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Introduction
Customer Relationship Management, often known as CRM, is an essential component in ensuring continued customer happiness, loyalty, and financial success over the long term. Companies are becoming increasingly aware of the significance of ethical and environmentally responsible marketing practises in order to accomplish these aims. The purpose of this paper is to analyse the ethical and sustainable policies of British Airways as well as assess the influence such policies have on the customer experience. In addition, a comprehensive literature analysis investigates three quality models or theories that have the potential to improve CRM. The conclusions of the research are followed by some suggestions for British Airways, which are based on the findings.

Policies of Ethical Conduct and Environmental Stewardship Employed by British Airways
2.1 Policies Regarding Ethics
The company British Airways has a firm commitment to ethical business practises, which is driven by a thorough set of principles. The company's Code of Business Conduct acts as a cornerstone by providing an outline of the behaviour that is required of workers, suppliers, and partners (British Airways, 2021). This code guarantees that ethical criteria, such as fair competition, respect for human rights, and anti-corruption measures, will be adhered to at all times. Throughout its business operations, British Airways prioritises maintaining high levels of openness, honesty, and accountability.
In addition to the code, British Airways is actively involved in a number of programmes designed to assist local communities and reduce the company's negative influence on the environment. The organisation is committed to promoting diversity and inclusion and offers equal chances to its workers as well as its consumers. For instance, in order to have a constructive effect on society, British Airways has developed and implemented initiatives such as the Flying Start relationship with Comic Relief (British Airways, 2021). 
British Airways is a good example since it actively encourages diversity and inclusion in its workforce and provides equal opportunity for workers from all backgrounds. In order to promote an inclusive workplace and offer assistance and career development opportunities for underrepresented groups, the airline has developed staff resource groups, such as the "Women in Business" and "Ethnic Diversity" groups (British Airways, 2021).
Academic Theory: Corporate social responsibility (CSR), which emphasises a company's obligation to assess the influence of its activities on multiple stakeholders, including workers, customers, and the larger community, is in line with British Airways' ethical practises. (Carroll, 1991).  Building trust, improving brand reputation, and encouraging consumer loyalty are all facilitated by ethical principles (Garriga & Melé, 2004).


2.2 Policies Regarding Sustainability
British Airways acknowledges the significance of sustainability and has implemented thorough measures to minimise the company's impact on the environment. The corporation has a number of plans in place to attain its objective of having zero net carbon emissions by the year 2050, and it is working towards this goal.

In order to cut down on the amount of fuel it uses and the pollutants it produces, British Airways makes investments in newer, more fuel-efficient planes. Additionally, British Airways encourages the use of environmentally friendly aviation fuels and is always looking for methods to increase operational efficiencies, such as streamlining flight itineraries and lowering aircraft weight (British Airways, 2021). In addition, British Airways works together with projects and organisations within the industry to reduce its negative effects on the environment and advance environmentally responsible innovation.

Performing Research on the Customer Experience in Relation to Ethical and Sustainable Policies
3.1 The Impact of Ethical Considerations on the Experience of Customers
The rules of ethics that British Airways adheres to have a beneficial effect on the customer experience, helping to create trust, loyalty, and a feeling of shared values. The company's dedication to ethical business practises, respect for human rights, and fair competition is something that its patrons value highly. consumers build a deeper connection with the brand when the consumers' values fit with those of British Airways, which ultimately leads to improved levels of customer satisfaction and brand advocacy.
For instance, British Airways places a significant emphasis on diversity and inclusion, which results in a workplace that is welcoming to both its staff and its customers. Through the promotion of equitable treatment, respect, and cultural understanding, this commitment contributes to an overall improvement in the quality of the customer experience. According to Smith and Andrews (2019), when customers feel valued and appreciated, it leads to increased levels of satisfaction as well as an increased possibility of repeat business. According to Groza et al. (2011), ethical business practises have a favourable impact on consumer perceptions and behaviour, which increases trust, satisfaction, and loyalty. Companies that share a customer's beliefs and exhibit social responsibility are more likely to gain their business (Sen & Bhattacharya, 2001).

