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Introduction:
In my assignment I will be writing about ethical and sustainable policies of 3 of my chosen broadband companies which are BT, SKY AND TALKTALK. I will be talking about how positive or negative impact from companies can effect on their customers, I will also be discussing about the vital customer management relationships and ways of improvement.
The 1main 1aim 1of 1this 1assignment 1is 1to 1understand 1the 1customer’s 1need 1and 1to 1find 1out 1the exact 1way 1to 1improve 1it 1if 1there 1is 1something 1that 1needs 1to 1be 1upgraded, 1customers 1are the 1main 1source 1of 1success 1in 1any 1business 1so 1if 1your 1customers 1are 1happy 1with 1your product, 1services 1and 1you 1are 1getting 1a 1lot 1of 1positive 1feedbacks 1that 1means 1your organisation 1is 1on 1the 1way 1to 1success 1and 1if 1your 1customers 1are 1not 1happy 1with 1your product, 1services 1and 1you 1are 1getting 1a 1lot 1of 1negative 1feedbacks 1or 1no 1feedbacks, 1that means 1there 1is 1something 1definitely 1wrong 1so 1you 1need 1to 1check 1your 1product 1thoroughly and 1improve 1it 1as 1soon 1as 1possible 1before 1customers 1stop 1using 1your 1products, 1as customer 1satisfaction 1has 1a 1very 1important 1role 1for 1any 1business 1in 1the 1present 1market 1so it 1is 1very 1important 1to 1take 1this 1extra 1seriously, 1(Angelova, 12011).

Ethics and components:
Ethics 1are 1the 1set 1of 1moral 1principles 1that 1guide 1a 1person’s 1behaviour. 1these 1morals 1are shaped 1by 1social 1norms, 1cultural 1practices, 1and 1religious 1influences, 1ethics 1reflect 1beliefs about 1what 1is 1right, 1what 1is 1wrong, 1what 1is 1just, 1what 1is 1unjust, 1what 1is 1good, 1and 1what 1is bad 1in 1terms 1of 1human 1behaviour, 1they 1serve 1as 1a 1compass 1to 1direct 1how 1people 1should behave 1towards 1each 1other, 1understand 1and 1fulfil 1their 1obligations 1to 1society, 1and 1live 1their lives 1(Freeman, 11991), the main elements of ethics usually includes the six universal moral values that state you expect employees to be trustworthy, respectful, 1responsible, 1fair, caring and 1good 1citizens, 1you 1can 1include 1values 1such 1as 1celebrating 1diversity, 1using green standards 1in 1the 1workplace, 1or 1dress 1codes, 1you 1can 1also 1include 1anything 1that 1is important 1to 1the 1overall 1mission 1and 1vision 1of 1company 1success 1as 1part 1of 1the 1elements of ethics.

BT:
BT 1is 1the 1oldest 1communications 1company 1in 1the 1world, 1and 1its 1history 1can 1be 1traced back to 1the 1electric 1telegraph 1company 1established 1in 11846, 1it 1is 1the 1first 1company 1to 1develop 1a nationwide 1communication 1network. BT was the first and only UK telecoms provider when telephone technology was initially invented in the 1800s, but for a very long time it was owned by the Post Office. It 1was 1only 1called 1'British 1Telecom' 1from 11980, 1when 1the 1service was 1privatised 1and 1turned 1into 1a 1company 1of 1its 1own, 1it's 1now 1one 1of 1the 1'Big 1Four' 1phone and 1broadband 1providers 1which 1deliver 1internet 1services 1to 1more 1than 190% 1of 1UK consumers, 1BT 1caters 1to 1customers 1in 1180 1countries, 1BT 1is 1also 1the 1United 1Kingdom's biggest 1fixed 1voice 1and 1broadband 1provider 1and 1offers 1TV 1and 1mobile 1services, 1 1BT believes 1that 1the 1main 1key 1behind 1achieving 1success 1is 1to 1keep 1their 1customers 1happy 1by providing 1excellent 1service 1and 1products.
