectations of customers as customers want quality that is appropriate to the price they are paying. The key aspects of quality include Good design, good functionality, reliable, consistency, durable, good after sales service and most importantly good value for money (Riley, 2009). Quality helps to maintain customer satisfaction and loyalty. It also helps companies build a good reputation. If a company fails to meet customer expectations, then they will look for alternatives which will results in loss of customers. Quality products helps make a long tern revenue and profitability (Quain, 2019).





Main Findings

McDonalds is the world’s largest restaurant chain with thousands of restaurants around the world (M.McDonalds, 2019). McDonalds works with different charities to maintain their corporate social responsibility. They also have their own charity titled ‘Ronald McDonald house charities’ (McDonalds Ethics, 2019). By working with these various charities, it shows that they get themselves involved with communities outside of the organisation and also more involved with their customers in order for them to appear ethical and socially active. There is however an issue with their Ronald McDonald house charity as Ronald was a character which was designed to represent the organisation but has now been removed due to child exploitation issues and for this reason the charity has lost much of its recognition. According to McDonalds Ethics (2019), McDonalds needs to increase their corporate social responsibility revolved work. For example, by representing more charities, donating more or even getting themselves involved in more community work. As stated by McDonalds (2019), the organisation is constantly challenging themselves to find ways of using scale and people to influence and make change. For example, by recycling, they reduce the impact they have on the environment. Not only do they clear litter from their restaurants but they also collect any litter that is dropped around the local area of their restaurants. They are also involved in many litter charities like ‘Keep Britain Tidy’ and ‘Keep Wales Tidy’. As people are becoming more health conscious, McDonalds implemented a ‘Plan to Win’ strategy in 2003. This strategy involved revamping their restaurants as well as new menu choices concentrated on different varieties and healthier options (Smarketing, 2017). The organisation has aimed to take a more sustainable approach to their menu. The chain announced that it is removing artificial preservatives from its burgers and a third of its eggs are cage free (Cobe, 2019). Also fitting the sustainability criteria are their chicken nuggets, cheese and burgers. They have also started phasing out traditional artery clogging trans fats. According to Carrig (2018), McDonalds announced new environmental goal of sustainable packaging to be achieved by 2025. Currently 50% of their packaging comes from sustainable sources and only 10% of its restaurants are recycling so their aim is to have 100% of its packaging from recycled, renewable or certified sources and also have recycling available in all its restaurants by 2025. 
The body shop is a well-known retail store founded by Roddick and known for its natural beauty products, fair trade ingredient sourcing and campaigns against animal testing. However, the company was later taken over by L’Oreal who are partly owned by Nestle (Marati, 2012). The Body Shop five core values are, support community trend, defend human rights, against animal testing activate self esteem and protect our planet. When the company was under Roddick, the company was very effective its value of no animal testing and was well known for creating attention and supporting the issue (Marati, 2012). They launched campaigns and manged to get together a petition with a four million signatures. They achieved success when UK banned animal testing on cosmetic products and was later followed by the EU who also banned animal testing cosmetics and cosmetic ingredients. Till date the organisation continues to produce animal cruelty free products which are also vegetarian friendly (Pitman, 2008). However, when the company was bought out by L’Oreal, animal activists were unhappy as they believed this went against the company’s strong ethic stand against animals as L’Oreal have been criticized for continuing testing some ingredients on animals. Animal rights campaigns were left confused on how The Body Shop will continue to follow its ethical value when it owned by a company with opposing values. These campaigns showed their anger by calling for a boycott. The Body Shop’s values of anti-testing on animals had an impact on L’Oreal who later announced that it is donating 1.2 billion to the environmental protection agency to develop chemical testing methods which don’t require any testing on animals. So even though the company is owned by L’Oreal, Roddick’s values lives on in the L’Oreal -EPA partnership (Marati, 2012). Also, in 2016 The Body Shop launched a five-year strategy ‘Enrich not Exploit’ to achieve fourteen sustainability targets by 2020. These targets are categorised into three, enrich our people, enrich our planet and enrich our products. These goals included increasing the number of ingredients bought direct community trading rather than through a middleman. To make the target every year The Body Shop would add five ingredients into its list. It was aimed to biodegradable packaging however according to Future Forward (2018), finding environmentally friendly packaging which met brand standard was turning out to be challenging and nothing was achieved in 2017 putting their target for 2020 at risk. They have also committed to reducing environmental footprint every time they renovate and to achieve this they will be using Forest Stewardship Council certified wood for its shelves and tables and have started doing this in some stores since 2017 but are aiming for all stores to have this renovation by 2020 (Future Forward, 2018). According to The Body Shop (2019), their steps to a sustainable business include sourcing all inputs in ways that have no negative social or environmental impact, no substances that could harm the environment or society, ensure that the business does not create any disruption to ecosystems and meet needs with do environmental impact during product use.  
Kellogg’s is a food manufacturing company who produce foods like cereal, cookies, crackers and toaster pastries. According to Courtenay, their integrity and social responsibility rewards shareholders and the environment and has been recognised in the world’s most ethical companies recognised by Ethisphere institute. Almost all their cereal boxes are made from recyclable carton board in the aim to make an environmental impact. In fact, even their very first box of cereal was made from recyclable material (Kellogg’s, 2019). They have a recyclable label on their boxes to help consumers understand what to do with their packaging. The how2recycle label is an initiative of Green Blues sustainable packaging coalition. In 2018 Kellogg’s announced that they are Expanding its global sustainability commitments by working towards a goal of 100% compostable, recyclable or reusable packaging by the end of 2025 (Cision, 2018). Kellogg’s has already started working towards its goals. In 2018, the company announced the changeover to compostable and paper food service products in all of its offices getting rid of all single use foam and plastic service ware, plastic water bottles and plastic straws. The organisation has also been working with its designers to come up with packaging designs to reduce waste but at the same time keeping quality and safety if its food in mind. For example, in the EU they intend to introduce recycle ready material packaging instead of cereal pouches by the end of 2019 which will remove 480 tonnes of non-recyclable packaging from its chain each year (George, 2018). Kellogg’s received criticism through campaigners about its pringle tubes and crisp packets which were said to be too hard to recycle so they partnered with recycling firm Terra cycle and will be encouraging customers to send used pringles tubes to terra recycle using a freepost and hoped that it would provide a consistent solution for the public. Recently Kellogg’s have announced that its latest social and environmental goal falling under the its initiative ‘Better days’. It aims to support farmers to deliver climate smart farming, making enough donations to feed 375 million people (Hill, 2019).  As part pf this strategy farmers will be given the opportunity to access programmes focused on climate, social and financial resiliency where they will be able to get advice on how to change to climate smart agriculture practices, tackle deforestation, reduce GHG emissions and maximise yields. 