3.2 The Influence of Sustainability on the Experience Provided to Customers
By addressing customers' worries about the environment and providing options that are friendly to the planet, British Airways' sustainability policies help to improve the company's overall customer experience. Customers in today's culture place a greater importance on sustainability and increasingly anticipate that firms will take responsibility for the environmental effect they have.
British Airways displays its commitment to reducing its impact on the environment and fostering a better future by investing in aircraft that are more efficient in their use of fuel and in sustainable aviation fuels. This strikes a chord with clients who are ecologically sensitive, and as a result, they are more inclined to prefer British Airways over competitors whose sustainability practises are not as strong. According to Kotler et al.'s research from 2020, sustainable efforts have the potential to improve the whole customer experience, which in turn may contribute to a better brand image and increased customer satisfaction.

A Comprehensive Literature Review on Quality Models and Theories for Customer Relationship Management Improvement
4.1 Total Quality Management (often referred to as TQM)
Total Quality Management, often known as TQM, is a methodology for quality management that places an emphasis on ongoing improvement, complete customer satisfaction, and the active participation of all workers. TQM is a framework that organisations may use to consistently offer high-quality goods and services while also cultivating a culture focused on the satisfaction of their customers.
According to the findings of several studies, the application of TQM has a beneficial effect on CRM results. According to Bose and Khanna (2019), it results in increasing levels of customer satisfaction and loyalty as well as an improvement in the overall performance of the organisation. Empowering staff, introducing customer feedback channels, and creating quality benchmarks are all TQM ideas that British Airways may embrace to improve its CRM systems using the Total Quality Management framework. British Airways is able to provide a consistently excellent experience for its customers because they involve all of the relevant stakeholders in their quest for excellence.

4.2 Six Sigma
Six Sigma is a data-driven technique that focuses on minimising the occurrence of errors as well as the variability of processes inside businesses. British Airways is able to pinpoint and get rid of problematic areas for their customers, enhance the efficiency of their operations, and provide an overall better experience for their customers when they follow the concepts of Six Sigma. To improve customer experience and simplify numerous operations, British Airways has deployed Six Sigma initiatives. For instance, the airline used Six Sigma approaches to enhance the way bags were managed, which reduced the number of bags that were handled improperly and increased customer satisfaction.
According to a number of studies, implementing Six Sigma may have a large and favourable influence on customer relationship management (CRM) performance. According to Antony et al. (2016), it has the potential to result in enhanced levels of customer satisfaction, operational efficiency, and overall consumer loyalty. It is possible for British Airways to use the tools and strategies provided by Six Sigma in order to increase the efficiency of its CRM, locate areas in which it may be improved, and constantly improve its customers' experiences.


4.3 Mapping the Experience of the Customer Journey
Customer Journey Mapping is a technique that is used to visualise and understand the interactions and experiences that a customer has with a company across a number of different touchpoints. Through the use of customer journey maps, British Airways is able to gather significant insights on the requirements, preferences, and sources of discomfort that customers have during the course of their travel experience. Customer journey mapping has been used by British Airways to comprehend the entire travel process and pinpoint areas for improvement. The airline has improved many phases of the customer journey, including as online booking, check-in, in-flight services, and baggage claim, by analysing consumer touchpoints, pain spots, and expectations. For example, to provide outstanding client experiences, other companies such as Virgin Atlantic use customer journey mapping. To offer a smooth and customised trip, the airline identifies key touchpoints and aligns its services. To give consumers a warm and enjoyable arrival experience, Virgin Atlantic, for instance, implemented a personalised welcome service at the airport. 
According to research conducted by Verhoef et al. (2015), customer journey mapping may offer businesses with a comprehensive perspective of the experience their customers have with their brand. This gives them the ability to pinpoint important moments of truth and areas in need of development. Through the analysis and optimisation of touchpoints, British Airways is able to customise its services, enhance its communication, and provide more personalised experiences for its customers, eventually improving its CRM and raising the level of happiness felt by those customers. 