Respect 1human 1rights:
BT 1respect 1the 1International 1Bill 1of 1human 1rights 1when 1they 1do 1business, 1they 1believe their communications services 1have 1a 1plus 1impact 1on 1community 1and 1empower 1people 1to 1use their 1rights 1and 1freedom 1but 1they 1also 1understand 1that 1they 1could 1negatively 1affect 1human rights 1either 1themselves 1or 1through 1their  1business 1relationships 1so 1they 1think particularly with extra care 1about 1the 1rights 1of 1their 1employees, 1workers 1in 1their network of supply, 1BT human 1rights 1recognise 1everyone’s 1inherent 1dignity 1and 1equality 1no 1matter 1who 1they 1are or where 1their 1customers 1live 1and 1the 1wider 1communities 1where 1they 1operate, 1as 1a communications 1company 1they 1could 1potentially 1impact 1the 1rights 1to 1privacy 1and 1free expression 1but 1most 1of 1all 1their 1human 1rights 1policy 1sets 1out 1how 1they 1work 1to 1lessen 1the risks.
Looking 1after 1the 1environment:
BT 1believe 1that 1it 1is 1very 1important 1to 1think 1about 1their 1customers 1in 1every 1aspect 1and 1to make 1sure 1to 1have 1minimal 1waste, 1carbon, 1pollution 1and 1noise 1in 1order 1to 1protect 1the environment, 1BT 1follow 1the 1policies 1and 1guidelines 1put 1in 1order 1by 1the 1standards 1agency and 1are 1very 1committed 1to 1their 1promise 1to 1the 1environment 1around 1them, 1to 1protect 1the environment 1it 1is 1important 1to 1follow 1health 1and 1safety 1policies 1and 1procedures 1to 1avoid hazards 1and 1risks 1to 1the 1wider 1community, 1staff 1and 1customers 1around 1(Leopold, 11971), company 1really 1needs 1to 1improve 1and 1complete 1this 1process 1as 1soon 1as 1possible 1to 1save the 1environment.
The 1positive 1impacts 1that 1this 1will 1bring 1will 1be 1for 1both 1the 1customers 1and 1the 1company as this 1will 1make 1the 1environment 1around 1clean 1and 1healthy 1for 1everyone 1to 1move 1around 1in and 1also 1to 1be 1in 1while 1being 1with 1BT, this will bring a very positive social and economic impact towards the environment and also bring out the nature.

SKY:
Sky 1UK 1Limited 1is 1a 1British 1broadcaster 1and 1telecommunications 1company 1that 1provides television 1and 1broadband 1Internet 1services, 1fixed 1line 1and 1mobile 1phone 1services 1to consumers 1and 1businesses 1globally, 1It 1is 1the 1UK's 1largest 1pay 1TV 1broadcaster 1with 124 million 1customers 1across 1six 1countries, Sky is Europe’s number one media and entertainment company and is very proud to be part of the comcast group, their 132,000 1employees 1help connect their 1customers 1to 1the 1very 1best 1entertainment, 1sports, 1news, 1arts 1and 1to 1their 1own 1local, original 1content.
Social 1policies:
When 1it 1comes 1to 1social 1policies 1Sky 1is 1developing 1a 1new 1TV 1and 1movie 1studio, 1Sky Studios 1Elstree 1which 1is 1expected 1to 1lead 1to 1the 1creation 1of 1over 12,000 1new 1jobs 1and generate 1an 1additional 1£3 1billion 1of 1production 1investment 1in 1UK 1creative 1sector 1in 1the 1first five 1years 1alone, 1as 1a 1positive 1affect 1their 1technology 1allows 1Sky 1customers 1to 1watch 1what they 1want, 1when 1they 1want, 1how 1they 1want 1and 1connects 1millions 1of 1people 1to 1content what 1they 1love 1and 1their 1online 1streaming 1service, 1NOW 1TV, 1brings 1viewers 1all 1the enjoyment 1of 1Sky 1with 1the 1flexibility 1of 1a 1contract 1free 1service, 1they 1also 1believe 1that 1a company 1of 1their 1scale 1has 1a 1responsibility 1that 1goes 1beyond 1their 1business 1and 1into 1the community, 1they 1recently 1announced 1a 1series 1of 1commitments 1to 1help 1tackle 1racial injustice 1and 1improve 1diversity, 1this 1company 1also 1has 1some 1negative 1impacts 1on customers 1for 1example 1young 1generation 1spend 1more 1time 1on 1internet 1rather 1than interacting 1with 1their 1family.
