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[bookmark: _Toc139292436]Introduction 
Customer relationship management is regarded as the system utilised for the development and management of customer relationships (Adnan et al., 2021). It intends to enhance revenue and sales, develop long-term relationships with consumers, as well as enhancing customer retention. It also pays attention to placing the customer first and offering an effective and customised customer experience. Therefore, for this report, the CRM of Zara will be highlighted. This report will outline the ethical and sustainability themes used by Zara and their impacts on the customers. While it will also outline the quality models and theories in relation to CRM used by Zara. Finally, this report will conclude the influence of ethics and sustainability on CRM and will also recommend the needed changes. 
[bookmark: _Toc139292437]The Company
Zara is considered the world’s biggest international fashion retailer which offers clothing apparel for both males and females and is associated with Inditex, known as the world’s largest fashion group. The company is based in Galicia, Spain, therefore, it is regarded as the Spanish clothing brand which was established by Amancio Ortega in the year 1975. In addition, approximately 220 stores are functional are operating in about 88 countries (Bansal, 2022). While Zara has always worked as the pioneer in fast fashion as it is grounded in highly responsive supply chains. 
[bookmark: _Toc139292438]Ethical and sustainability policies of the company
The Zara company has developed long-term as well as mutually advantageous associations with its customers (Saha, 2023). The organisation effectively associates info regarding their consumers grounded on their sales along with other demographic features, outlines their customer’s dislikes and likes, and predicts their upcoming behaviour and demands. The company uses a few of the following ethical and sustainability policies which significantly impact its CRM:
[bookmark: _Toc139292439]Ethical Policies 
The company has a Code of Conduct developed for their suppliers as well as manufacturers and one outlined to be followed by accountable practices. Such standards confirm that the company is against a child or forced labour as well as is in favour of fair salaries and working conditions (Saha, 2023). However, Zara is continually dealing with controversies regarding utilising forced labour in sweatshops in which individuals were addressed to work following slave-like situations. One of the most crucial reports was regarding their factory employees in Turkey who sewed hidden messages in the clothes with the hope that consumers may find them and assist such garment markers in any probable manner. As a result, the facility was shut down in the year 2016, and from that time the company had made powerful commitments and is making efforts to enhance its reputation and brand image by working ethically (Lily, 2023). 
Transparency 
The parent company of Zara was regarded as one of the most transparent fashion brands regarding supply chain traceability. They necessitate all the subcontractors to get safety audits and take part in continual review procedures which enables contracts to be terminated in case a factory continually fails to make enhancements (Lily, 2023). Regarding the brand ratings (Fashion transparency index, 2022), the score of the Zara was in between the range of 51 to 60 per cent. Therefore, it shows that the organisation is taking a transparent approach by advertising details regarding their supplier policies, corrective procedures, and audit data. The organisation is also making efforts to remain fair with their factor employees. Therefore, transparency maintained by Zara has a positive influence on the CRM as it has assisted in developing trust by mitigating any suspicions of the customers regarding the operations of the organisation as well as developing an effective engagement and working relationship among the organisations, customers, and employees (Wainhouse, 2021). 
Marker Well-Being 
Zara gets 10/33 for the marker well-being as they have started to enhance the working conditions of their employees (Lily, 2023). The company consumes a firm code of conduct as their audits make sure that code is fostered as well as enable termination in case the organisation may not live up to their standards. In addition, there are a few pieces of evidence on which Zara is working such as on associative well-being along with education initiatives. Therefore, this ethical practice of Zara adds to enhancing employee engagement which directly impacts enhancing employee and customer relationships, thus gaining customer satisfaction, and increasing business revenues. 
Zara’s Animal Welfare Policies
The company has banned the utilisation of angora, fur, animal testing, and other exotic animal hair for product testing. This makes sure that the company has taken effective initiative to not cause any harm to the animals which also serves as the way to gain customer satisfaction (Saha, 2023). However, the organisation utilises faux leather which may result in causing a negative influence on CRM. 
