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1. Executive summary:
In these ages of strong rivalry, consumers’ preferences and desires are changing continuously, and to be competitive, even the most successful companies should change constantly their strategies to meet the new consumers expectation.
In this report is highlighted the importance of ethical and sustainable marketing, and implementation quality processes and strategies, emphasizing their positive impact on Customer Relationship Management (CRM) for companies, with a specific focus on Emirates Airline. The Total Quality Management (TQM) is considered as a method for improving organization internal processes and fostering a culture of continuous improvement.
These strategies not only promote brand loyalty, but also contribute to long-term customer satisfaction and retention. Implementing these practices is examined as a manner to position Emirates as an innovative, modern, and customer-oriented company, which offers high quality service. By combining products, services, information, and experiences the airline create a value proposition, resulting in improved customer relationships and overall business success.
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2. [bookmark: _Hlk139177207]Emirates Ethical and Sustainability policies 
Emirates Airlines is one of the top five airlines in the world, which have a five-star Skytrax’s rating. Founded in 1985, it started with just two aircraft, and in 2022 the company operates with more than 254 passenger and 10 cargo aircraft, as offers flights departing from Dubai to six continents with worldwide standards of service. With 2500 weekly flights to more than 135 destinations, in 77 different countries across the world, specific cargo programs and passenger travel, it is the most profitable airline in the world with a profit US$ 2.9 billion for 2022-23 with an exceptional profit margin of 9.9% and revenue up 81% over 2022 result. (Emirates Group, 2023). 

[bookmark: _Hlk139177272]2.1.  Emirates’ Ethical Policy 
Marketing ethics refers to the moral principles and values, that guide the behaviour and actions of marketers in their promotional activities and relationships with customers, stakeholders, and society at large. That strategy emphasizes not only how the product benefits the customer, but also how it benefits socially responsible or environmental causes as well. Ethical marketing practices are “related to the systematic study of how marketing decisions, behaviour, and institutions are incorporated with moral standards” (Tan and Salo,2023), and they are essential for building trust, maintaining customer loyalty, and ensuring long-term business success.
Emirates implements various initiatives to ensure ethical conduct as upholds a strong commitment to ethical business practices (Figure 1), which are reflected in various aspects of its operations and include:
· Fair Employment: Emirates maintains its extremely effective ethical approach among the workforce, and despite employing more than 45,000 people from a variety of cultures and nations, the airline ensures fair employment practices, such as non-discrimination, equal opportunity, and fair wages for its employees. Furthermore, the airline recognizes the importance of employee satisfaction and has implemented various initiatives, such as rewarding compensation structure, discounted or free flights, career development and wellness practices to foster a positive work environment. According to ORIGINAL EMPIRICAL RESEARCH (2019), customer and staff satisfaction are positively correlated and “employee satisfaction spill over to customers and favourably influence customer satisfaction”. (Hogreve et al., 2017)
· Anti-Corruption and Bribery: The company has a zero-tolerance policy for corruption and bribery, promoting transparency and integrity in its operation. Emirates prohibits any form of bribery and extortion, whether directly or indirectly, and emphasize compliance with relevant anti-bribery and corruption laws. In that way the company demonstrates its dedication to responsible business conduct and that fosters a positive brand reputation, which enhances customer loyalty and advocacy.
· Data Privacy and Security: Emirates prioritizes the protection of customer data, complying with global data privacy regulations and implementing robust security measures. They believe it is a major “part of customer relationships” (Chen and Jai, 2021) and a “key to developing customer trust and revenue”. (Schneider et al., 2017). The company states that “Safety is at the centre of everything at the Emirates Group” (Emirates Group, 2023), and clearly demonstrates its commitment to social responsibility and dedication to protecting its customers, as establishes a Data privacy team, which follow rigorous safety standards, and also, use secure communication channels such as SSL (Secure Sockets Layer") or TLS (Transport Layer Security). 
· Fair pricing practices and transparency: Emirates focuses on being transparent in its marketing efforts. This involves providing accurate, timely and honest information regarding services, pricing, and policies potential limitations. By setting realistic expectations, Emirates can build trust with its customers and establish a strong foundation for long-term relationships.
· Social Responsibility: Emirates actively engages in corporate social responsibility initiatives, focusing on areas such as community development, education, healthcare, and humanitarian aid. The Emirates Airline Foundation supports over 50 programmes in 9 countries, as 14 of them are currently supported. The biggest one is The Emirates Friendship Hospital, which opened in 2008 in Bangladesh, with 6000 services provided for more than 650K patients, residing in remote rural regions.
· Anti-slavery and human trafficking policy: The company openly states his “zero tolerance approach to Modern Slavery” (Emirates Group, 2021/2022) and demonstrates its commitment to raising awareness about human trafficking by invested in comprehensive training programs for its staff how to respond appropriately. The airline conducts various campaigns to educate the general public about human trafficking such as in-flight announcements, videos, and brochures that provide information on the issue, its consequences, and how individuals can help combat it.
· Loyalty programs: Emirates continuously pursues its well-established capability through its loyalty programmes, for instance Skywards, which allows passengers to earn and redeem miles when they fly with Emirates or its partner airlines, as well as through various other activities; Dubai Connect, which allows passengers with a layover of a certain duration to enjoy a hotel stay, transportation, and other benefits during their stopover in Dubai.

