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Executive Summary

The purpose of this report is to discuss how ethics, sustainability and quality have an impact on customer relationship management (CRM).  A brief analysis as to why all three play an important role for customer service is detailed in the findings.  The findings also include organisational examples from different sectors discussing how each organisation implements these strategies to connect organisational and customer values together.  

British Airways, Reve En Vert and Rapanui are all examples of ethical and sustainable organisations.  After thorough research the findings indicated how each organisation uses ethics and sustainability to maintain profitable revenue for the companies.  However, some drawbacks have also been recognised raising questions on the effectiveness of the CRM systems in place.   

Quality management theories/models have also been used to identify how the organisations focus on increasing quality customer service.  British Airways implements the Juran theory within the organisation and the findings detail how the company has put the theory into practise.  Management by Wandering Around (MBWA) theory, is a concept followed by Reve En Vert and Rapanui and the report findings discuss how this theory is producing effective results for both organisations.  

The conclusion highlights the positive and negative impacts of ethics, sustainability and CRM systems  and how effective theories may help organisations.  The report ends with relevant recommendations that may help better customer relationship management which potentially may lead to a long term sustainable organisation.   
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Introduction

A combination of moral principles defines the term ethics.  Ethics dictates how individuals take decisions and direct lives.  Ethics may relate with what is positive for individuals and society and is characterised as moral philosophy.  According to BBC (2014), dilemmas within ethics include good lifestyle, rights and responsibilities, right and wrong language and moral decisions deciding which is positive or negative.  Concepts of ethics may be derived from cultures, philosophies or religions. 


Ethics within an organisation may be a review of essential business policies and controversial subjects that consist of corporate governance, bribery, discrimination, social responsibility, insider trading and fiduciary responsibilities.  Often the law guides these ethics however there are times were basic business ethics may provide guidelines which businesses may select to follow in order to receive customer approval (Suttle, 2019).  


Business ethics should establish a basic level of trust between consumers and marketing participants to ensure fair treatment is available to the public.  According to Twin (2019), the awareness of rising consumer-based society that indicated concerns about the environment, corporate responsibility and social causes developed the concept of business ethics.  It has now evolved and goes beyond the moral decision of wrong or right as it reconciles what organisations should legally fulfil yet still maintain a competitive advantage over businesses.   

Achieving present needs without compromising with future generation needs is described as sustainability.  It can be composed into three pillars which include economic, social and environmental aspects that are also recognised as profits, people and planet.  According to Grant and Kenton (2019), a sustainable business focuses decisions for years and decades rather than quarterly reports and considers many factors apart from loss or profits.  In most cases organisations would set sustainable goals that are reasonable and work towards achieving them. 

Two main categories address sustainability within an organisation, business effects on the environment and the social effects.  A sustainable organisation’s goal should be to positively impact either one.  Failure to assume responsibilities may lead to issues like environmental degradation, social injustice and inequality (Mckinsey & Company, 2019).  

As well as addressing the global challenges, sustainability may also drive business success.  Investors analyse using metrics such as environmental, social and governance (ESG) to establish the ethical impacts and sustainable practises.  Factors like carbon footprint, community developments, water usage and diversity are taken into consideration (Grant and Kenton, 2019).  

Quality is a term that refers to organisational performance for stakeholders from improving the products, systems, processes and the services provided to ensure the association is efficient and effective.  CQI (2019) suggests, quality managing within an organisation is to ensure the company delivers the product or service that is fit for the purpose and of excellence.  It not only ensures the standard of quality remains the same but also helps constant improvements.     

Stakeholders take the ultimate decision when deciding an acceptable level of quality, this means everyone associated with the organisation may have a contribution in how and what the company does.  An organisation’s main stakeholders are the customers however employees, investors and suppliers are equally important stakeholders.  The organisation may only deliver an acceptable level of quality if it thoroughly understands the requirements of the stakeholders and strives to meet those needs and looks at exceeding expectations in present times and the future (MBN, 2019).         

Customer relationship management (CRM) is a way of managing customer data and interactions with the organisation.  The purpose of the CRM is to understand the current and potential customer relationship in order to identify customer contributions to the success of the organisation.  According to Sales Force (2019), this system may help an organisation to keep well connected with the customer, enabling customer retention and increased profitability.  CRM provides a platform where customers may be segmented according to customer requirements to provide a more personal and customer-oriented service.  It can also be used to improve the quality of service provided and collect essential feedback for future progressions.   



