CRM
CRM stands for customer relations management and is a strategy used for organisation to manage their interactions with customers. A CRM helps in managing sales, marketing and customers. CRM systems also help in keeping records of any interactions with customers like for example, phone calls, emails, quotations and even previous purchase history (BPM Online, 2019). All data collected helps organisations plan ahead effectively and offer the right level of contact and service to customers which are customised to individual needs. There are different types of CRM systems like for example, CRM software and CRM cloud solutions (Rouse, 2019). There are also different types of quality models which can help organisations to improve their CRM. Some examples are below. The researcher has looked at some of the most common models and how they can help in assisting organisations in measuring CRM.
IDIC is a model which was created by peppers and Rodgers Group as a generic blueprint for implementing CRM in different situations. IDIC outlines the four stages of CRM. 

(Rachid, 2011)
The first stage is ‘Identity’. This is the first step which is to identify customers and know deep knowledge of their customers (Lucidchart, 2019). This can be done through collecting information like customer name, address and purchase history. To understand what the customers individual need and wants the aim is to collect as much information as possible.
The next stage is ‘Differentiate’. Here it is important to separate customers into groups of which customers is generating the most value at present time and which offer more for the future. Organisations need to give more value to those customers who are generating more value (Schneider, 2019). And differentiate customers according to needs as different customers have different needs and to serve them in the right way it is important to recognise those needs. By differentiating customers, the organisation can prioritize customer relationship efforts to those value customers.
The third stage is ‘Interact’. At this stage the organisation will get to apply those CRM plans and once the customers have been analysed and categorised the organisation will be able to provide them with customized interactions which can be developed (Thakur and Chetty, 2019). For example, valued customers can be rewarded and be offered loyalty benefits to encourage them to keep coming back.
Finally, the last stage is ‘Customize’. Once the organisation has recorded customer interactions, they will be able to analyse them to develop them further to customize more one to one service (Osmani, 2019). The aim is to recognise customers individual needs to be able to provide services keeping those needs in mind.
A great example of the IDIC model being used to improve CRM is Tesco’s club card scheme. Using data collected from the very beginning when customers apply for the club card (Crossfield, 2018), Tesco gather customer information like their address, date of birth, family members and so on. Once the customers start swiping their cards, they are able to gather and ‘identify’ their customer values, individual needs and even look back at purchase history. Tesco have used tactics to analyse and achieve a successful market segmentation of their customers into different groups, such as regency, frequency, lifestyle, value, promotional responsiveness and redemption of coupons (Academized, 2016). With this information formed through the Tesco Club Card scheme Tesco are able interact with their customers in a more personal way by offering personalised services in a cost-effective way (ICMR, 2019). Tesco also gather frequent customer feedback to increase existing gifts as well as offering latest services to meet customer needs. According to Academized (2016), these tactics have helped improve their customer relations and therefore encourages more customers to return increasing Tesco sales and profits. 
Another quality model that can be used to improve organisational CRM is the fishbone framework, also known as the Ishikawa theory, developed by Dr Kaoru Ishikawa (ASQ, 2019). The fishbone diagram is a tool used to identify potential causes to get to the main root of the problem. It can be used to brainstorm the potential causes and sub causes into different categories and then analyse diagram to prepare a project with steps to solve the problem and reduce the risk of the problem returning (Rouse, 2019). This framework can help improve CRM as it gives a visual understanding of the problems through brainstorming allowing organisations to correct the smaller causes and therefore improve the actual problem (MindTools, 2019).
Below the researcher has used the fishbone diagram to look at the cause of poor home delivery service in Asda.










































