	2127720
	
	



[image: ]
Customer Relationship Management & Emerging Themes
Individual Student Report 



Student name: Slavina Stoyanova
Student Number: 2127720
Module Code: BMSW5103_ BIRM
Module Title: Customer Relationship Management & Emerging Themes
Lecturer Name: Abdi Rahman
Assignment Title: Understanding and Engaging in the Customer Experience





Table of Contents

1. Introduction............................................................................................................... 3
2. Ethical and sustainability of the British Airways ….............................................. 4
                a) Ethical of the British Airways …..................................................................... 4
                b) Sustainable Marketing …................................................................................ 6
                c) Work Sustainability in British Airways ......................................................... 8
3. Discussion 
                a) Critical literature review on quality models / theories …............................ 9
                    - Crosby models (Philosophy)….................................................................. 10
                    - Deming Management model...................................................................... 11
                    - Juran’s theory …................................................................   12                             
                b) Customers Relationship Management definition ...................................  13
                c) Critical investigation British Airways …................................................... 14
                d) Quick view the concept of "quality” connected to CRM in BA ….......... 14 
4. Conclusions and recommendations................................................................. 17
5. References.......................................................................................................... 18
 
Figures:
Figure 1 Customers Experience …................................................................................ 4 
Figure 2 Sustainable marketing …................................................................................ 7
Figure 3 British Airways Sustainable Future …........................................................... 8
Figure 4 Management philosophy by Crosby …........................................................ 10
Figure 5 Quality management for services proposal theory …................................ 11
Figure 6 Juran’s theory …............................................................................................ 12
Figure 7 Customers Relationship Concept …............................................................ 13
Figure 8 British Airways Customers Service …......................................................... 16 





Introduction

In this individual report has been discussing customer relationship management and emerging themes.
This report is an individual student report. It was given me the opportunity to choose from several leading company (Scottish Power, British Gas, Zara, H & M, Emirates, British Airways).
This report will be examined based to the British Airline and practices in customer relationship management (CRM). British Airways has been chosen, because is massive company operated all over the world, with rich customer experience.
 Ethical and sustainable marketing are part of it as well. Customer relationship management is a very common topic in the 21st century and many companies pay close attention to the process and the positives of these relationships.
Understanding customer experience may impact positively in many companies. The customer's experience is what people need, what they are searching for. 

According to Shaw and Ivens (2002), “85% of business management substantiates the belief that nowadays customer experience is the main competitive advantage rather than price, product, and quality.”

However, definition such as customer experience can be difficult task. The experience can be faced in many different ways. 
· The components in customer experience can be different such as entertainment, educational, esthetics, escapist (Pine & Gilmore, 1999), 
· practice, transformation, informative, emotional (Aho, 2001); 
· and involvement, hedonism, meaningfulness, knowledge, novelty, refreshment,  (Kim, Ritchie, & McCormick, 2012).

However, how to mention customer experience is the most important, no customers experience is everything and can be talking a lot about this topic.
Discussion of experience in a marketing context has a long history. Abbott (1955), cited in Holbrook (2006, p. 40) noted that:
[…] “What people really desire is not products but satisfying experiences. Experiences are attained through activities.”    
Figure 1: Customer Experience
                  [image: ]
 Customers' experience and customers service are everything!



Ethical and Sustainability policies of the British Airways

Ethical of British Airways

“It is our choice of good or evil that determines our character, not our opinion about good or evil”            Aristotle