Environment 1policy:
Sky 1will 1invest 1£10 1million 1per 1year 1across 1its 1markets 1for 1each 1of 1the 1next 1three 1years, they 1are 1committed 1to 1being 1Europe’s 1first 1net 1zero 1carbon 1entertainment 1company 1by 2030, Sky 1environmental 1policy 1demonstrates 1their 1commitment 1to 1doing 1the 1right 1thing, building an 1ethical 1business, 1and 1inspiring 1people 1to 1get 1involved 1to 1reduce 1their 1impact 1on the environment.

TalkTalk:
TalkTalk 1is 1the 1UK’s 1leading 1value 1for 1money 1connectivity 1provider, 1they 1believe 1that simple, 1affordable, 1reliable 1and 1fair 1connectivity 1should 1be 1available 1to 1everyone, 1since entering 1the 1market 1in 1the 1early 12000s, 1TalkTalk 1have 1a 1proud 1history 1as 1an 1innovative challenger 1brand. 1Today 1they 1provide 1landline, 1broadband, TV and mobile services to over four million customers and they operate Britain’s biggest unbundled broadband network, covering 196% 1of 1the 1population, 1supplying 1services 1to 1consumers 1through 1the 1TalkTalk brand, 1to 1businesses 1through 1TalkTalk 1Business, 1and 1by 1wholesaling 1to 1resellers.
Online 1safety 1policy:
As 1one 1of 1the 1UK’s 1largest 1internet 1service 1providers, 1TalkTalk 1recognise 1their responsibility 1to 1ensure 1that 1their 1customers 1feel 1safe 1and 1confident 1when 1online, 1keeping their 1data 1secure 1is 1also 1a 1key 1priority 1for 1them, 1TalkTalk 1was 1the 1first 1provider 1to 1offer free 1parental 1filtering 1to 1all 1customers 1and 1today 1their 1free 1Homesafe 1product 1allows website 1filtering 1to 1set 1up 1parental 1filters 1to 1stop 1children 1accessing 1inappropriate 1content, Internet 1users 1experience 1a 1variety 1of 1online 1security 1threats 1that 1require 1them 1to 1enact safety 1precautions 1(Tsai 1et 1al., 12016), 1TalkTalk 1know 1that 1they 1can’t 1do 1everything themselves 1and 1that’s 1why 1they 1work 1in 1partnership 1to 1build 1a 1safer 1online 1world, 1TalkTalk strongly 1believe 1that 1it 1is 1only 1through 1working 1in 1partnership 1to 1share 1expertise 1and 1best practice 1that 1they 1will 1make 1real 1progress 1on 1online 1safety, 1due 1to 1this 1policy 1customers will 1feel 1safe 1and 1secure 1while 1using 1Talktalk 1services 1without 1facing 1problems 1concerning their 1privacy.
Fair 1broadband 1policy:
At 1TalkTalk 1they 1believe 1about 1providing 1fast 1and 1reliable 1fibre 1broadband 1that’s affordable, not 1just 1because 1it 1is 1the 1right 1thing 1to 1do 1but 1also 1because 1it’s 1the 1fair 1thing 1to 1do, 1it’s 1a promise 1that 1TalkTalk 1are 1proud 1of 1and 1while 1the 1rest 1of 1the 1industry 1is 1just 1waking 1up 1to the 1concept 1of 1making 1sure 1customers 1are 1treated 1fairly, 1it’s 1something 1that’s 1been 1at 1the very 1heart 1of 1TalkTalk 1since 1they 1started 1in 12003.
TalkTalk 1will 1never 1increase 1your 1broadband 1price 1mid 1contract, 1always 1notify 1you 1when you 1come 1to 1the 1end 1so 1they 1can 1help 1you 1find 1the 1best 1new 1deal 1and 1provide 1you 1with totally 1unlimited 1broadband 1which 1means 1the 1amount 1of 1data 1you 1use 1won’t 1be 1restricted at 1peak 1times, 1Talktalk 1are 1the 1only 1provider 1to 1offer 1a 1great 1connection 1guarantee 1that allows 1new 1customers 1to 1try 1out 1their 1fibre 1broadband 1for 130 1days 1from 1go 1live 1and 1if 1they are 1not 1happy 1they 1can 1leave 1without 1penalty, 1TalkTalk 1online 1service 1centre 1helps 1you quickly 1identify 1and 1resolve 1issues 1without 1having 1to 1call 1them, 1TalkTalk 1has 1best 1in 1class online 1and 1phone 1security 1features 1such 1as 1homesafe 1and 1callsafe, 1this 1leaves 1the 1whole family 1feeling 1safe 1and 1protected.

