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Introduction

ZARA was selected as the company for the formal report; it is one of the biggest international fashion brands and is a part of the Inditex group, the biggest distribution group in the world. (Inditex.com). In 1975, Amancio Ortega started the family business that would become the Spanish clothing shop ZARA. Today, ZARA employs over 100,000 people and runs 2000 outlets across 80 nations. One of the most amazing facts is that it had gone 19 years without loss before the Covid19 pandemic. The success of ZARA is based on status symbols, the value of observation, and design standards. ZARA focuses exclusively on fast fashion. Women don't frequently wear the same outfit twice, so by purchasing medium-grade textiles in bigger quantities and negotiating a lower price, ZARA is able to offer high-quality clothing at a reduced price. Additionally, they do trend research and produce fresh designs every 15 days, allowing ZARA to provide its clients with attractive items at a reasonable cost. (Think school 2021)

The purpose of this document, as a marketing manager, is to present a formal report based on corporate ethics, environmental criteria, and customer experience. Additionally, the study will offer critiques of the top models and theories in the literature, recommendations for theories and models to advance CRM, and recommendations for additional research. The report's conclusion tries to be explicit about how ethical and sustainable practises affect the performance of CRM systems in the selected firm. Based on the findings of the report, it also makes recommendations.

[bookmark: _Toc139644478]Ethical and sustainability policies of ZARA: - Ethical Policies

To comprehend what is morally right or wrong, just, or unjust, ethics examines the rationales behind our moral conclusions. In a broader sense, ethics considers people's relationships with one another, the environment, and their own freedom, responsibility, sense of justice, as well as how they conduct themselves in business. (Furman, 2004)

The company's ethics and sustainability practises are not discussed on the official ZARA website, which only functions as a sales and marketing tool. ZARA is however owned by the Inditex group, according to its website, the group does not explicitly define its ethical side, but they adhere to a code of conduct and responsible practises, as well as a code of conduct for manufacturers and suppliers, which forms the basis of their corporate ethical culture and their responsible treatment of their teams and supply chain. These agreements are based on respect for human and labour rights and set forth the principles and values that guide their interactions with significant stakeholders. Internal rules (policies or procedures) are then put into action to address each unique problem. (Inditex.com)

As a morally responsible company, ZARA has established moral standards that guide its interactions with both clients and staff (Arnold, 2009). These rules will ensure that its operations are transparent, equitable, and honest. Following are some of ZARA’s moral stances:

[bookmark: _Toc139644479]
Supply Chain Transparency

ZARA places a high premium on maintaining an honest and transparent supplier chain. According to Bergeron (2004), the corporation makes sure that its suppliers uphold moral norms, including offering safe workplaces and paying people properly. The brand's consumer trust will grow because of this dedication to supply chain transparency. Buttle and Maklan (2019) claim that ZARA routinely audits and inspects the factories of its suppliers to make sure they are operating legally and ethically. This assists in identifying and resolving any potential problems with respect to environmentally friendly working conditions.

[bookmark: _Toc139644480]Fair pricing and pricing transparency

ZARA believes in fair pricing; hence the company works hard to maintain cheap prices while maintaining its competitiveness (Cailleux, Mignot, and Kapferer, 2009). The company doesn't practise price gouging or other forms of misleading pricing. By being transparent and honest about its prices, ZARA seeks to improve its relationship with its customers. The price list for ZARA is clearly marked both in-store and online, including any discounts or sales that may be present. Customers gain from being able to make wise purchasing decisions and they gain trust in the business because of the transparency (Evert Gummesson, 2002).

[bookmark: _Toc139644481]Best practices in the industry

Many companies in the fashion sector adhere to ethical principles like as fair-trade certifications, responsible sourcing, and support for workers' rights (Surya et al., 2021). Patagonia's well-known commitment to environmental and social responsibility is exemplified by its "Worn Wear" programme, which promotes product durability and reparability. Here are some instances of ethical behaviour.

Fair Trade Certifications: To make sure that their suppliers adhere to social, economic, and environmental criteria, many fashion companies look for fair trade certifications (Surya et al., 2021). These certificates promote sustainable production, secure working conditions, and fair compensation.

Responsible Sourcing: Many fashion companies select products from morally and environmentally sound suppliers. Companies may look for suppliers who support local communities, employ eco-friendly and organic materials, and minimise environmental impact across the supply chain. By offering fair pay, secure working conditions, and social benefits, ethical design firms support employees' rights. To enhance industry labour practises, they might collaborate with organisations that support workers.
Durability and reparability of the product: 

[bookmark: _Toc139644482]Sustainability Policies

The sustainability policy of Inditex Group aims to outline the values that guide its interactions with all its stakeholders. Based on the business' dedication to preserving human rights and to sustainable growth. The goals generated from this Policy motivate and direct the Group's actions, especially those of the board of directors and its committees. ZARA has put in place a variety of initiatives to lessen its negative environmental impacts and promote environmentally friendly business practises. The company employs the following sustainable practises.