Ethics is a concept that investigates the moral principles of good and evil as well as right and wrong. It has always been there and has been studied throughout the history of humanity. For many business Ethics has started to be benefits and more professional businesses have started to be established it, especially after the industrial revolution with the beginning of industrializations and globalizations. 
This case study relates to the campaign with tricks of British Airways to the universal ethical values that support organizational ethics, ethical decision-making processes and ethics organizational applications is done within the framework of a different viewpoint and uses the literature method. 
The Greek word “ethos”, meaning character and personality, is where the term “ethics” gets etymological roots. The word “ethics” comes from the Greek word “ethos”, is defined as an abstract concept that emphasizes moral behavior.
Ethics looks at what people believe to be right and wrong as well as the motivations behind their actions. Ethics fluctuates in accordance with social norms, cultural norms, experiences and financial viewpoints.
There are two conceptions connected to each other - ethics and morality. There is similarity between these two ethics and morality. Morality we can connected such area for investigation of ethics and from other side ethics is moral psychology. Fundamentally, moral judgments serve as the foundation for ethical behaviors. Morality is a matter of personal convictions. Additionally, morality is a set of principles that direct people’s preferences and actions.
According to Solomon (1992) Ethics involves two essential components:
· Qualities that make a good person.
· What principles ought to govern and constrain a person’s behavior. 
Ethics can be a tool for evaluating, deciding and choosing right and wrong. Making ethical decisions in some situations depends heavily on universal values and ethical principles. Practical ethics is about putting morals into practice.

 This case study ethics related to the British airways company. We charactered the history of British Airways. Since we have been closely associated with the airline and it is senior management since the early 1990s, we were able to draw on this association when choosing British Airways as the main platform for developing the identity framework discussed here. Additionally, the British Airways company is a compelling and fascinating account of successes, recovery and cooperate survival. 
The company has some concepts. It details a how to inefficient, struggling and dormant state-owned airline overcame significant resistance to transform into a client-centered, publicly traded company and prosperous. It tells the story of how senior airline officials’ strategic thinking was, intuitively, driven by identity-based views of the company. We rely on Lord King and Lord Marshall’s comments to us over the past 20 years about the significant changes they brought about during all these years as the leader to British Airways from the late 1970s to the turn of the millennium. They oversaw the implementation of a few identity changes that, in our opinion, were bold, and for the most part extremely successful.

Ethics code of the company regarding all employees, directors and officers of the British Airways
· Conflict of interest - regarding company policy, all employees do not allow conflict of interest.
· Fair Dealing – all employees hiring of British Airways must effort to deal fairly with all company's supplier, service provider, company customers.
· Misuse of opportunities and information – When appropriate, employee have duty to the further the Company’s business interests.
· Confidentiality – employees learn usually confidential or proprietary information about the Company. Confidentiality must be maintained by employees. It is suppliers, customers.
· Compliance Standards – the Company Secretary oversees applying these policies to circumstances where issues might arise and is empowered to interpret these policies in any given situation.
· Compliance with Laws and Insider Dealing – all rules, applicable laws and regulations are included here. Each employee has a personal responsibility to observe standards and restrictions used by those rules, laws and regulations.

Sustainable Marketing 
One of the major implementation science challenges is comprehending sustainability. The lack of uniform definitions in the literature is one of the major obstacles to understanding sustainability. The studies we know the most about sustainability do not present definition about it, even when sustainability has been assessed.  The current study’s objective was to methodically create a thorough definition of sustainability lead on definition that have already been used in the literature. 
Regarding Patrick E. Murphy business and professional ethics journal
 “Sustainable marketing is a modern description of an “environmentally enlightened”, which approach to marketing has been for around several decades.
· “Enviromental or ecological” marketing was the focus on 1970s (Fisk 1974; Henion 1976; Henion and Kinnear 1975).
· “Green marketing” (Ottman 1993; McDonagh and Prothero 1997; Peattie 1992; Wasik 1996) during the 1990s emphasizing product was accepted term, “green marketing” was environmentally friendly.
· Sustainable marketing can be defined as dealing positively with the ecological environment and sensitive to future generations' needs.
· Can be defined as sustainable development.

Regarding Bruntland Commission Report (1987) sustainable Marketing has been defined as:
    “Meeting the needs of the present without compromising the ability of future generations to meet their own needs”.

Figure 2: Sustainable Marketing[image: ]










Work suitability in British Airways

Figure 3: British Airways Sustainable Future
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 Sustainable Marketing how we discussed above, concerns social and environmental responsibility.  It is about that point of view because customers or someone else knows that is good for the environment or society, can spend more money. 