Process and Service: According to Edinburgh News (2015), Asda has refused to deliver the door to door service if customers live in flats above the first floor. Large orders would be left in the properties communal area and customers would need to come down and collect them. The supermarket giant said they took this decision for the safety of their drivers carrying heavy bags. This caused distress and worry as there are a lot of older people who rely on the service as they cannot carry bags of shopping up the stairs. Many customers also complained as the one of the main reasons of online shopping was the door to service and were concerned as if bags were left at the bottom of the stairs anyone could take it or it can even become a hazard. Another concern was customers complaints over missing items and items being replaced when out of stock without informing customers (Nazir, 2019). For example, Asda were swapping parsley for basil and red wine vinegar for red wine. 55% of customers complained saying at least one of their items was replaced by a substitute resulting in Asda being voted one of the worst supermarkets for online delivery by a new ‘Which?’ survey.
Schedules: Customers have complained as deliveries have often been called due to technical issues. Many said that even after payment would be taken, they would receive messages saying the delivery may run late or be cancelled (Lubin And Shaw, 2017). Some customers have even said that they are fed up as it is happening too often. According to complaints on Trust Pilot (2019), customers have said they stay in for their delivery slot and when it does not turn up, they call the call centre numerous times each time being given a different time according to driver trackers. On most occasions’ deliveries are then not made till the following day. 
Online System and Store System: As stated by Smithers (2013), Asda has failed to deliver an order for a holiday maker ruining their holiday. The customer claimed that the order was placed a week in advance to arrive on time for when they reach their holiday home but did not arrive. When they called customer services they were put on hold for a long period of time and when the call was finally answered they were told their order could not be delivered due to system failure. The customer then cancelled the order with the customer service advisor who said it was ok but only to come back and find that money had been taken. The customer sent a written complaint and after Asda had investigated, they found that there was again a system error at the store when the payment was requested from the bank which caused a glitch. There are many more deliveries that went wrong such as long delays or again cancelled due to system errors as stated in Reviews, (2019). Customers have also complained about Asda’s online delivery site. Some had problems checking out and some found the site difficult and unable to find what they were looking for. Others said that items would show in stock but would not turn up on delivery and marked as no stock on delivery note. Another issue customer found was that items would automatically duplicate itself, sometimes six to ten times (Forums, 2019). For these reasons’ customers were finding themselves wasting a lot of time trying to put an order through.
Environment: Sometimes long delays of home deliveries are caused by traffic that cannot be helped. Unfortunately, this also causes problems in customer relations. But according to customers some drivers for Asda have often used traffic as an excuse for late deliveries (Trust Pilot, 2019). Other customers and general public have also raised concerned over drivers parking in the middle of the road while taking shopping into houses causing a que of cars behind the van.







Conclusion 

In conclusion the researcher found that all three, Ethics, sustainability and quality is the key to a successful business. Where ethics deicide how individuals behave in the workplace, sustainability helps have a positive impact on environment and society which can help businesses become successful which is why most organisations include these in their business strategy (Spiliakos, 2018) Having quality products is also a important factor in business as quality products help in keeping those loyal customers from going somewhere else (Riley, 2009).
Organisations like McDonalds have all used sustainability in their business strategy by getting involved with different charities and donating more (McDonalds, 2019). Where Body Shop have campaigned against animal testing and make all their products from natural ingredients (Marati, 2012). Kellogg’s have replaced packaging and use environmentally friendly and recyclable packaging where possible (Cision, 2018).
CRM systems are important to all organisations as they help maintain good interactive relations with customers (BPM Online, 2019). Data collected through CRM systems help organisations to provide efficient service to their customers along with customised offers exclusive to individual customer needs. 
Quality Models like the Ishikawa theory and IDIC models can help organisations improve their CRM by giving them the opportunity to analyse issues with CRM through these models and take appropriate steps to improve in those areas (Lucidchart, 2019).








Recommendations

The researcher recommends that if McDonalds includes some halal options to their menu this could increase their customers. According to Change.org (2019), it is shocking that in this day and age McDonalds have not yet taken this step. Introducing a halal menu would help in gaining a large popularity of loyal Muslim customers.
According to Marati, (2012), after The Body Shop was taken over by L’Oreal, a lot of customers were worried about their ethics against animal testing were at danger. The researcher recommends that The Body Shop needs to make this more aware to society through methods like more marketing and showing customers that the takeover has not affected their ethics. As stated by Bhasin (2019), the brand promotes its products and campaigns through social media, lots of videos and in store content and focus’s less on marketing through television adverts but the researcher thinks that now a days television is watched by all ages and will help in increasing awareness of their campaign. 
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