Sustainability:
Sustainability 1is 1an 1approach 1in 1business 1that 1aims 1in 1creating 1a 1positive 1effect 1in 1the ecological 1and 1economic 1environment 1during 1the 1daily 1operations 1of 1an 1organisation (Pezzey, 12004), 1businesses 1strive 1to 1satisfy 1customer 1needs 1without 1affecting 1the 1local environment 1just 1to 1make 1profits 1since 1they 1consider 1other 1factors 1such 1as 1climate change, pollution 1etc. Sustainability is most often defined as meeting the needs of the present without 1compromising 1the 1ability 1of 1future 1generations 1to 1meet 1theirs, 1this 1has 1three 1main pillars 1economic, 1environmental, 1and 1social, 1these 1three 1pillars 1are 1informally 1referred 1to as people, 1planet 1and 1profits.
Components:
Environment:
The 1environment 1pillar 1often 1gets 1the 1most 1attention, 1companies 1are 1focusing 1on 1reducing their 1carbon 1footprints, 1packaging 1waste, 1water 1usage 1and 1their 1overall 1effect 1on 1the environment, 1companies 1have 1found 1that 1having 1a 1beneficial 1impact 1on 1the 1planet 1can have 1a 1positive 1financial 1impact 1and 1lessening 1the 1amount 1of 1material 1used 1in 1packaging usually 1reduces 1the 1overall 1spending 1on 1those 1materials.

Social:
A 1sustainable 1business 1should 1have 1the 1support 1and 1approval 1of 1its 1employees, stakeholders 1and 1the 1community 1it 1operates 1in, 1the 1approaches 1to 1securing 1and maintaining 1this 1support 1are 1various, 1but 1it 1comes 1down 1to 1treating 1employees 1fairly 1and being 1a 1good 1neighbour 1and 1community 1member, 1both 1locally 1and 1globally.
Economic:
[bookmark: _GoBack]The 1economic 1pillar 1of 1sustainability 1is 1where 1most 1businesses 1feel 1they 1are 1on 1firm ground, 1to 1be 1sustainable 1a 1business 1must 1be 1profitable, 1profit 1cannot 1trump 1the 1other 1two pillars, 1In 1fact 1profit 1at 1any 1cost 1is 1not 1at 1all 1what 1the 1economic 1pillar 1is 1about, 1and activities 1that 1fit 1under 1the 1economic 1pillar 1include 1compliance, 1proper 1governance 1and 1risk management.

BT:
Human 1Rights 1policy:
Everyone 1is 1entitled 1to 1basic 1rights 1and 1freedom, 1whoever 1and 1wherever 1they 1are, 1online and 1offline, 1these 1are 1set 1out 1in 1the 1Universal 1Declaration 1of 1Human 1Rights 1(Cragg, 12012).
BT 1respect 1these 1right 1not 1just 1for 1their 1people 1but 1those 1who 1work 1for 1their 1suppliers, partners 1and 1contractors 1as 1well 1as 1people 1and 1communities 1who 1use 1or 1might 1be affected by 1their 1products 1and 1services, 1wherever 1they 1are 1in 1the 1world. BT know that their latest digital services play a plus role by guiding community exercise their rights and freedom, they recognise 1there 1are 1balances 1to 1strike 1between 1things 1like 1protecting 1their 1customers rights to 1privacy, 1keeping 1people 1safe 1and 1enabling 1free 1expression 1online. 1As 1a 1global communications 1company, 1they 1can 1have 1a 1big 1impact 1on 1these 1rights 1so 1they 1take 1this responsibility 1very 1seriously.