According to” Business Traveller” by Tom Otley:   
· British Airways suitability aims zero emission by the 2050.British Airways committed to achieving zero carbon emission by 2050.
·  Previous report informs us that British Airway has returned in first British company that displacement zero carbon emission for all domestic flight. 
· The company looking forward and would like to achieve goals and targets such as reducing emission.
·  2025 – to 20 per cent per passenger to kilometer
· 2030 – to 30 per cent per passenger
· 2050 – zero emissions
· Since 2012 the British Airways company has paid to being reduced carbon emissions trough Emission Trading Sistem. Since then, the company achieve these goals by reducing eight million tones on European flights through Emission Trading Sistem.
· British Airways involve offsetting scheme – CORSIA (Carbon offsetting and Reduction Scheme for International Aviation).
· Cooperate Social responsibility and responsible travel.
· According to British Airways, it is an actively looking to source sustainable alternatives whenever possible and working to reduce it is use of single-use plastics on board.
· Customers carbon offset – customers on domestic flights within the UK won’t need to offset their emissions, because BA has agreed to do it on their behalf. Those traveling on short flight can use the airline’s carbon offsetting tool to calculate their emissions and invest in carbon reduction initiatives like renewable energy project in Peru, Cambodia, Sudan.

Alex Cruz, chief administrative to BA said:
 “Air travel is growing, we know, but we know as well that our future needs to be sustainable. All flights emission which must be offsetting within the UK is just one step forward. We are talking about reducing our environmental influence while more ways to decarbonize regarding the complex problem of climate change. Environmental, society and economic benefits are guaranteed.”




Critical literature review on quality models/theories

Purpose:
The main goals of this report are to evaluate critically service quality models and identify the future area of study by using critical analysis of the literature. 19 different service quality models have been approached, designed and methodologies. These models have been reported in the literature and critically examined. The objective of the critical analysis of the various quality models of service is to draw connections between them and identify areas that require additional study. When the analysis of various service quality was identified, models showed that the measurement and outcome of service quality is dependent on the kind of service setting, circumstance, need, etc. The various services are connected in this report. Real word application in the area of the literature expansion, service quality appears to have occurred in stages, allowing observations of forerunners, learning and updating from discoveries. This report examines fresh avenues for service quality research and provides service quality information. 
The continuous progress program's goal is to meet customer requirements while also doing lowest possible cost, particularly organization must consider the costs when trying to improve the quality. This can be accomplished by lowering the costs associated with achieving quality.

Crosbey’s models
Crosby defines the CoQ as the price of conformance (PoC) and price of non-conformance (PoNC). The main view he had was “conformance to requirements”. When the work does not meet customer requirements – price of nonconformance and the money is lost. It is typically calculated by quantifying the cost of correcting, scrapping and reworking to actual failure cost.
When the things are done correctly is price of conformance, including actual prevention and appraisal cost.
Figure 4: Quality Management Philosophy by Crosby [image: ]






Deming Management model

According to Anderson et al. (1994b) :
“The ability of management to establish, practice, and lead a long-term vision for the organization, driven by changing customer requirements, as opposed to an internal management control role.”



Figure 5: Quality management for services proposal theory
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W. Eduards Deming and other quality experts read a lot of published materials before coming up with these seven constructs. The concepts underlying Deming’s 14 points were identified through a three-round Delphi study with academic and professional experts using the insights from the readings (Deming,1986). Then the research team grouped these ideas into seven constructs to symbolize the Deming management method’s content.








Juran Quality models and theories
“The principles that are valid no matter what the product, the process or function”.
                                                               Joseph M. Juran



Figure 6: Juran’s Theory
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Customers relationship management definition
In less than 10 years, customers relationship management, or CRM, has grown into a field of significant importance. According to Gartner (2003), the consulting and global market for CRM systems will reach $US 47 billion by 2006. It was said that CRM term is relatively new but cannot be said that the principles behind are new. Customer relationship management has long practices in many businesses. The ability of a particular company to manage with technology and one-to-one relationships with huge numbers of customers in a context of fast market changes is what distinguishes modern CRM.
By carefully choosing whom to build and support suitable relationships with, CRM aims to more effectively increase the purchase and keeping of profitable customers. This relationship can be developed with the help of information technology advancements. A variety of databases can be chosen by business, data mart technology, data warehouse, as well as an increasing number of CRM applications.  