Findings

Ethics

When using the CRM system for collecting customer data, organisations address some ethical issues.  CRM systems ensure secure methods are adapted when acquiring customer data and use a verification method when information is being shared.  Sensitive information such as credit card details or medical histories are obtained in a secure environment and transferred to databases in a securely manner.  Verification of customers as well as accuracy is a critical element that organisations consider before data is submitted.  Although high security systems can be expensive, it is ethically essential for the organisation (Markgraf, 2017).  

Most ethical organisations adhere to some common principles when storing customer information.  These are agreement from the customer to hold information, customer access to own details and the right to withdraw information at any time.  Richmond (2012) suggests, organisations also comply with policies and procedures to discard information that is no longer required or withdrawn.  As information held may be very sensitive, an ethical organisation makes it essential to maximise the privacy extent putting data in locations that is hard to access by intruders.  Customer information is only used for CRM related tasks and employees follow through strict restrictions when sharing data with sub-suppliers.  Organisations that implement the ethical approach with CRM and are consistent, clear and use a nonintrusive system can benefit from long lasting customer retention.  

Sustainability

A CRM system offers a platform that outlines an accurate forecast of the sales and marketing efforts which may enable a sustainable business growth.  According to Lund (2019) the system enables tracking of potential customers that are interacting with the organisation both online and through offline channels.  This gives sales teams opportunities to engage with customers eventually turning them into loyal customers.  Developing a strong relationship with current and potential customers can allow sale departments drive sustainable growth for the business.  

A successful sustainable growth may only be possible when sales and marketing teams unite as one.  The CRM allows both departments to have access to information making targeting highly profitable customers easier and allowing both departments to work together as a whole.  The system also gives a single access to data for both departments that may be used for individual customers.  A contacts report can contain useful details on a potential lead’s stage, contact date, demographics and other important information that may be used for networking opportunities.  It may also be used to close leads and recognise weak spots with the sales funnel (Mansoor, 2017).

To obtain sustainability it is essential for organisations to maintain customer satisfaction as it is a core element.  The CRM is an effective method to manage customers and leads, with the ultimate goal of delivering effective customer experience that will drive sustainability.  With the use of the system, organisations can learn about different aspects of customer needs in order to help improve sales and obtain loyal customers (Sales Force, 2019).     

CRM also gives the opportunity for employees to effectively communicate with one another, allowing employees to work together to achieve the business’s objective according to Lund (2019).  Progressions within the organisation may be constantly monitored and management can use the system to develop effective growth strategies.

Sales and marketing departments can also benefit by targeting the right customers with the right promotions saving precious marketing resources from being wasted.  Automated Segmentation of  customers and leads can be effectively carried out with the CRM system by monitoring shopping habits and patterns.  Mansoor (2017) suggests, regularly maintaining and updating the CRM system in place with relevant information and removing obsolete information that may negatively impact the organisation, may lead to a guaranteed sustainable growth for the business. 


Quality 

Obtaining quality data may be a challenge for businesses as firstly there is a lot of data around and secondly the constant growth of data may make it hard to keep up with, even with a strong and efficient CRM system in place.  However, it is essential for organisations to strive for data quality as unreliable data may damage company reputation and decisions may be misinformed.  Managing quality relies on customer expectations and satisfaction with products or services.  Inputting the correct and up to date information in the CRM system will help successfully manage the quality of data used (Winters, 2016).  

Many organisations always give consideration to the key processes that may help deliver high quality to customers as well as meeting the organisation’s value.  Maintaining quality can be a powerful marketing tool as it helps in understanding  the positive aspects that are associated with the organisations performance.  Quality management can also be referred to as marketing disciplines and may enhance the marketing efficiency for production, trading and distributions.  The quality of service offered via the CRM system may also give an organisation advantages over other competitors.  As competition is high in today’s modern era, it becomes essential for an organisation to deliver on high quality service which may form the basis of customer choice (Havlicek, Breckova & Zampeta, 2013).          