Figure 1. Emirates’ Ethical policy

2.2. Emirates’ Sustainability Policies: 
Sustainable marketing refers to conducting the company’s operations in an environmentally responsible and socially conscious manner, while also considering the long-term economic sustainability of the business; it fosters the balance between environment care, society well-being, and economy growth. Fuller (1999) states that sustainable marketing is the process of pricing, developing, promoting and distributing products in a way that the following three criteria are met: “(1) customers’ needs are met, (2) organizational goals are attained, and (3) the process is compatible with ecosystems. (Marcel and Dragan, 2014)
Emirates recognizes the importance of sustainability and has integrated sustainable practices into its business model (Figure 2), such as:
· Carbon Emissions Reduction: Emirates invests in modern aircraft, and utilizes advanced technologies to improve fuel efficiency, thereby reducing carbon emissions. According to their report, they “are ring-fencing US$ 200 million to invest in advanced fuel and energy solutions for aviation”. (Emirates Group, 2023) The company actively seeks opportunities to adopt cleaner energy sources, through investment in solar power systems and electric vehicles.
· Waste Management: The airline focuses on waste reduction, recycling, and responsible disposal of waste generated during its operations. Emirates states (2023), that trough their program “Recycling on Board”, they recycle more than 500 000 kilograms of plastic and glass annually, and their eco-friendly blankets, children’s plush toys and reusable onboard amenity kits are made from recycled plastic bottles.
· Conservation and Biodiversity: Emirates is committed to fighting illegal wildlife trafficking and preserving wildlife and habitats, protect indigenous fauna and flora, through various initiatives, conservation partnerships, and sustainable operations. 
Ethical and sustainability policies effects customer experience and provide opportunities for Emirates to interact with customers on a personal and deeper level. The company's initiatives, encourage customer participation in charitable activities, such as:
· UNICEF's Change for Good program, where passengers can donate spare change. This initiative not only showcases the airline's commitment to social responsibility and contributes to a noble cause, but also strengthens customer perception of the brand. 
· Emirates' "Eco Thread Blankets" made from 28 recycled plastic bottles exemplify the airline's sustainability commitment. This initiative not only reduces waste but also provides a unique and eco-friendly experience to passengers, promoting customer satisfaction and loyalty.


Figure 2. Emirates Group Sustainability Statement (2023)
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(Source: Emirates Group, 2023)
Through such engagements, Emirates builds significantly stronger relationships with its customers, differentiate itself in a competitive market, and fostering a sense of community and shared value. 

