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Terms of Reference 1.0.

The researcher has been asked to present a formal business report structure, that has been requested by the Chief Executive Officer of Marketing Week an online journal.  The CEO and his team are currently researching ‘the influence of ethical trading and sustainable resources and it’s possible impact on the quality of the customer relationship’.  The team has requested that a report is supported by how the CRM systems impact on the following subject's ethics, sustainability, and quality. The researcher will contribute by helping compile a report. the report was requested on the 7th March 2019 and will be submitted on the 29th March 2019.




Ethics 3.1.
The term Ethics is derived from the Greek word ethos which can mean custom, habit, character or disposition. [Bbc.co.uk, Accessed 22 Mar. 2019]

Ethics is an arrangement of moral values. This affects how an individual would make decisions that would alter their lives. Ethics is concerned with what is virtuous for individuals and society and is also commonly known as moral philosophy.
Business ethics is the study of proper business policies and practices regarding theoretically controversial issues such as corporate authority, insider transactions, corruption, discrimination, corporate social responsibility. Law often guides business ethics, while other times business ethics provide a basic agenda that businesses may follow to gain public acceptance.





Four types of ethics theories
 Deontology
Deontology is an ethical theory that uses guidelines to differentiate right from wrong. Deontology is often linked with philosopher Immanuel Kant. Kant believed that ethical actions follow universal moral laws, such as “Don’t lie.  Don’t steal.  Don’t cheat.”
Deontology just requires that people follow the rules and do their duty. This approach tends to fit well with one’s natural perception of what is or isn't ethical. 
[bookmark: _Hlk4540156]Utilitarianism
Utilitarianism is an ethical theory that establishes right from wrong by concentrating on outcomes. Utilitarianism supports that the most ethical choice is the one that will produce the greatest good for the greatest number. It is the only moral agenda that can be used to justify military force or war.
Jeremy Bentham (1748 - 1832) utilitarian philosopher and social reformer he formulated the principle of utility, which supports of action in an overall tendency to promote the greatest amount of happiness. Happiness is identified with pleasure and the absence of pain.
In Bentham's theory, an action compatible to the principle of utility is right or at least not wrong; it ought to be done, or at least it is not the case that it ought not to be done. But Bentham does not use the word 'duty' here. For Bentham, rights and duties are legal ideas, linked with the concepts of command and approval. 
Virtue
“Being virtuous is more than having a particular habit of acting, e.g generosity. Rather, it means having a fundamental set of related virtues that enable a person to live and act morally well".  (James F Keenan, Proposing Cardinal Virtues, Theological Studies, 1995) 
Virtue ethics is a philosophy developed by Aristotle and other ancient Greeks. It is the pursuit to understand and live a life of the moral character. 
This character-based approach to honesty which adopts that we acquire virtue through practice. By practicing being honest, brave, generous, thus a person develops an honorable and moral character. According to Aristotle, by refining virtuous habits, people will likely make the right choice when faced with ethical challenges.
[bookmark: _Hlk4540225]
Ethical Relativism 
Relativism is a theory that deems your moral obligations and beliefs to be based on the individual environment. Relativism determines morals and ethics according to the society that is being observed. 
Ethical relativism represents the position that there are no moral absolutes, no moral right or wrong. This position would assert that our morals evolve and change with social norms over a period. This philosophy allows individuals to alter ethically as the culture, knowledge, and technology change in society. The value of a human being is determined by a combination of social preferences and patterns, experience, emotions, and “rules” that seemed to bring about the most benefit. 







Sustainability 3.2.
“An approach to economic growth and development which takes account of the social and environmental consequences.” (Worthington & Britton, 2003 p23)
Sustainability focuses on meeting the needs of the present without compromising the ability of future generations to meet their needs. The concept of sustainability is composed of three pillars: economic, environmental and social - also known informally as profits, planet, and people. Sustainability emerged as a component of corporate ethics in response to perceived public discontent over the long-term damage caused by a focus on short-term profits.