British Airways 

British Airways, an airline service focuses on increasing quality service to customers using the company’s ethical stance and business strategies to maintain sustainability.  According to British Airways (2019), the organisation believes in managing business with responsibility, reducing environmental impacts and celebrating diversity.  This strategy helps protect the airline company’s reputation and reduces public perceptions about their marketing investments.  

The company focuses on providing an aircraft which is sensitive to noise and air quality and engages with relevant communities on these matters.  UCL (2019) suggests, It also invests in sustainable fuel options with efficient flying of the aircraft to reduce the consumption of fuel being used.  The organisation offers full support to global regulations and uses modernised fleet to reduce waste levels and increase recycling.  The quality features of the aircraft increase the level of comfort for travellers encouraging customers to use the services again.   

British Airways say customer service is at the heart of the organisation and use their effective CRM system to fulfil customer expectations.  Customers are assured of safe and comfortable operations and continuous investment of aircraft facilities are made to provide additional help for customers in need.  Physical and mental wellbeing of employees are taken care of resulting in an inclusive culture to develop initiatives and produce a diverse workforce.  The organisation also invests on community programmes providing support and funding to charities during humanitarian crises, making customers that share the same values become more prone to use the organisation (British Airways, 2019).    

The company’s ethical belief requires employees to act with integrity in conformance with company policies and the laws of the countries in which employees work for.  Terms of the IAG supplier code is conducted which includes honesty and integrity, safe working environment with employees being treated fairly, to reduce environmental impacts and provide transparency while improving supply chain standards.  The use of their ethical policies encourages employees to be consistent when following the company strategy of customer care (Crossfield, 2018).

To maintain a more sustainable organisation the company operates in an environmental responsible manner to help the aviation industry to achieve a sustainable growth and as climate change is a challenging factor, British Airways focuses on reducing the company’s carbon emissions (Hermes, 2017).  These ethical policies are used as a powerful marketing tool within their CRM system.   

British Airway’s ethical approaches and sustainable methods help to engage and target value driven customers.  As the company states not all consumers prioritise price over service.  The company’s serviceability is their main brand differentiator and it believes customers may be willing to pay more when organisational and consumer values match.  This CRM approach has been proving profitable for the company as although the airline industry has been suffering in huge losses over the last five years, British Airways has stayed solidly profitable (Prokesch, 1995).

Juran model 

Joseph Juran created a theory that affected quality control in engineering after the WW2 which was used in Japan to help re-build the economy.  The theory then continued to be developed throughout Juran’s lifetime.  The quality management theory was recognised among other management theories like the six sigma and lean manufacturing according to McGowan (2019).    

The theory uses three key stages quality planning, quality control and quality improvement.  The idea behind the theory was to focus on company quality management processes, recognising the consumer needs and aiming to achieve those needs, setting achievable goals and being consistent and having processes that can be implemented in real life conditions.  However, Juran explained management would need to be sincere and committed for the theory to work (Juran, 1992).       

British airways started applying the TQM model in 1987 as it decided to focus on the transformation of the company from an engineering based organisation into a market oriented company.  Key factors such as cost reductions, excellence in customer service, increase in marketing alliances and partnerships and using technology to maximise returns on flights were objectives that the company recognised would need strategies and processes to accomplish according to Madar (2015).  The TQM was implemented in the technical workshops to create vision and inspire the employees as the company felt this would help deliver a world class service to the customers.   

To understand the controversial issues and problems affecting employees, surveys were distributed to employees, customers and suppliers using an analysis of the cost of quality.  Madar (2015) suggests, employee activities were broken down to collect the quality costs using three main areas, anticipation, assessment and failures and management assessed employees when performing quality activities.  Information collected from the surveys then lead to a diagnostic report identifying areas for improvement.  

To tackle these areas management were sent on courses and participated by submitting ideas and action plans involving the employees creating quality improving groups to actively conduct improvement projects.  As a result, today British Airways workshops are known as the finest in the aviation sector by consumers, competitors and by the company itself.  Positive changes developed two years after the TQM was implemented and the company still continues to apply quality management on the employees, consumers and the processes used (Madar, 2015).   

