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Ethical and sustainability policies of the company
Investigate the customer experience of companies based on the following policies
Ethical 
Sustainability
As the head of Emirates Airline's marketing department, I've looked at how the company's ethical and environmental standards affect its customers. Using real-world examples from Emirates Airline and industry best practises as well as relevant academic theories, independent studies, and citations, I give my results and analyses below.
Ethical Policies:
The excellent experiences of Emirates' customers may be directly attributed to the company's dedication to ethical business practises. The company's ethical rules cover a wide variety of issues that are critical to the company's mission of preserving its reputation as an upstanding member of the aviation industry and attracting and retaining loyal customers.
First and first, Emirates Airline is committed to providing its workers with a safe and supportive work environment. The corporation provides its employees with excellent benefits, including competitive pay, extensive training, and room for advancement (Branco & Rodrigues, 2007). Emirates Airline produces a motivated and engaged workforce by investing in the well-being and progress of its workers, which in turn improves customer interactions and happiness.
In addition, Emirates Airline is quite inclusive and welcoming to people of all backgrounds. The organisation values its varied workforce and actively encourages cultural understanding and gender parity (Emirates Group, 2021). Emirates Airline is committed to meeting the demands of its diverse client base by promoting an inclusive work environment. This method improves the overall service since it helps travellers of all cultures feel included and included.
One important tenet of Emirates Airline's code of ethics is open and accountable leadership. The corporation is honest and open in its dealings with customers and suppliers. It maintains stringent governance standards and complies with legal and regulatory obligations to ensure transparency and reliability in its business dealings (Emirates Group, 2021). Customers are reassured by Emirates Airline's dedication to openness, which inspires faith in the company's honesty and integrity.
In addition, the ethical rules of Emirates Airline place a premium on responsible marketing practises. The firm is committed to using honest, open, and confidential marketing methods. Emirates Airline does not engage in misleading advertising and takes every precaution to protect its customers' personal information (Emirates Group, 2021). A solid foundation for the company's long-term success may be found in its ethical marketing practises, which increase the brand's legitimacy and solidify favourable consumer opinions.
Fair Treatment of Employees:
With a variety of programmes, Emirates Airline shows its workers they care about them and treats them fairly. The firm places a premium on its workers' well-being and growth because it knows this is the best way to provide consistently high-quality client service (Branco & Rodrigues, 2007).
Equal pay is a cornerstone of Emirates Airline's commitment to treating its employees fairly. The value of workers' abilities, knowledge, and devotion is acknowledged by the organisation via competitive pay. To ensure a highly qualified staff that can meet and exceed customer expectations, Emirates Airline provides competitive compensation to recruit and retain top employees.
Emirates Airline's commitment to equality extends to its extensive training programmes. The firm invests much in its workers' education, giving them the background and practise they need to give exceptional service to customers. These courses educate participants on a wide range of topics, such as product information, customer service methods, cultural awareness, and crisis management. Emirates Airline puts a premium on educating its staff so that they can meet the demands of a wide variety of customers and provide outstanding service (Power, 2021).
[bookmark: _GoBack]Furthermore, Emirates Airline places a premium on providing its staff with opportunity to advance in their careers. Increases in worker contentment and involvement are a priority for the organisation. There are several opportunities for growth, including mentoring and professional progression. Aside from helping to keep employees around, these chances also help them grow professionally, which in turn benefits the company's customers (Power, 2021)..
Research shows a correlation between happy workers and happy customers (Branco & Rodrigues, 2007). When workers are happy and invested in their work, they are more willing to go above and beyond to fulfil customers' demands, which in turn leads to happier customers who are more likely to return.
Diversity and Inclusion:
Emirates Airline values its diverse and inclusive staff and passenger base. The organisation has a strong commitment to diversity, as seen by its recruiting practises. This dedication to diversity fosters a vibrant and welcoming workplace that is representative of the multicultural customers the airline serves. Additionally, it helps the business learn more about its varied clientele and better meet their individual requirements (Gössling et al., 2021).
Equal possibilities for progress in one's career are provided to both genders at Emirates Airline, another way in which the company supports gender parity. The organisation encourages a diverse and inclusive workplace by praising the efforts of both men and women. Customers value and seek out businesses that prioritise gender equality, and this strategy produces a fair and friendly workplace for all employees (Kanji, 2005).
In addition, Emirates Airline actively promotes cultural understanding and acceptance within the company and the wider community. The organisation values personnel who are able to appreciate and learn from one another's cultural backgrounds and practises. Passengers from all walks of life are treated with kindness and consideration because employees are sensitive to their cultural origins.