Conclusions and Suggestions for Further Research
5.1 The Effect of Ethical and Environmental Policies on Customer Relationship Management Systems
The level of excellence of British Airways' customer relationship management (CRM) systems is substantially impacted by the company's commitment to ethics and sustainability. Trust, loyalty, and overall pleasure among customers are all increased when businesses like British Airways perform ethically and advocate for environmentally responsible business practises. Customers are more inclined to connect with a firm whose values are congruent with their own, which ultimately results in stronger customer relationships and higher CRM outcomes. 
In this critical assessment of the literature, we looked at three theories or models of quality that British Airways might use to improve its CRM and customer service. Continuous improvement, customer happiness, and staff participation are prioritised by total quality management (TQM). A data-driven technique called Six Sigma is available for lowering errors and improving procedures. Organisations may improve touchpoints and obtain insights into the customer experience by using customer journey mapping.

British Airways can increase its CRM systems, boost customer happiness, and keep a competitive advantage in the airline business by implementing these quality models and theories. British Airways must, however, carefully consider these models and adapt them to its own organisational setting to ensure that they are in line with its strategic objectives and customer-centred methodology.

5.2 Recommendations
Customers, workers, and other stakeholders should always have the company's policies on ethics and environmental sustainability reinforced and communicated to them. This would further increase both the reputation of the company and the loyalty of its customers. Put in place customer feedback methods that are thorough in order to record and evaluate client perceptions and expectations, which will make it possible to make targeted adjustments to CRM operations. Adopting the concepts of Total Quality Management can enable you to establish a culture that is focused on the customer, give staff more autonomy, and promote continual improvement in CRM systems. Make use of strategies such as customer journey mapping to gather insights into client experiences and optimise touchpoints for improved customer relationship management (CRM). British Airways is able to significantly enhance its customer relationship management (CRM) systems, boost customer happiness, and maintain a competitive advantage within the market if it implements these recommendations.
Furthermore, here is a list of potential recommendation for British Airways in order to improve their CRM:
· Improve Personalization and Customization: Use customer data and insights to create customised goods and experiences. Use current analytics and customer segmentation to understand preferences, predict demands, and provide personalised advice and offers.
· Digital Channels: Develop and optimise digital channels including the website, mobile app, and social media to engage and serve customers. Make sure clients can easily access information, make reservations, and alter their travel choices online.
· Proactively communicate with clients throughout their journey. Aircraft, gate, and luggage status should be updated in real time. Intelligent chatbots or virtual assistants may swiftly and efficiently answer client enquiries.
· Customer Loyalty Programmes: Improve and expand the scheme to reward frequent passengers and encourage repeat business. Priority boarding, lounge access, and personalised incentives boost customer loyalty and retention.
· Strengthen social responsibility projects by working with NGOs that share corporate values and customer interests. Support community development, sustainable tourism, or environmental organisation. Communicate these actions to clients to build trust.
· Continuous Training and Development: Train personnel to increase problem-solving, empathy, and customer service. Ensure workers have the expertise and resources to give excellent customer service. Create a companywide customer-focused culture.
· Integrate contact centres, digital platforms, and social media to provide a consistent experience across channels. Enable smooth channel switching for a unique customer experience.
· Use post-flight questionnaires, social media listening, and online reviews to get customer feedback. Apply that input. After identifying areas for improvement, address consumer concerns and ideas immediately. Promote responsiveness and confidence-building actions.
· Strategic Partners: Work with hotels, car rental agencies, and travel companies to enhance the vacation. Cooperative marketing initiatives, seamless service integration, and integrated incentive programmes provide a holistic travel environment for clients.
· Promote innovation to stay ahead in a fast-changing industry. Use blockchain, VR, and AI to create unique, immersive experiences. Keep up with market changes and customer preferences to anticipate and provide innovative solutions.
British Airways can further improve its CRM systems, encourage client loyalty, and set itself apart in the cutthroat airline sector by putting these suggestions into practise. These tactics will help businesses develop sustainably while improving customer satisfaction and customer retention.
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