                                       [image: https://xaviers.edu.in/acadmap/wp-content/uploads/2018/10/strategie1_eng1-300x300.jpg](Xaviers.edu.in, 2019)
Quality 3.3.
“Quality is not an act, it is a habit (Aristotle 384–322 BC )
"Fitness for use." Fitness is defined by the customer. (Joseph M. Juran December 24, 1904 – February 28, 2008 )
There are many characteristics of quality in a business framework, the however primary is the idea the business manufactures goods, whether it be physical goods or a specific service. These goods or services depend on how they are produced, that involve many types of processes, procedures, equipment, personnel, and investments, these all fall under the quality umbrella. Key aspects of quality and how it's diffused throughout the business are rooted in the concept of quality management. 
While quality management and its views are relatively recent, the idea of quality in business is not. In the early 1900s, innovators such as Frederick Winslow Taylor and Henry Ford acknowledged the limitations of the procedures being used in mass production at the time and the significant changes in quality of production, implementing quality control, inspection, and corrections trials in their work. Later in the twentieth century, the likes of William Edwards Deming and Joseph M. Juran helped take quality to new heights, primarily in Japan and later globally. 
Impact of CRM systems 3.4.
Developing a CRM system may have some drawbacks to the stakeholders. Which include the high probabilities of hidden costs. Given that it is difficult to determine the genuine costs of developing the system. Such costs might include migration and maintenance costs. There are many software options available with various price plans. There also must be a separate department in place to deal with the maintenance of the CRM system as well as training staff to know how to use the system. 
 In addition, resistance to cultural change might lead to reduced commitment to the development of the system. The system might break down if the stakeholders are not committed (Hitt, Ireland, & Hoskisson, 2016). To make the decision about the system all the stakeholders need to get involved and the success of the CRM system might be challenged by poor communication. Which in turn might lead to long and insufficient executive and problem-solving processes in the system and ultimately organization (Lasserre, 2017). 
Marks and Spencer's website main tool.

Customer Relationship Management (CRM) refers to a method used to manage a company’s communication with its existing and potential customers (Ambrosini, Jenkins, & Mowbray, 2015). The approach is used by many major companies so that they can interact fairly with their customers. It mainly practices procedures aimed at refining company-customer relationship by ensuring that they can network well and without interruption, the main aim is to retain customers in the long term so that the company can engage while looking directly into understanding the needs and working towards achieving full satisfaction (Stead, 2014). It also works towards achieving sustainable sales growth, especially through the ensuing retention of customers.













Organisations CRM Systems 3.5.
There are a variety of benefits associated with CRM. It helps in attaining improved customer service, particularly by way of simplifying a better relationship between the consumers and the firm. Resulting, in helping ensure that the firm can help the customers sufficiently assumed that it is able to understand the needs of such customers (Stead, 2014). As the company engages the customers better there is an increased chance of discovering new customers (Godfrey, 2016). In addition, CRM helps in increasing the firm’s proceeds, especially by winning more new customers and retaining existing ones. Additionally, CRM helps in enabling active sales and marketing, especially given that it is able to engage the customers in a better way. Similarly, CRM acts as a way of achieving customer loyalty towards the firm and its products because of the effective customer service and satisfaction of their needs. As the company retains more customers by serving them well, CRM also helps in the achievement of consistent sales.  





Marks and Spencer’s  3.6.
With more than 120 years of heritage, Marks & Spencer is one of the best-known British retailers. The company has more than 450 stores within the UK and employs more than 65,000 people. It also works outside the UK where it has a developing business in places such as Hong Kong. In recent years, the UK's retailing industry has been characterized by intense competition. Customers are more aware of where and how they want to shop. They also know what sort of shopping experience they require. This has made it much more difficult for retailers to survive. M&S have managed to apply Deming's 14 point management theory and have been able to grow the company to become very successful in the United Kingdom the company and have managed to retain customer satisfaction without compromising on quality, ethics, and sustainability. Customers engage with the CRM system by using the loyalty card which provided them with information on their shopping habits which will enable them to offer tailored offers to them to ensure they stay loyal to mark and spencers. The unveiling comes as rival competitors simplify their own reward cards and schemes, including Morrisons, which recently publicized campaigns to revamp its problematic Match & More loyalty scheme, and Tesco, which has unveiled a price-matching system offering an automatic discount at the till rather than vouchers.
 The organization and its stakeholders engage with the CRM system in different ways. These ways include the company's website where the company posts information on products and its operations. Subsequently, customers can easily access any information they might be willing to access through this website. Customers can also place queries via the website that the company's customer service personnel can answer through such aspects as update posts on the website or through emails and mobile applications. Additionally, the company engages employees through social media sites, such as Facebook and Twitter. It is able to provide the customers with news on products and services, as well as ways they can benefit from the company's operations.​ It also provides real-time feedback to customers via these sites. 