Environmental 1policy:
Tackling 1climate 1change 1and 1supporting 1a 1circular 1economy 1are 1the 1ways 1that 1BT 1can make 1the 1biggest 1difference 1to 1the 1environment 1as 1a 1business 1but 1they 1are 1also 1careful 1to manage 1their 1other 1environmental 1impacts 1from 1reducing 1waste 1and 1water 1use 1to 1tackling air 1pollution, 1nurturing 1biodiversity 1and 1preventing 1fuel 1leaks, 1to 1drive 1progress BT have a group wide environmental policy and environmental management system certificated 1to 1ISO 14001:2015 1in 1ten 1countries 1and 1they 1encourage 1colleagues 1worldwide 1to 1help 1them manage 1impacts 1by 1changing 1their 1behaviour, 1from 1recycling 1more 1to 1choosing 1their1audio, video 1and 1web 1conferencing 1services 1over 1business 1travel. 1 1In 1the 1UK 1where 1most 1of 1their operations 1are, 1BT 1recycles 1or 1recovers 1almost 1all 1of 1their 1waste 1and 1they 1produced around 140.5 1Tonnes 1of 1waste 1this 1year 1worldwide.


SKY:
Social 1policy:
Sky 1is 1the 1leading 1pay 1television 1provider 1in 1the 1UK 1and 1Ireland 1and 1the 1fastest 1growing
provider 1of 1home 1communications 1services 1in 1the 1UK, 1they 1have 1over 111.5 1million customers taking 1a 1total 1of 1over 134 1million 1products. 1Sky 1sells 1pay 1TV 1services 1to residential customers 1in 1SD, 1HD 1and 13D 1via 1satellite, 1on 1demand 1with 1Anytime 1and 1on 1the move 1with Sky 1Go, 1customers 1are 1connected 1with 1broadband 1and 1telephony 1products 1in the 1home via DSL 1and 1fibre 1and 1away 1from 1the 1home 1with 1WiFi, 1sky 1offer 1a 1number 1of their 1TV services to commercial 1customers 1and 1they 1operate 1adjacent 1businesses wholesaling 1their 1channel portfolio 1and 1selling 1advertising 1on 1their 1own 1and 1partner channels. At Sky they are building a sustainable business because they believe this 1is 1the best 1way 1to achieve 1lasting success 1and 1create 1value 1for 1shareholders, 1this 1is 1what 1they call 1seeing 1the
bigger 1picture 1and 1it 1is 1part 1and 1parcel 1of 1everything 1that 1they 1do 1(Steiner, 11972).
Environmental 1policy:
Sky 1depend 1on 1the 1environment 1to 1help 1keep 1their 1business 1running 1through 1the 1energy they use 1and 1the 1products 1they 1create. 1Operating 1efficiently, 1saving 1energy 1and 1using resources wisely 1helps 1sky 1deliver 1great 1products 1and 1services 1with 1minimal 1environmental impacts 1with 1their 1reach 1they 1have 1an 1opportunity 1and 1a 1responsibility 1to 1help 1their people, suppliers and 1customers 1to 1take 1action 1to 1protect 1the 1environment 1and 1tackle 1climate change. 1Sky want 1to 1make 1it 1easy 1for 1them 1to 1save 1energy 1through 1their 1products 1and want 1to 1inspire them 1to 1take 1action 1by 1helping 1protect 1a 1billion 1trees 1in 1the 1Rainforest. Sky’s environment policy demonstrates their commitment to doing the right thing, building 1a sustainable 1business 1and 1inspiring 1people 1to 1get 1involved 1to 1reduce 1their 1impact 1on 1the environment 1to 1achieve 1this 1they 1have 1set 1ten 1targets 1and 1commitments 1that 1will 1result 1in
fewer 1impacts, 1better 1more 1sustainable 1products 1and 1services 1and 1inspire 1their 1customers
to 1take 1action 1on 1environment 1issues.

TalkTalk:
Modern 1Slavery 1policy:
An 1estimated 140 1million 1people 1are 1in 1modern 1slavery 1all 1over 1the 1world, 1this 1generates an estimated 1$150 1billion 1in 1illegal 1profits 1every 1year, 1making 1forced 1labour 1the 1second largest international 1crime, 1sustainable 1behaviour 1is 1at 1the 1heart 1of 1everything 1they 1do 1at TalkTalk. TalkTalk 1are 1committed 1to 1identifying 1and 1addressing 1any 1risks 1of 1modern 1slavery 1within their 1business 1and 1supply 1chains 1including 1those 1of 1their 1subcontractors 1and 1partners, modern 1slavery 1is 1completely 1unacceptable 1in 1any 1shape 1or 1form, 1at 1TalkTalk 1they 1are committed 1to 1being 1a 1responsible 1business 1and 1they 1work 1hard 1to 1ensure 1modern 1slavery isn’t 1taking 1place 1in 1their 1own 1business 1or 1supply 1chain.