[bookmark: _Toc139644483]sustainable sourcing of materials

[bookmark: _Toc139644484]ZARA is committed to sourcing its materials ethically and sustainably. The company wants to use more sustainable resources while reducing its reliance on non-renewable ones. ZARA is constantly investigating innovative materials and technology to decrease its environmental effect and enhance sustainability in the fashion industry (GREENBERG, 2010). Customers in select areas can recycle their used clothing in ZARA stores thanks to the company's "Closing the Loop" initiatives. This initiative aids in reducing textile waste while promoting a circular economy. The Triple Bottom Line concept, which encourages businesses to think about more than simply their financial success, is consistent with the sustainable materials that ZARA utilises. ZARA’s commitment to sustainable material sourcing exemplifies its love of the earth environmental impact, ethical business practises social effect, and commercial success and economic impact).

Energy conservation and a reduction in carbon footprint

ZARA intends to use less energy to lessen its impact on the environment. The organisation has invested in a variety of energy-saving techniques and technologies, with LED lighting and HVAC system optimisation being only two examples (Kotler and Philip, 2022). By employing environmentally friendly shipping and delivery practises, ZARA is trying to decrease its influence on the environment. ZARA has put in place energy management systems to monitor and enhance energy performance across the board of all its stores. This demonstrates the business commitment to environmental sustainability while reducing operating costs (Sarma, 2018).

[bookmark: _Toc139644485]Best practices in the industry

Nike is just one business that has launched sustainability programmes like the "Move to Zero" campaign, which aims to achieve carbon neutrality and the abolition of all waste as its ultimate objectives. These criteria appeal to customers who respect sustainable firms because they reflect their ideals. If ZARA prioritises ethical and sustainable business practises, it may deepen its relationships with customers, improve its reputation, and attract more devoted customers (Gheorghe and Matefi, 2021). These rules, which are in line with customers' shifting expectations, may fuel long-term success in a brutally competitive industry.

[bookmark: _Toc139644486]Customers' experiences on ZARA’s Ethical policies

Customers' perceptions of a company's moral character and honesty are significantly influenced by its ethical standards (Evert Gummesson, 2002). Fair consumer treatment is prioritised by businesses, which results in increased customer loyalty, trust, and enjoyment. Customers may feel confident that their products were made in a morally and ethically decent manner since ZARA is dedicated to supply chain transparency. Customers that value ethics will appreciate your honesty and are more likely to buy from you or suggest you to others.

As the temporary custodians of this planet, it is our responsibility to meet the demands of the present without jeopardising those of the future. Sustainability also involves striking a balance between social progress, environmental protection, and economic development. (White, 2013)

[bookmark: _Toc139644487]Customers' experiences on ZARA’s sustainability policies

[bookmark: _Toc139644488]In addition to benefiting the environment, sustainability policies also enhance customer service by allaying customers' growing concerns about their impact on the environment. Customers are more likely to favourably judge organisations that prioritise sustainability and to suggest their goods and services to others (Lee and Carter, 2012). The usage of organic cotton and recycled textiles are only two instances of ZARA’s efforts to reduce its environmental impact through ethical manufacturing procedures. Customers who are environmentally conscious will value this, and you'll have a higher chance of keeping them as customers.

Critical literature review on quality models

CRM monitors, controls, and enhances customer interactions to boost client satisfaction, brand loyalty, and business performance. This literature analysis will examine three quality models and theories that can aid in CRM enhancement using ZARA’s customer service as an example. The special and common causes of variation, Deming's 14 criteria, and Juran's Quality is Fitness for Use. (Cailleux, Mignot, and Kapferer, 2009).

[bookmark: _Toc139644489]14 Points of Deming

The need of quality management for a successful organisation is emphasised in all 14 of Deming's ideas. The need for constancy of purpose, long-term planning and dedication to enhancing goods and services are both characterised by Neave (1987). This idea can be included into ZARA’s CRM strategy given that the company constantly aims to increase consumer pleasure and loyalty. ZARA may consistently enhance its customer service operations by setting goals that are clear and in line with the needs of its clients. By conducting surveys and holding feedback sessions, ZARA may learn what its customers think and how to improve their customer service. By soliciting and carefully analysing consumer feedback, ZARA may be able to enhance their customer relationship management strategies (Melvin, 2020). in keeping with the "driving" philosophy of Deming.

[bookmark: _Toc139644490]Unique and Regular Causes of Variation

Understanding the variables that cause variance is necessary to improve service quality (Lei and MacKenzie, 2019). The literature on customer relationship management (CRM) states that although unique reasons are individual incidences that affect customer satisfaction differently, typical causes are more general issues with the system for delivering customer care. By locating and addressing underlying causes, ZARA may be able to maximise its CRM strategy (Chalmeta, 2006).