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Environmental Sustainability 
Zara aims to utilise high-quality and greener materials by the year 2025 and for this, it has also developed a sustainability policy along with the outline, while the company has not still revealed the data regarding the advancement achieved in regard to each of the aims. In addition, the company has also established a recycling programme to maintain clothes out of landfills. Although, none of the evidence is there to assure what is really happening to such garments after they are gathered (Saha, 2023). According to (Lily, 2023), Zara has achieved about below 50 per cent of the environmental sustainability. The company has currently advertised the list of environmental commitments. Such aims span the upcoming 5 years and entail all things from water conservation to mitigating waste in landfills. The company has also made efforts to ban a few of the hazardous chemicals in manufacturing. Therefore, this level of sustainability achieved by Zara has allowed them to positively impact the CRM as nowadays more people are concerned about sustainable fashion to reduce the greenhouse effect (Müller, 2014). 
Net Zero by 2040
The company is also associated to become sustainable by achieving Net Zero by 2040 by means of the mitigation of greenhouse gas emissions throughout their supply chains and other regions of the organisation. Additionally, Zara has also banned single-use plastic for customers by the year 2023 as well as is on the way to making 100 per cent of their stores powered by renewable energy (Saha, 2023). Therefore, it is regarded as an effective initiative and assures that the brand is on the way to sustainability. Although, it may not be denied that Zara has fast fashion characteristics for instance trend-styles along with daily new arrivals, and for becoming sustainable and eco-friendly truly, it is required to change its core business model. In addition, Zara may be able to achieve Net Zero by 2040 as it is also rated on 2/14 for using sustainable raw materials as the company has an animal welfare policy. Therefore, this initiative of the company has resulted in causing an optimistic influence on customer satisfaction as well as on employee relationships (Ferrer-Estévez & Chalmette, 2022). This is because customers mainly after COVID-19 are becoming more sustainable, and employees are also assured that they are producing sustainable and environment-friendly products. 
Comprehensively, Zara still needs to make more efforts to be scored high on the ethical and sustainability scale. As currently, Zara’s business operations fall dreadfully, scoring only 34/100 (Lily, 2023). 
 

[bookmark: _Toc139292441]Literature Review 
Regards to (Rahway et al., 2019), CRM is regarded as one of the most crucial topics in the fashion or garment industry. It is considered one of the most crucial factors for all organisations as well as with the assistance of CRM organisations may be able to improve business productivity. The findings of (Rahway et al., 2019) further stated that CRM is important, and it assists Zara to improve their communication with their customers which directly results in improving their loyalty. While CRM is also utilised to improve the sales group's productivity and efficacy. The system is highly supported, and it implements and benefits the model of the business strategies. In addition, (Purvanov et al., 2021) show that CRM is separated into 2 parts one of which is operational and the other one is strategic. However, the operational part of the CRM is utilised for analysing the procedure which is related to fashion as well as the association among business and customers of the organisation Zara. Whereas the strategic type assesses the CRM implementation as the entire technique procedure to gain, preserve as well as associate with customers for making an effective product value chain. On the contrary, (Chateau et al., 2020) depict the theoretical framework related to the CRM of organisations working in the fashion and retail sector. For instance, the Stakeholder theory and Need Model are relevant to the CRM of Zara. Such as the findings of (Cui & Fan, 2021), shows that organisations operating in the fashion sector are required to utilise CSR strategies to enhance their reputation along with the loyalty of the customers. Therefore, (Cui & Fan, 2021), place the CRM strategy of Zara into theory by assessing the CSR strategy of Zara. The results showed that CSR strategies led to adding value to the firm and have environmental, social, and ethical implications. It works as the path between customer loyalty and CSR strategy. The attitude of the customer regarding the organisation’s CSR strategy along with the CSR commitment is accountable for making amendments to the loyalty and satisfaction of the customers. Thus, (Cui & Fan, 2021), finds out that the CSR strategy of Zara is not so productive, however, its CSR report depicts that the organisation is making positive additions to the environment, economy, and human development. 
In this regard, the Need Model’s implementation in CRM of the Zara will cause a positive influence on the business development of the fashion sector (Osmanabad et al., 2019). Whereas Stakeholder Theory in relation to CRM, outlines that customers are the turn of each collaboration (Hossain et al., 2022). Mitigated consumer association directly reduces the aggressive benefits along with the economic and non-monetary presentation of the organisation. This is because mismanagement of only one of the consumers hazardously impacts the values of other customers. Therefore, the incorporation of these CRM models and theories in Zara will help the firm to establish an upgraded and accessible database of the consumer by all the workers, and others. It will also help the company to enhance the quality of its products and services. 