Anti-Bribery 1and 1Corruption 1policy:
TalkTalk has strong anti bribery and corruption policies in 1place, 1these 1policies 1remind colleagues 1of 1the 1relevant 1law 1governing 1these 1issues, 1set 1out 1scenarios 1and 1examples 1to ensure 1colleagues 1can 1identify 1instances 1of 1bribery 1or 1corruption 1and 1advise 1colleagues on how 1they 1can 1ask 1questions 1or 1report 1concerns, 1colleagues 1can 1either 1report 1concerns 1to HR 1or 1use 1a 1confidential 1reporting 1helpline 1if 1they 1wish 1to 1remain 1anonymous, 1calls 1made to 1this 1service 1are 1regularly 1reviewed 1and 1investigated 1where 1appropriate.

Quality:
Quality 1is 1improving 1products, 1services, 1systems 1and 1processes, 1quality 1means 1constantly pursuing 1excellence 1and 1making 1sure 1that 1what 1your 1organisation 1does 1is 1fit 1for 1purpose and 1not 1only 1stays 1that 1way, 1but 1keeps 1improving 1(Van 1et 1al., 12000).
Components:
Quality 1Planning:
This 1will 1determine 1which 1quality 1standards 1are 1necessary 1for 1the 1project 1and 1provides 1the stakeholders 1with 1direction 1on 1how 1quality 1management 1will 1be 1achieved, 1the 1following aspects 1help 1a 1company 1sustain 1quality 1throughout 1the 1projects 1lifecycle, 1Stakeholder expectations, 1success 1criteria, 1 1roles 1and 1responsibilities 1concerned 1with 1quality 1and 1the process 1that 1will 1be 1followed.
Quality 1Assurance:
This 1component 1covers 1the 1total 1project 1lifecycle 1not 1just 1one 1particular 1phase, 1It 1ensures that 1all 1other 1processes 1are 1being 1performed 1correctly 1and 1observing 1the 1standards 1set 1for the 1project. Quality Assurance also provides confidence to the stakeholders that 1the 1project will 1be 1delivered 1to 1the 1highest 1standard 1by 1communicating 1the 1outcomes 1of 1regular reviews 1and 1independent 1audits.
Quality 1Control:
Quality 1Control 1ensures 1that 1the 1project 1deliverables 1obey 1the 1specifications 1and 1meet 1the stakeholder’s 1expectations, 1testing 1and 1quality 1measurements 1are 1used 1to 1ensure 1this component 1is 1used 1correctly, 1there 1are 1many 1techniques 1that 1can 1be 1used 1for 1quality control, 1the 1one 1that 1is 1selected 1depends 1on 1the 1project 1in 1hand.
Continuous 1Improvement:
There 1is 1always 1an 1opportunity 1to 1improve 1the 1management 1process 1during 1a 1project, these 1changes 1may 1be 1key 1to 1a 1project 1success 1or 1failure, 1this 1component 1allows companies 1to 1gather 1information 1that 1can 1help 1within 1the 1management 1of 1future 1projects.

Quality 1theories:
There are number of different theories but I will discuss three theories.
Crosby’s 1Theory:
Crosby's 1principle, 1Doing 1It 1Right 1the 1first 1time, 1was 1his 1answer 1to 1the 1quality 1issues,1he defined 1quality 1as 1full 1and 1perfect 1conformance 1to 1the 1customer’s 1requirements, 1the essence 1of 1his 1philosophy 1is 1expressed 1in 1what 1he 1called 1the 1absolutes 1of 1quality management 1and 1the 1basic 1elements 1of 1Improvement, 1(Crosby,1979).
Crosby 1defined 1four 1Absolutes 1of 1quality 1management, 1which 1are
The 1First 1Absolute:
The 1definition 1of 1quality 1is 1conformance 1to 1requirements.
The 1Next 1Absolute:
The 1system 1of 1quality 1is 1prevention.