Lush cosmetics limited 3.6.
Well-known for its cruelty-free method to cosmetics, Lush is a long-standing leader in encouraging non-animal testing solutions. Lush also took a realistic method of addressing difficult issues in the supply chain, such as providing ethics training to all suppliers. Lush has developed a great level of customer relationship with its customers. Their ethical business values are shown through their products, campaigns, people, and service. employees working in the company hold the company’s values and genuinely believe in it these are one of the points Deming’s 14 point management emphasizes by involving the employees to take pride in their work. The employees are made of people who have a desire for their products and for the company’s beliefs such as being against animal cruelty, ethical sourcing, and responsible packaging. (Customer Service Guru, 2013).  These qualities are the top priority when looking for employees so that they can instill the passion for their products so they can be this across to customers. In a first for a major retailer, Lush has built and now launched its own tablet till system. The open-source system includes an app built on Google’s Android that allows its shop staff to roam the store, offering mobile checkout points to customers, as well as personalized product information. This is another great way that they are able to give customers a one to one experience and make them feel valued which in turn results in returned customers coming back to store and also telling friends and family as well as mentioning it on social media giving them an edge over other retailers.
Lush’s staff are one of the brand’s greatest assets. They’re incredibly passionate about the company and its products. This natural passion is infectious as you don’t feel you are being sold to It means customers are more likely to buy what is recommended to them. The company gives full discretion to the staff to give free samples to who they think would need it making their customer service stronger.












Deming’s 14-point management philosophy 3.7.
Management consultant Dr. William Edwards Deming is a statistician who's an innovative way of thinking has impacted on the way any type of business organization can benefit from his 14 point management philosophy. Many Japanese businesses such as Toyota, Fuji and Sony saw a great leap in success after implementing the 14-point management philosophy. They have gone on to be a global success without compromising on quality as compared to some of their other competitors.
1.Create constancy of purpose
Make every effort for continuous improvement in products and services, ensuring there is an aim of becoming competitive and guaranteeing consistency in the way business is conducted, which will further ensure retaining employment. Making adjustments at the end of the production process, but also evaluating improvements as necessary during the process.
2. Adopt the new philosophy
 Economic time offers new chances and challenges, and management organizations must take responsibility for being open to such changes. Without change, a company cannot sustain itself in a time when innovation occurs every day. Organizations must put customers needs first rather than react to competitive pressures and must strive to design the best products and services to meet the ever-changing needs of consumers. 
3. Stop depending on inspections
End the dependence on inspections and final checks to ensure quality they can be very costly and sometimes unreliable. It is better than quality checks take place during the process so that improvements can be made earlier.
4. Move toward a single supplier for any one item 
End the practice of awarding business on the basis of price tag. Instead, minimize total cost. using a single supplier for any one item. avoid doing business and negotiating with suppliers based on the lowest price. It is worthwhile in the long term to build a good and long-standing relationship with suppliers, which raises trust and increases loyalty. It’s important to look at suppliers as your partners which Marks and Spencers have incorporated well in their organization. Marks and Spencer engage with the suppliers by providing them with training and showing them the benefits of sustaining the business that will improve in the long term, which strengthen their relationship with suppliers.
5. Improve constantly and forever 
 Continuously Improve the systems persistently. Constant process improvement of production and service will result in improved quality and productivity, which in turn leads to cost reduction. Improved quality leads to less waste of other raw materials, which subsequently has a cost-effective effect. Emphasize training and education so that all member can perform their jobs better.
6. Institute training on the job.
Training and development of employees are necessary for the survival of an organization this should be consistent especially with the changing climate of business. By integrating it into the organization, it will be considered as normal for the employees, as part of their Personal Development Plan. This is something that Marks and spencers offer all managers and employees at Marks & Spencer they can create a career planning profile. This enables them to focus on their next target role. They can then develop a career path to support this ambition. employees identify specific training needs based upon the technical skills and business abilities for that role. On-the-job training. This takes place while employees are carrying out an activity in their place of work. Off-the-job training, as its names suggest, takes place away from the workplace. 
7. Implement leadership. 
Leadership needs to be stimulated and making sure workers understand the process they use. By leading and supervising, managers will be able to better support staff member so that they perform to the best of their abilities. Marks and Spencer's use the helicopter view which ensures that they can see everything that happens in the workplace. This way the will also can delegate more tasks so that they can fully focus on the big picture.
8. Eliminate fear
Fear must be eliminated on the work floor so that workers can work effectively for the company, ensuring they feel safe and take risks without being afraid to express ideas and concern. Transparent communication, motivation, respect, and interest in each other and each other's work can contribute to this.
9. Break down barriers between departments
By eliminating the boundaries between departments, cooperation can be better and different expert teams will understand each other better. This can be done by the creation of multifunctional teams, each with an equal share and open to each other’s ideas Marks & Spencer has executed this by a promotional campaign that emphasized 'Your M&S'. This helped the company to connect customers as well as staff. It also linked the business in the minds of customers with its two other values of Innovation and Trust. The process involved three key features developing products that customers wanted, investing in the environment within stores. providing good customer service to look after customers.
10. Eliminate slogans
Remove ‘stimulating' slogans from the workplace. Such slogans, warnings, and encouragements are perceived as being condescending. Quality and production problems do not arise from the individual employee, but from the system itself.
11. Eliminate management by objectives
Less focus should be given on achieving certain margins; that delays professionals from performing their work well and taking the necessary time for it. hurrying through the work can cause production errors. The manager must, therefore, focus on quality rather than quantity.