However recent customer experience has raised questions about whether British Airways is delivering what it claims “To Fly, To Serve” as poor levels of customer service has been identified in the last few years.  Many system related problems have been causing check in delays, flight cancellations and upgrade issues leaving customers dissatisfied (Gollan, 2017).  Customers hold a perceived quality of the organisation as the company services comes with highly over rated premium prices.  Furthermore, as the company intends to cut costs, employees are being made redundant and the lack of employees is having negative impacts on the company’s reputation.  Additionally, in 2018 the company had a data breach where hackers stole customer financial information leaving a sense of personal invasion and worry for customers.  Although the company was quick to address the breach the news left customers reluctant to travel with airline company (Chapman, 2018).   

Rêve En Vert


Reve En Vert, a fashion retailer adapted sustainability or as they say “honest luxury” as the core value of the organisation.  The company ethos states sustainable luxury is quality style that is developed in a conscious place and their designers are held to four tenants: organic, re-made, local and fair.  The company established their belief system based on these tenants which governs everything the organisation does (Reve En Vert, 2019).     


Reve En Vert commits to raising awareness of how customers view the fashion industry through their CRM system.  Designers are selected based on having the shared beliefs with the organisation that operate businesses by treating the people involved with respect and showing care for the planet yet still maintaining collections that make consumers feel good according to Schaverien (2018). 

Reve En Vert (2019) suggests some consumers may feel sustainability may mean the clothing might not be of high end or fashionable, however the founders emphasise on the aesthetics and durability of the labels they market.  This is achieved via their marketing strategy within their CRM system where consumers are sent promotions displaying latest trends and products that are being used.    

Reve En Vert provide an online luxury shopping experience for customers where each product provides a drop down menu explaining about the origins before a customer decides to buy.  These features allow the organisation to build a more effective relationship with the consumer, optimising the shopping experience (Reve En Vert, 2019).  

Environmental impacts for international deliveries are also being tackled by the organisation as the company takes part in charitable donations from all shipping costs according to Reve En Vert (2019).  This ethical approach is used to engage the company’s international buyers making customers feel at ease when purchasing the company products.  

Reve En Vert understands that to succeed as an organisation it needs to keep up with the constant challenge of shaping beliefs.  The company anticipates that consumer awareness is growing, and customers want to know where and how products are being made.  Therefore, they offer an open platform to the customers giving opportunities to ask questions and engage with employees before and after purchases.  This CRM approach may help the company to secure and retain loyal and profitable consumers (Schaverien, 2018).

This organisation has successfully established excellent customer service with their business strategies and has made strong relationships with consumers adapting ethical ways.  The only drawback for Reve En Vert is that being a sustainable organisation, some customers make a perceived conception about the fashion within the company as not being of high end, but the organisation use their shopping site to tackle this misconception by making their clothing and accessories the main features (Becque, 2014).

 Rapanui

Rapanui a manufacturing company started business focusing on making fashion more sustainable using an ethical approach and taking responsible employment seriously.  The company uses low impact aesthetics such as organic cotton and seeks ethical suppliers that share the same values as the organisation.  Investments are made in low printing technologies with the use of renewable energy to power machinery and Rapanui always look to constantly improve the business (Rapanui, 2019).       

The organisation aims to make sustainable products competitive and make consumers aware of how products are made as Rapanui believes this will help consumers make better choices when purchasing products.  As well as organic cotton the factory is wind powered and prints are made with low waste technology systems yet still delivering prestige performance.  A traceable map is available for consumers to help conscious choices at the point of purchase.  A unique store credit is offered to consumers to return products back to the organisation when the product reaches its end of life.  To speed up change, Rapanui has incorporated technology which helps consumers build brands on the company’s supply chain and a ten year journey Rapanui has used in establishing the company is now at consumer fingertips which only takes minutes when making purchases (Rapanui, 2019).  These CRM strategies offer an easy access platform for consumers and the availability of the exceptional interacting tools, deliver a good consumer experience resulting in a unique serviceability from the organisation. 