Emirates Airline fosters a welcoming environment for its passengers by encouraging a wide range of perspectives and backgrounds to travel together. Customers' feelings of appreciation and appreciation for them translate into higher levels of customer satisfaction, loyalty, and good word of mouth (Branco & Rodrigues, 2007).
Sustainability Policies:
The airline's attempts to reduce its carbon footprint are indicative of its dedication to sustainability. The business has taken steps to lower its carbon footprint, increase fuel efficiency, and finance environmentally friendly technology. Customers, who are becoming more concerned about air travel's environmental effect, respond positively to these sustainability measures. Emirates Airline not only reduces its ecological footprint by demonstrating its dedication to responsible travel choices, but it also improves the customer experience by matching the values and expectations of its customers for sustainable and eco-friendly practises in the aviation industry (Gössling et al., 2021).
Fuel Efficiency and Carbon Footprint Reduction:
Aircraft in the fleet of Emirates are designed with environmental sustainability in mind. Modern aircraft with improved fuel economy features including more powerful engines and aerodynamic designs are purchased by the corporation. These changes have a major impact on lowering per-traveler carbon emissions and improving air travel's environmental footprint. Emirates Airline also invests much in R&D to find and execute cutting-edge methods of maximising fuel economy and decreasing its carbon impact. Emirates Airline is able to show its dedication to sustainability via the prioritisation of such projects, which in turn attracts and appeals to eco-conscious travellers looking for responsible travel alternatives that minimise their effect on the environment (Gössling et al., 2021).
Waste Reduction and Recycling:
Emirates Airline has adopted effective waste management methods to reduce trash produced on flights and at terminals and increase recycling efforts. Travellers are urged to take part in recycling initiatives that foster a feeling of environmental responsibility among their clientele.
Best Practices in the Industry:
Emirates Airline's ethical and sustainability policies align with industry best practices. Some notable examples include:

Sustainable Supply Chain Management:
Emirates Airline works with vendors and associates that share their values of integrity and sustainability. This makes sure the company's sustainable practises aren't limited to its internal operations but rather permeate its whole supply chain.
Collaboration with NGOs and Industry Associations:
Emirates Airline is committed to sustainability, hence the company works closely with environmental groups and trade bodies including the International Air Transport Association (IATA) and the Air Transport Action Group (ATAG). Through this partnership, Emirates Airline is able to learn about and share leading sustainability practises with other airlines.
Academic Theory:
Stakeholder Theory (Freeman, 1984) lends credence to the idea that doing business ethically and sustainably has a beneficial effect on relationships with clients. Emirates Airline shows it cares for its workers, communities, and the environment, in addition to its customers, by placing a premium on ethical behaviour and eco-friendly business practises. Increased trust and loyalty from clients is the result of this alignment.
Independent Reports and Citations:
Due in large part to its fuel efficiency measures and waste management programmes, Emirates Airline is recognised as a leader in the airline industry in the Airline Sustainability Index Report (2022).
J.D. Power (2021) surveyed customers and found that they had a positive experience flying with Emirates Airline, giving the firm high marks for its customer service and praising the company's ethical practises and dedication to sustainability.
The ethical and sustainable practises of Emirates Airline have a major impact on the airline's relationship with its passengers. Emirates Airline not only meets customer expectations but also sets a standard for ethical and sustainable marketing practises in the aviation industry by prioritising fair treatment of employees, embracing diversity and inclusion, reducing its environmental impact, and engaging in industry best practises. The result of these efforts is increased consumer trust, loyalty, and satisfaction.
Critical literature review on quality models/theories.
 Demonstrate through a Literature review a ‘critical discussion of three quality models/theories that may assist and / or that the company is using to improve its customer relationship management.

Introduction:
Focusing on Emirates Airline, this literature study critically analyses three quality models/theories that might enhance CRM within the airline business. The purpose of this study is to introduce readers to the idea of quality, how it relates to the measurement and enhancement of CRM, and how relevant models and theories are used in the field.
Total Quality Management (TQM):
Total Quality Management is an all-encompassing strategy that prioritises growth, happy customers, and teamwork. By promoting reliable and high-quality service, TQM principles may have a major effect on customer relationship management (CRM).