Figure 7: Customers relationship Concept
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Critical investigation British Airways

British Airways is domestic and world airline located in the United Kingdom. 
· The very first international flight began active under the name Aircraft Transport and Travel Limited in August 1919 from London to Paris (British Airways,2014). 
· The British company began expanding to extra European locations in 1924 and 1935 it merged with Hillman’s Airways, Spartan Airlines and United Airlines to British Airways Limited (British Airways2014).
· Today, BA serves around 170 destinations with 270 aircraft, 57,000 passenger's seats, more than 40,000 employees (Butt,2014).
· Marketing communications, all operation and trade planning, international contact centers, milage partnership, spread are just a few of BA’s locations. (British Airways 2007).
·  Despite being a top UK airline, starting in 2001 BA has expert for a number of world issues, including the massive financial crisis and the ash cloud’s disruption of air travel (Marketing Society,2013). 

 Quick view the concept of "quality” connected to CRM in British Airways.
· Knowledge and communication sharing. Over the years BA has created several tools that enable employees to communicate with one another. Emails are used to send important industry information in the Weekly Brief documents as well as urgent news about daily operations. Tools such an intranet, helpful to discuss day-to-day issues. E- learning modules available for all employees. Yammer Enterprise, a social networking tool supported by Microsoft 365, has been introduced by BA to help its 41,000 employees connect (Microsoft,2013). Yammer is a social network accessible on mobile devices that makes it possible to connect staff members working in various departments and streamlines project management. Yammer brought together eleven thousand BA employees, including frontline workers and cabin crew, allowing them to speak with pilots, managers, engineers, to share their experience and come up with the best solutions.
            In this concept we can recognize Juran Quality models.
· Strategic planning management Here we can link Deming management models-long term vision for the organization. The BA must look at long-term issues and think about solutions for the future of the company. It was formed three set of most essential issues: driving Forces, predetermined elements and main uncertainties. The “Official Future” plan, which represented BA perspectives for the following ten year, was created because of this procedure (Ringland,1998)
· Improving customer experience. The main goal of the company is customer satisfaction. Deming management model. Although BA was able to develop and communicate business strategies within the organization thanks to rich pictures and storytelling, the main objective of these strategies is still customer satisfaction. BA began by maintaining the customer database, which reflected the interactions of its passengers, to develop its understanding of its customers (My customers, 2001).
· Facilitate operational research. Operational research is the final but not least component of management at British Airways. 
            
According to Curtin (2005:925), operational research is the use of:
·  “Advanced analytical techniques to solve complex problems”. 
        These issues include the wasteful use of limited resources or the unfavorable results of specific operations. The analytical tools are mathematical models with objective functions that are connected to organizational goals. (2005) Curtin
Figure 8: British Airways customer service[image: ]


Customers of British Airways:
“Many people prefer to fly with British Airways, because they hold a strong connection to the company, and they worth excellent customer service as well. They are frequently travelers who travel for both - business and pleasure. They are also wealthy and powerful.”




























Conclusion and Recommendations

If airlines want to effectively pursue competitive individualization and profitability in the future, they must adopt an integrated CRM strategy in full-service. To increase the effectiveness of operations involving customers, low-cost carriers must also invest in basic CRM capabilities.
Airlines can establish a positive cycle that can result in resurgent economic success by establishing a truly customer organization, builds on a solid understanding of customer worth and satisfy their needs, provide to the staff knowledge and tools as well to respond to customers.
Let's look forward and see the future to airlines with CRM. This fife steps are reinvigorated CRM:
· Customer value importance.
· Employer's communications.
· Looking forward to the vision.
· Customers' needs throughout the lifecycle.
· Create targets and achieve the goals.
Understanding CRM helps to create customers relationships. Implementing and developing CRM in particularly airlines, (In our case British Airlines) company leads to systematics approach to realize the customers value and needs.
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Juran’s Theory
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