ZARA can assess the effectiveness of customer service by examining client feedback and identifying patterns of complaints or discontent. For instance, if a lot of customers have complained about order fulfilment delays, ZARA can investigate the root causes and adjust its processes to lessen this source of variance. Additionally, ZARA can identify distinctive elements by examining consumer feedback to solve issues and offer highly customised service.

[bookmark: _Toc139644491]Juran,s Quality Trilogy

Planning, control, and improvement are the three pillars of quality identified by Juran (Juran,1986). This trifecta consists of three parts: quality planning, quality monitoring, and quality improvement. These recommendations can help ZARA’s customer relationship management tactics. By defining objective criteria and creating a plan to meet those objectives, ZARA may assess the calibre of its customer service (DeFeo, 2019). ZARA can establish and enforce service level agreements for how soon staff members respond to client requests to better serve its consumers.

Quality control in customer service is continuously monitoring and evaluating how well personnel are performing. Several metrics and key performance indicators (KPIs), including average response time, customer satisfaction scores, and resolution rates, can be used to evaluate the effectiveness of ZARA’s CRM. Based on areas that require improvement that are shown through frequent monitoring of these indicators, ZARA can take corrective action (Wood and Wood, 2005).

Quality improvement includes the pursuit of superior customer service. ZARA may engage employees in efforts to enhance quality by using strategies like quality circles. Customer service delivery issues are discussed and resolved in quality circles, which are groups of employees who gather on a regular basis (Juran, 2014). To increase CRM effectiveness and client satisfaction, ZARA can set up these groups. By integrating the principles of Juran's Quality Trilogy into their CRM strategy, ZARA may improve customer happiness and loyalty.

Overall, by embracing theories like Deming's 14 principles, uncommon and frequent causes of variation, and Juran's Quality Trilogy, ZARA may successfully measure and improve its CRM processes. The frameworks that these concepts offer can be used to improve objective setting, customer feedback analysis, and the implementation of continuous improvement initiatives. By incorporating these high-quality methods and concepts into their approach to customer relationship management, ZARA may enhance customer service, gain a competitive edge, and develop devoted customers.

[bookmark: _Toc139644492]Conclusion

As a result, the efficacy of CRM platforms at businesses like ZARA is significantly influenced by ethical and environmental ideals. If businesses adopt ethical practises and advance sustainability, they can strengthen their bonds with customers, increase customer satisfaction, and maintain their position in the market for the long run (Rathi et al., 2022). As a company that values social responsibility, ZARA has implemented several measures to guarantee that its marketing tactics are both ethical and environmentally sustainable. ZARA’s initiatives to enhance working conditions, boost transparency in the supply chain, and source resources sustainably demonstrate its dedication to moral principles. When these actions are taken, customers' confidence in the company is increased, and their whole experience is improved. Today's consumers are more concerned with the ethical implications of the things they purchase and are more willing to support companies who share their values. ZARA can increase its loyal consumer base and enhance its customer connections by constantly acting morally.

[bookmark: _Toc139644493]Another critical aspect to consider is how reliable CRM is. One of ZARA’s many eco-friendly practises is sustainable sourcing. Others include trash reduction and recycling. Such activities are well received by environmentally conscious consumers, who also support companies that place a high emphasis on sustainability. By incorporating sustainability into its customer relationship management procedures, ZARA can set itself apart from competitors and attract customers who care about the environment.

Recommendation

suggestions on how ZARA could improve its customer relationship management systems while considering the company's environmental and social principles. In addition to adhering to workplace laws and regulations, ZARA must maintain its commitment to moral conduct (Surya et al., 2021). To guarantee fair working conditions and transparency across the supply chain, routine audits and inspections of suppliers' and manufacturers' facilities are possible. Lynch (2018) contends that ZARA should focus on raising consumer awareness of its ethical and environmental initiatives. This can be done by providing consumers with the knowledge they need to make informed decisions and understand the benefits of their purchases through labelling, packaging, and online platforms.

By encouraging recycling, providing rewards for eco-friendly behaviour, and informing customers about the value of sustainable fashion choices, ZARA can actively engage customers in its sustainability efforts. ZARA and its customers may feel a greater feeling of shared responsibility because of this relationship. According to the values and preferences of its customers, ZARA can use CRM systems to personalise their experiences (Kaswan and Rathi, 2020). Customers' ethical and environmental interests can be catered to with tailored recommendations, incentives, and activities from ZARA thanks to the use of consumer data, which also increases client pleasure and loyalty. To exchange expertise, share best practises, and promote innovation in sustainable fashion, ZARA should actively seek partnerships with sustainable fashion organisations, industry professionals, and NGOs. This cooperation may result in the creation of fresh tactics.

These recommendations will assist ZARA in strengthening its customer relationship management (CRM) systems by aligning them with the business's moral and environmental principles. Better client relationships, increased customer satisfaction levels, and an overall boost to the company's reputation will result from this. Due to its commitment to moral and environmentally responsible practises, ZARA will stand out from the competition and attract customers who are looking for companies that care about more than just their bottom line.
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