The 1Third 1Absolute:
The 1performance 1standard 1is 1zero 1defects.
The 1Final 1Absolute:
The 1measurement 1of 1quality 1is 1the 1price 1of 1non-conformance.

Juran’s 1Theory:
The 1primary 1focus 1of 1every 1business 1during 1Juran's 1time 1was 1the 1quality 1of 1the 1end product, 1Juran 1shifted 1track 1to 1focus 1instead 1on 1the 1human 1dimension 1of 1quality management, 1he 1laid 1emphasis 1on 1the 1importance 1of 1educating 1and 1training 1managers, for Juran 1the 1root 1cause 1of 1quality 1issues 1was 1the 1resistance 1to 1change 1and 1human 1relations problems, the Juran quality trilogy is the first to write about the cost of weak quality, (Juran, 11992), 1Juran 1developed 1an 1approach 1for 1cross 1functional 1management 1that comprises 1three 1legislative 1processes 1(Juran, 11995).
Quality 1Planning:
This 1is 1a 1process 1that 1involves 1creating 1awareness 1of 1the 1necessity 1to 1improve, 1setting certain 1goals 1and 1planning 1ways 1to 1reach 1those 1goals, 1this 1process 1has 1its 1roots 1in 1the management's 1commitment 1to 1planned 1change 1that 1requires 1trained 1and 1qualified 1staff.
Quality 1Control:
This 1is 1a 1process 1to 1develop 1the 1methods 1and 1to 1test 1the 1products 1for 1their 1quality 1and abnormality 1from 1the 1standard 1will 1require 1change 1and 1improvement.
Quality 1Improvement:
This 1is 1a 1process 1that 1involves 1the 1constant 1drive 1to 1perfection, 1quality 1improvements need to 1be 1continuously 1introduced, 1problems 1must 1be 1diagnosed 1to 1the 1root 1causes 1to 1develop solutions 1and 1the 1management 1must 1analyse 1the 1processes 1and 1the 1systems 1and 1then report 1back 1with 1recognition 1and 1praise 1when 1things 1are 1done 1right.
Deming’s 1Theory:
Deming 1preached 1that 1by 1embracing 1certain 1principles 1of 1the 1management, 1organizations can 1improve 1the 1quality 1of 1the 1product 1and 1at 1the 1same 1time 1can 1reduce 1costs, 1reduction of 1costs 1would 1include 1the 1reduction 1of 1waste 1production, 1reducing 1staff 1attrition 1and process 1while 1simultaneously 1increasing 1customer 1loyalty, 1the 1key 1in 1Deming’s 1opinion was to 1practice 1constant 1improvement 1and 1to 1imagine 1the 1manufacturing 1process 1as 1a seamless 1whole 1rather 1than 1as 1a 1system 1made 1up 1of 1incongruent 1parts.
The 1Deming 1Cycle:
Also known as the Shewhart Cycle, 1the 1Deming 1Cycle 1often 1called 1the 1PDCA, 1was 1a 1result of 1the 1need 1to 1link 1the 1manufacture 1of 1products 1with 1the 1needs 1of 1the 1consumer 1along with focusing 1departmental 1resources 1in 1a 1mutual 1effort 1to 1meet 1those 1needs, 1it 1is 1well 1known model 1for 1continual 1process 1improvement 1(Johnson, 12002).
The 1steps 1that 1the 1cycle 1follow 1are, 1(Plan) 1to 1design 1a 1consumer 1research 1methodology that 1will 1inform 1business 1process 1components. 1(Do) 1to 1implement 1the 1plan 1to 1measure 1its performance. 1(Check) 1to 1check 1the 1measurements 1and 1report 1the 1findings 1to 1the 1decision makers. 1(Act) 1to 1draw 1a 1conclusion 1on 1the 1changes 1that 1need 1to 1be 1made 1and 1implement them.