12. Remove barriers to pride of workmanship
Let employees be proud of their craftsmanship and expertise without them being rated or compared to others. Treat all workers the same and don't let them be a competition with others. Gradually the quality system will naturally raise the level of everyone's work Employees feel more satisfaction when they get a chance to execute their work well and professionally, without feeling the pressure of deadlines.
13. Implement education and self-improvement.
Integrate and encourage training, self-development, and improvement for each employee. By encouraging employees to work for themselves and to see their training as a self-evident part of their jobs, this way they can elevate themselves to a higher level.
14. Accomplish the transformation
Transformation is the work of everyone, and the overall organization Set out concrete actions to execute and realize transformation and change throughout the organization.
Organisations CRM system ‘gaps' based on ethics and sustainability 3.8.
From the research from the organizations, the researcher has investigated regarding their company’s CRM system gaps. Marks and spencers must continue to focus on incorporating sustainability into their source chain. As customers are wanting to be more sustainable in their living and buying. They also need to make sure that they use environmentally friendly avenues in their production of products. improving communities when it comes to sourcing locations on making and developing products making sure that they give back to the communities by creating a job for the areas to thrive. Lush and Marks and Spencer’s also should focus on more sustainable packaging for them to use less packaging where possible and the products that require packaging to make them biodegradable. Both organizations need to make a significant physical retail presence to play a greater role in connecting initiatives at a local level. – How we can improve our communication they should consider the increase in collaborations, partnerships, and advocacy to ensure the M&S and Lush have a voice that is heard more clearly.
However, their weakness is purely digital and therefore, prone to system failure. In case there is a system failure such as to cyber-attacks and threats. The company would suffer losses due to stoppage of some of its CRM processes. 
 
In addition, the CRM strategy employed by the company is undifferentiated and has the risk of imitation (Godfrey, 2016). 









Conclusion 4.0.
One of the strengths that Marks and Spencer’s is innovative and modern. It is based on digital platforms that are popular among today's generation. Such leads to the high chance that it will lead to wider coverage of the customers in the market. Additionally, it gives customers real-time feedback on their inquiries, which helps in achieving better customer service and ultimate satisfaction. In addition, the company is thriving and, on its way, to be a market leader. Such gives way to a higher level of competitive advantage.
The brand lush shows that you can have a viewpoint and use their brand as a stage and be successful. It shows that their staff are their greatest asset and is an effective way to build customer relationships. It shows that fun and interaction sells and that if you do it right you can charge more for products and still give customers value for money. Customers like to buy into the brand’s expertise and quality products. Interaction is the cornerstone of the Lush experience, with the company designing its stores for customers to get stuck in by using all their senses to explore the products.


Recommendations 5.0
Marks and Spencer’s 
· Make it easy for customers to understand that sparks card
· Train employees to understand the scheme
To overcome the threat of being obsolete it is recommended: 
· To regularly update their system and software
· To update their website regularly and checking their stock is up-to-date for their customers need
To keep up with the competition from other innovative means of interacting with customers it is recommended:
· For M&S to cautiously think through which latest technologies will communicate to their customers at the correct time and in an appropriate way, thus that customers turn out to be more loyal (Ripsam and Bouquet, 2016).


Lush Cosmetics Limited
· not to lose focus on customers as they are their main audience
· use a social media platform to heavily advertise and show products
· invest highly in employee training to maintain customer satisfaction as this is their main attraction
· keep up with trends in the changing market 









Appendix 6.0.
Xaviers.edu.in. (2019). The Business of Sustainability – AcadMap. [online] Available at: https://xaviers.edu.in/acadmap/2018/10/31/the-business-of-sustainability/ [Accessed 27 Mar. 2019].
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