Rapanui believe consumers do care about sustainability however do not always understand the concept and end up facing challenges when deciding on purchases.  Recognising where and how products are produced can be difficult, and in some cases even if the consumer is making an informed choice the product may not exist leaving consumers to compromise with what is bought according to Rapanui (2019).  This is why the company focusses on creating materials and economies to make products at competitive prices with clear and informative promotions believing this will attract profitable consumers.  Rapanui holds purchasing power at the heart of the organisation and the company’s mission is to engineer supply chains, products and consumer solutions connecting the organisation with consumer needs.  Rapanui’s CRM is focused on making the consumer shopping experience clear and effortless fulfilling the needs and wants of customers whilst still maintaining the core values of the company.               

Rapanui customer ratings prove how ethics and sustainability can be a successful business strategy to retain and draw new customers that are potentially profitable to organisations.  Apart from few returns, which the company stresses should be normal for all organisations, the company is successfully interacting with consumers on a regular basis and delivering great customer service according to Trust Pilot (2019).  Rapanui custom made clothing, store credit facilities and other promotions are helping the consumers to really connect with the company and feeling part of the organisation taking customer experience to a high level.  

MBWA

MBWA or Management by Wandering Around is a powerful method used by management to connect with employees by constant interaction.  It is a strategy which requires various skills like active listening, giving recognition, appraisals and observing employees.  It allows management to engage with employees and adapt to processes that help the smooth running of the organisation.  The focus is to listen and collect data and to resolve any issues within the workforce (Mind Tools, 2019). 

According to Anastasia (2017), MBWA may help managers become more approachable and make it easy for employees to interact more by using effective communication.  Working as a team and connecting with the front line may also raise commercial awareness and problem solving ideas may leap forward.  A knowledgeable team would be better equipped to deliver the roles required and acknowledging employee contributions may form a more energised work flow.  The interaction between management and employees may also increase morale which may lead to a boosted accountability and productivity.

Reve En Vert and Rapanui adapt to this style of management as both organisations focus strongly on the ethics of the company and believe employees have the most impact on consumers.  Starting from the roots to where the organic cottons are picked to the packaging before distribution, management shadow each and every part of the production constantly engaging with the employees and over-looking all stages for that perfect finish.  Every employee has a story which is shared on the company’s websites giving credit and recognition to employee contributions.  This has increased morale within the organisations resulting in contempt employees that feel part of the company and strive towards increased productively which reflects in their fast customer services.  As a result, both organisations are flourishing and heading towards long term sustainability (Reve En Vert, 2019 & Rapanui, 2019).                











Conclusion/Recommendation

Ethical and sustainable organisations may have a real impact on core customers that share the same values.  Although price can be an important factor, buyers now seek to understand the origins of a product and to recognise how an organisation is producing the products that are being sold.  Consumers also prefer when organisations create a fair and respectful environment for employees as employees play a vital role in delivering high standard customer experiences (Mansoor, 2017).

CRM systems may create opportunities for businesses to build great customer experiences and interactions according to Sales Force (2019).  Organisations like British Airways, Reve En Vert and Rapanui use ethics and sustainability to improve the quality of service offered to consumers.  By providing easy and convenient methods of fulfilling customer requirements and regularly engaging with consumers and employees, these businesses are striving and hope to maintain long term sustainability for years to follow (British Airways, 2019, Reve En Vert, 2019 & Rapanui, 2019).

Although there may be some drawbacks, the use of quality management theories within organisations may help to improve and rectify these issues.  Juran (1992) suggests quality management theories may contribute towards an effective employment strategy resulting in committed employees forming a quality improvement team.  These teams can then look to actively make improvements taking into consideration the cost of quality and how the theories help gain profits for the organisation.     
          
Despite some negative reviews British Airways is still a profitable organisation in the aviation industry and has established an excellent reputation based on previous customer service according to Prokesch (1995).  However, has failed to keep up standards due to the number of employee cuts made within the organisation.  Therefore, rather than reducing employees it would be more appropriate for British Airways to invest in capable and empowered frontline employees to recover from the negative impacts and to maintain long term sustainability (Ott, 2017).  

Ott (2017) also suggests as well as employee investment another effective recommendation for British Airways would be to tackle the system related issues discussed specially with the data breach it becomes essential for the organisation to take extra security measures to ensure it can retain those loyal and potential customers.  Reve En Vert and Rapanui are truly a great example for British Airways displaying how the use of ethics and sustainability can improve customer relationship quality and lead to a successful and profitable organisation (Reve En Vert, 2019 & Rapanui, 2019).               
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