Customer 1relationship 1management 1BT:
Customer 1relationship 1management 1(CRM) 1refers 1to 1the 1principles, 1practices, 1and guidelines 1that 1an 1organization 1follows 1when 1interacting 1with 1its 1customers, 1CRM 1helps businesses 1build 1a 1relationship 1with 1their 1customers 1that, 1in 1turn, 1creates 1loyalty 1and customer 1retention. 1Since 1customer 1loyalty 1and 1revenue 1are 1both 1qualities 1that 1affect 1a company's 1revenue, 1CRM 1is 1a 1management 1strategy 1that 1results 1in 1increased 1profits 1for 1a business 1(Rahimi, 12017), 1in 1regards 1to 1CRM 1BT 1has 121 1million 1customers 1undertaking 112 million 1transactions 1every 1day, 1through 120,000 1agents, 116,000 1field 1engineers 1and 12,500 sales 1people, 1Using 1Siebel 1based 1systems 1they 1are 1revitalising 1their 1call 1centres 1to 1create a 1network 1of 131 1of 1the 1most 1sophisticated 1next 1generation 1contact 1centres 1in 1Europe, they will 1deliver 1improved 1customer 1satisfaction, 1ensuring 1every 1customer 1transaction 1is 1simple and 1complete, 1regardless 1of 1the 1channel 1through 1which 1it 1is 1handled.
Having 1developed 1their 1own 1CRM 1capability 1they 1are 1now 1working 1in 1partnership 1with Siebel 1systems 1to 1deliver 1effective 1solutions 1to 1their 1clients, 1they 1sell 1what 1they 1use 1and they 1use 1what 1they 1sell 1so 1they 1have 1first-hand 1experience 1of 1how 1best 1to 1implement 1the change 1process, 1this 1is 1much 1more 1than 1just 1an 1IT 1project, it’s about changing the way a business thinks and acts, when customer relationship management is working at its best, 1it 1will 1improve 1customer satisfaction, 1reduce 1costs 1and 1equip 1advisors 1with 1the 1tools 1they 1need 1to 1deliver 1a 1great customer 1experience 1(Kotler 1et 1al., 12017).
Conclusions:
Customer 1satisfaction 1plays 1the 1most 1important 1role 1within 1your 1business, 1it 1is 1the 1leading indicator 1to 1measure 1customer 1loyalty, 1identify 1unhappy 1customers, 1reduce 1churn 1and increase 1revenue, 1it 1is 1also 1a 1key 1point 1of 1differentiation 1that 1helps 1you 1to 1attract 1new customers 1in 1competitive 1business 1environments, 1to 1gain 1success 1and 1to 1go 1up 1the 1ladder in 1your 1company 1it 1is 1favourable 1for 1every 1business 1to 1have 1happy 1customers 1which 1will not 1only 1bring 1the 1business 1profit 1but 1also 1loyal 1customers 1too.
Customer 1satisfaction 1should 1be 1considered 1a 1vital 1component 1of 1any 1business 1because 1it provides 1marketers 1and 1business 1owners 1with 1a 1metric 1that 1can 1be 1used 1to 1measure 1and improve 1business 1performance 1from 1a 1customer 1perspective 1(Camerer, 11985), 1to 1gain customer 1satisfaction 1it 1is 1vital 1to 1improve 1the 1quality 1of 1your 1service 1or 1product 1and 1follow all 1the 1ethical 1and 1sustainable 1policies 1correctly 1as 1this 1process 1will 1improve 1customer relationship 1management 1in 1your 1organisation 1and 1this 1will 1help 1your 1organisation 1to achieve 1progress.
So finally to gain success it is very important for all above broadband companies to follow their set policies and procedures correctly and improve their customer relationship management skills by improving their quality and service towards customers.
To improve CRM it is very important to follow all above ethical, sustainable policies and quality theories correctly as all these policies and models have direct impact on each other so to achieve progress it is highly vital to follow this process correctly.

Recommendations:
Considering 1ethical 1and 1sustainable 1policies 1all 1the 1above 1companies 1should 1be 1more responsible 1in 1implementing 1them 1correctly, companies really need to reduce pollution as soon as possible to save the environment.
The companies also have some negative impacts on customers for example young generation spend more time on the internet rather than interacting with their family members.
These companies need to improve their quality and speed of service as some times the internet connection is down and slow for a while and when you call to report the problem there is a long wait and when you get connected the problem still does not get solved, these companies need to train their staff to understand the customers and their needs when called buy them (Bayus, 2008).
All the above companies need to work on their customer relationship management process as when the employees don’t look after the customers the companies lose customer satisfaction and profit so to achieve progress it is highly vital to improve the quality of your product and service which will make your customers happy and returning.
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