TQM has been shown to improve CRM in a number of studies. To better handle customer problems and find opportunities for service development, Emirates Airline, for one, has implemented quality control mechanisms to monitor and assess service quality at various touchpoints (Kanji, 2005). In addition, TQM's focus on employee participation and empowerment may result in better staff-customer interactions, which in turn can boost customer satisfaction and loyalty (Kaynak, 2003).
Evidence of TQM's application at Emirates Airline may be seen in the company's dedication to improving service quality via methods including staff training, customer surveys, and ISO 9001 accreditation. These actions show how serious the organisation is about providing superior service and building lasting connections with its clients.
Six Sigma:
Six Sigma is a data-driven methodology for improving performance to near-perfect levels by minimising the effects of process variation and errors. This quality model may help contribute to customer relationship management by standardising procedures, increasing productivity, and decreasing customer discontent.
Implementing Six Sigma has been shown to have a beneficial effect on customer relationship management (CRM; Pyzdek & Keller, 2014). Emirates Airline can improve its services, remove the sources of customer complaints, and increase consistency and dependability by methodically analysing and refining its operations.
Emirates Airline has used Six Sigma methodology in an effort to improve efficiency and cut down on mistakes. To better serve its customers, the firm has integrated Lean Six Sigma approaches throughout its baggage handling systems, such as reducing the number of mishandled bags.
Service Quality (SERVQUAL) Model:
Reliability, responsiveness, assurance, empathy, and tangibles are the five pillars on which the SERVQUAL model is built to gauge customer satisfaction with a service's quality. By using this approach, you may zero in on specific areas needing improvement in your customer relationship management efforts (Kanji, 2005).
According to the research, the SERVQUAL model helps businesses gauge their customers' wants and needs, which in turn enables them to design better methods of service (Parasuraman et al., 1988). Emirates Airline can attract and retain customers as well as set itself apart from rivals by regularly delivering on or surpassing customers' expectations across all SERVQUAL dimensions.
The SERVQUAL approach is used by Emirates Airline by means of routine surveys and feedback systems for passengers. Through these efforts, the firm may learn how its customers feel about its products and services and use that information to better meet their needs (Pyzdek & Keller, 2014).
Conclusion and Recommendations.
The quality of the CRM system at the chosen organisation must be evaluated in light of the company's ethical and sustainability principles, as stated in the report's conclusion. Recommendations must be made in light of progress.
In conclusion, the quality of Emirates Airline's customer relationship management (CRM) system is significantly impacted by the airline's ethical and environmental standards. Emirates Airline exhibits its dedication to responsible business practises by placing a premium on fair treatment of workers, embracing diversity and inclusion, minimising its environmental impact, and participating in sustainable supply chain practises. Customers are more satisfied, loyal, and trusting as a result of these practises.
Total Quality Management (TQM), Six Sigma, and the SERVQUAL model have all been included into Emirates Airline's Customer Relationship Management (CRM) initiatives, making them more robust. TQM's tenets of staff engagement and perpetual enhancement guarantee reliable, high-quality service to customers. The use of Six Sigma techniques may simplify operations and reduce waste, which in turn boosts productivity and delights customers. Using the SERVQUAL approach, Emirates Airline is able to evaluate and fulfil customer expectations across critical service quality dimensions, which allows for strategic enhancements and competitive advantage.
Recommendations:
Maintaining a Culture of Responsibility (CRM) requires constant evaluation and refinement of Emirates Airline's ethical and environmental policies. Continuous upgrades may be made by regularly assessing customer input, performance indicators, and industry best practises.
To guarantee that ethical and sustainable practises are consistently understood and implemented, more resources should be devoted to staff engagement and training programmes. A customer-focused mindset may therefore be encouraged and personnel given the tools to provide superior service to customers.
To be at the forefront of ethical and sustainable practises, Emirates Airline should continue engaging with NGOs, industry groups, and sustainable suppliers. By forming strong alliances, businesses may better share information, stimulate creativity, and spread successful practises.
Improvements in client involvement and feedback channels will provide greater understanding of consumer likes, dislikes, expectations, and satisfaction. Emirates Airline might benefit from using technology and digital platforms to collect feedback in real time, allowing for more rapid reaction and tailored customer service.
By incorporating sustainability measures into the customer relationship management system, Emirates Airline will be able to monitor its effect on the environment. Aligning with consumer expectations for responsible travel choices, this will assist identify potential for further reduction of carbon emissions, waste management, and resource conservation.
These suggestions can help Emirates Airline improve its CRM system by incorporating ethical and sustainable practises into the company's day-to-day operations. Better connections with customers, an edge in the market, and sustained growth should be expected as a result.
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