3. Emirates’ Quality Theory
Customer Relationship Management (CRM) refers to a system or strategy implemented by businesses to manage and analyse interactions and strong relationships with their customers. The primary goal of CMR is enhance customer satisfaction and loyalty by enabling businesses to understand and respond to customer needs effectively. CRM is “a top priority for organizations” (Becker et al., 2009), which focuses on the building “strong, mutually-beneficial relationships with their customers” (Akhavan and Heidari, 2012), in order to improve “customer acquisition, customer retention, customer loyalty, and customer profitability" (Ngai et al., 2008)
“CRM is about managing customer knowledge to better understand and serve them. It is an umbrella concept that places the customer at the center of an organization.”                                                 (Akhavan and Heidari, 2012, p.4)                                
By centralizing customer data and providing insights into customer behaviour and preferences, CRM systems help businesses personalize their marketing, sales, and customer service efforts. 
Figure 3. Emirates’ Total Quality Management (TQM)
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As an international and national airline, Emirates Airlines uses Total Quality Management (TQM) to pursue its organizational growth and success. It is an approach that aims to improve quality and efficiency of an organization's services or products “by bringing together all of the people, processes, strategies and technologies require to produce outstanding results” (Lee et al., 2003), and “greater customer satisfaction”. (Obaid et al., 2015). Moreover, it is stated as a tactic to boost competitiveness by increasing the efficacy of all processes and functions (Ambroz, 2004).
The company places great emphasis on the quality of its services, ensuring that each customer interaction is of the highest standard, and utilizes various TQM practices that help the company “have gained customers, repute, profit and business worldwide”. (Gul, et al., 2012) and achieve its ISO 900 certification. Here are some of the Total Quality Management (TQM) practices, implemented by Emirates to improve service and achieve customer satisfaction:
· Customer Focus: the company has a comprehensive customer feedback system in place, including post-flight surveys and online feedback forms, to gather passenger opinions and preferences. They analyse the results for identify areas of improvement, and make changes accordingly, such as enhancing onboard services, meal options, and entertainment offerings.
· Employee Empowerment: Emirates recognizes the importance of its employees in delivering excellent service. They empower their employees by providing them with the necessary training, resources, and authority to make decisions that directly impact customer satisfaction. This enables employees to take ownership of customer issues and resolve them promptly.
· Continuous Improvement: Emirates regularly conducts performance evaluations and measurements to track key quality indicators, including on-time performance, baggage handling, and customer satisfaction rates. They establish quality improvement goals and initiatives, such as reducing flight delays or improving the speed and efficiency of check-in and boarding processes.
· Process Orientation: Emirates focuses on streamlining processes and optimizing operational efficiency. For example, they employ advanced technologies to automate check-in and baggage handling processes, reducing wait times and improving overall customer experience. They continuously evaluate and improve processes, such as aircraft maintenance procedures, to ensure safety, reliability, and adherence to industry standards.
· Leadership Commitment: Emirates' top management plays a crucial role in setting a clear vision, mission, and quality policy that emphasizes customer satisfaction and continuous improvement. They communicate the importance of quality, set clear objectives, and allocate necessary resources to achieve those objectives, which establishes a culture of quality throughout the organization..
· Data-Driven Decision Making: Emirates Airlines collects and analyses data from various sources, including operational systems, customer feedback, and industry benchmarks, to make informed decisions. They use data to identify trends, spot areas for improvement, and prioritize initiatives that will have the greatest impact on enhancing quality and customer satisfaction.
· Communication: The airline maintains open and transparent communication channels and establishes a culture that encourages collaboration, innovation, and continuous improvement. This approach guarantees that everyone involved in the process is aware of the goals, expectations and requirements. Effective communication could lead to increasing customer satisfaction by ensuring that their needs are understanded and met.
· Technology Integration: Emirates leverages technology to streamline operations and enhance the customer experience. They have invested in advanced reservation systems, online check-in facilities, personalized in-flight entertainment, and other digital solutions to make the travel experience more convenient and enjoyable for customers. 
· Service Recovery: In the event of service failures or customer complaints, Emirates focuses on effective service recovery. They have dedicated customer service teams trained to handle such situations promptly and effectively. By addressing customer concerns and providing appropriate remedies, Emirates aims to turn negative experiences into positive ones.
· Strong Supplier Relationships: Emirates maintains strong relationships with suppliers to ensure the quality and reliability of the products and services they provide. This extends to aircraft manufacturers, catering companies, ground handling services, and other partners involved in their operations. By working closely with suppliers as Dubai National Air Transport Association " Dnata”, one of the world's largest in-flight caterings companies, Emirates sustains high standards throughout the customer journey through ensuring world-class services.
Emirates' commitment to TQM practices has helped them establish a reputation for exceptional service and customer satisfaction. By prioritizing customer needs and continuously improving their processes, Emirates strives to exceed customer expectations and deliver a superior travel experience.

4. Conclusion and recommendations
By integrating ethical considerations, sustainability practices, and implementing the TQM principles into their CRM systems, Emirates has demonstrated a commitment to customer satisfaction, social responsibility, and environmental stewardship. That improves customer relationships by building trust, enhancing brand reputation, increasing customer loyalty, facilitating effective communication, and fostering personal connections. 
Furthermore, by aligning their values with those of environmentally and socially conscious customers, Emirates creates deeper connections with its target audience, fosters a sense of understanding and transparency and differentiate themselves from competitors. These collaborations not only contribute to society and environment, but also create opportunities for customers to participate in meaningful causes, further strengthening the customer-company relations.
Having analysed the strategies of Emirates, related to CRM, exist possibility to propose some certain recommendations. First of them is to continuously monitor and evaluate ethical and sustainability performance within the CRM systems to ensure ongoing compliance with industry standards and best practices. Integrating sustainability into marketing campaigns “to attract the growing market of environmentally aware consumers” (Taghian and DSouza, 2008).
Also, continuously leveraging customer feedback to identify areas for improvement could help the company to constantly improve their service, as the “timely monitoring of customer satisfaction to ensure that service quality is being maintained”, which could make the airline more adaptive to the future ever-changing customer requirements
Additionally, Emirates should seek collaborations and partnerships with recognized ethical and sustainable organizations, such as environmental groups or social responsibility initiatives. These partnerships will further validate Emirates' commitment to ethical practices and strengthen the link between their policies and the quality of their CRM system.
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