However, (Loch, 2018), shows that Zara makes use of the Needs Model, as the company is working on a zero-advertising policy as well as mainly depends on its CRM which allows them to work in the fashion industry and compete with brands for example, MNG and H&M. As well as Zara only keep their clothing on the shop for about 3-4 weeks so that the customers changing needs may be met and that the clients visit the stores more often as the products in the store is continually changing. While (Shikhar et al., 2021), another model which is used in fashion organisations for improving CRM such as Behaviour Theory. As this model requires determining the customer’s behaviour, this is achieved by fashion organisation Zara by collecting info regarding customers’ demographic data along with their purchases made online or in-store, which allows them to determine their customers and their style while predicting their upcoming behaviours (Loch, 2018). Therefore, to meet the changed needs and behaviour of the customers, Zara works in their team to offer innovative designs to meet the needs of the customers. While these designs are manufactured in limited quantities to remain sustainable, and the customer may undertake it as an exclusive piece. While on the other hand, (Gimenez & Laura, 2019), shows that Zara also makes effective use of the Stakeholder Theory as its CSR policy is developed based on the Code of Conduct to suppliers and manufacturers which results in causing enhancements in the supply chain’s compliance with the standards of the organisation. Such as (Saha, 2023), already demonstrated that Zara prohibits forced and child labour which helps them in protecting their employees and respecting their human rights. However, (Gimenez & Laura, 2019), further shows that to monitor the compliance of such strategies Zara did it through quality control as the organisation carried out 11.247 audits of suppliers of which 101 did not comply and other 71 were exposed to corrective plans. Moreover, Zara is also working with ILO (International Labour Organisation) in various sessions for the promotion of effective practices along with the industrial global union which is entailed in the procedure of controlling the respect of human rights in their factories. Zara is also working transparently, by advertising annual reports certified by external organisations in which they offer details regarding their suppliers, revenue, employees, and states in which they are working. 
Therefore, using these CRM strategies, Zara is allowed to maintain their pricing at an acceptable stage, and by making products based on the customer’s needs and changed behaviours the company can improve CRM by gaining customer satisfaction which enhances sales and business revenue. In addition, using stakeholder theory, Needs Model, and Behaviour theory, Zara can enhance their CRM by offering better working conditions to the employees, meeting the needs of the customers, enhancing employee engagement, and gaining customer satisfaction, which directly leads to enhanced business profitability. 
[bookmark: _Toc139292442]Conclusions and recommendations
Therefore, this report concludes the ethical and sustainability policies used by Zara. Such as transparency, Net Zero by 2040, Environmental Sustainability, Animal Welfare Policies, and Marker Well-being. In this regard, transparency has allowed the organisation to gain customer loyalty as well as enhance employee engagement, thus improving the quality of CRM. Whereas, assuring that a healthy and safe working environment is offered to employees, Zara’s CRM can enhance its quality as it has improved the engagement of the workers. However, as the company is working in accordance with the animal welfare policies it is also able to cause a positive impact on its CRM strategy by increasing customer satisfaction. In addition, there are a few quality models and theories which are used by Zara such as the Needs Model, Behavioural Theory, and other Stakeholder theory results in improving the quality of the CRM of Zara. Comprehensively, it can be stated that the ethical and sustainability policies of Zara impart a positive influence on the quality of CRM. 
While on the other hand, it is also analysed that Zara is still facing some issues related to the implementation of ethical policies and other sustainability policies to improve the quality of CRM strategies. Therefore, it is recommended that Zara must associate with other fashion brands to manufacture more sustainable products by avoiding the use of faux leather. Moreover, the company must also associate internally with other units such as the marketing team, sales team, and other support teams to exchange details related to their consumer so that the company may be able to solve the concerns instantly. Thus, it is recommended that Zara adhere to collaborative CRM to further enhance the quality of CRM strategies.  
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