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Executive Summary
The purpose of this report is to define what ethics, sustainability and quality are and find organisational examples, models and theories that can help organisations to improve their customer relationship management. 
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Introduction
The purpose of this report is to investigate the quality processes of organisations. This report will investigate what is meant by ethical processes and show what ethical processes are used by organisations. This report will also investigate what is meant by sustainability in business and show what sustainability processes are used by organisations. This report will also look at the definition of the term quality and will discuss a variety of quality models and theories that are available to organisations. This report will also give organisational examples of quality models and theories and how the use of these models and theories link to improving customer relationship management with organisations. This report will conclude with the impact that ethical and sustainability policies have on the quality of an organisations CRM, along with any recommendations highlighted within the findings of this report.



Findings

BUSINESS ETHICS 		

According to Twin, (2019) business ethics refers to the study policies and practices of an organisation regarding subjects that could potentially controversial, these subjects include but are not limited to discrimination, governance, bribery, insider trading and corporate social responsibilities. The Corporate Finance Institute (2019) suggests that organisations should use moral principles to act as a guideline for the way that organisations conduct itself as a business and the way they conduct transactions. Business ethics is "the study of rules, principles and beliefs about what is morally right or wrong when doing business" (Cambridge Dictionary 2019). 


MARKETING ETHICS		

SAGE (2012) suggest that marketing ethics refers to moral standards and how they are applied to decisions made in regard to marketing. The majority of organisations use marketing; therefore, organisations should view marketing ethics alongside the organisation's business ethics. Organisations need to be aware that there are two main view-points of marketing ethics.


EXAMPLES OF GOOD MARKETING ETHICS	

TOMS				

According to Shewan (2018) Blake Mycoskie founded his company TOMS in 2006 after a trip to Argentina. Whilst visiting impoverished area and seeing first-hand how many people were living without shoes. Mycoskie decided to start his own company where keeping giving in mind was at the forefront of everything they did. Since starting TOMS, more than sixty million pairs of children's shoes have been donated worldwide. TOMS have also donated more than four hundred thousand pairs of glasses to people in need. TOMS state on their homepage that for every product a customer purchases, the company will help another person in need. 

LUSH

According to Ethical Consumer (2019) Lush cosmetics is known for not testing any of their products on animals. The company promotes its cruelty-free approach not just with animals but also with people. After child and forces labour claims in the mining of natural mica was exposed, Lush stopped using it in their products and opted for synthetic mica, which is made in labs, this synthetic mica is purer and brighter than natural mica (Shepherd 2018).

In 2017 Lush stated that they were in the process of removing all palm oil from their products and that they would no longer be using palm oil in the future. Lush also worked with the manufacture of the soap base they used to develop a palm free soap base (Ethical Consumer 2019). 

EXAMPLES OF POOR MARKETING ETHICS

NESTLE

According to Finkle (1994) Nestle came under fire in 1968 for the mass advertising and marketing campaigns for their infant formula. During the marketing campaign the company where giving new mothers, whilst still in hospital free samples of formula and advertising on billboards. The most controversial marketing campaign saw Nestle using the image of women who were dressed as nurses handing out free samples of infant formula in villages of developing countries. This marketing campaign gave the impression that baby formula was endorsed by medical professionals and that the formula was a safe and easy to use product. Unfortunately, this led to the tragic death of hundreds of infants in developing countries due to mothers not understanding or not being given proper instructions on how to use the formula. It was not until 1981 when the World Health Organisation met with the World Health Assembly, that the International Code of Marketing of Breastmilk Substitutes was introduced (Finkle, 1994).

Neslen (2018) suggests that Nestle have again faced criticism for the way they have marketed baby formula, some of the claims Nestle have made about the formula are, closest to breast milk or inspired by breast milk. 


AMAZON
	
TAX AVOIDANCE 

According to Ecommerce Platforms (2019) Amazon is a large retailer that is based online, individuals and business are also able to sell items online via Amazon marketplace. Amazon is available in many different countries and have next day delivery on some items through Amazon Prime where members pay a monthly fee. According to Hunt (2018) Amazon faced criticism for tax avoidance. In a report published by the Institute on Taxation and Economic Policy, Amazon will not pay any income tax for the second year in a row. This is due to tax credits and tax breaks therefore Amazon are not breaking any laws in the US. According to Worrall this also applies in the UK, by giving employees up to £3,600 a year of tax-free shares in Amazon it can be written off as a tax break. The government policy of giving shares to workers as a tax break was introduced in 2000 by the then Labour government. Even though Amazons actions may be viewed as unethical, Amazon are not breaking any laws (Rushe, 2019). 


HARSH WORKING CONDITIONS 
In a report undertaken by the Retail, Wholesale and Department Store Union (2018) the National Council on Occupational Safety and Health noted that in a five year period between 2013 and 2018, seven workers have tragically died at Amazon facilities, this included two people who were crushed by a forklift, another died in a conveyor belt accident, three others were killed by moving vehicles within Amazons facilities and car parks. another suffered a fatal heart attack during a night shift. According to Milligan (2018) sixty-one-year-old Mike Gellasch died of a heart attack that could possibly have been prevented, if staff were able to call emergency services. Due to Amazons policies, all mobile phones must be placed in locker before the start of a shift. The call to the emergency services took longer as staff had to contact a security guard via radio and rely all information regarding the incident. 


According to Hunt (2018) in 2016 the US Department of Labour fined Amazon for not reporting at least 26 work related injuries or illnesses at a warehouse in New Jersey. Now that Amazon has a global workforce of nearly 650,000 employees, some of these accidents may be down to human error. To improve the public image Amazon, need to stop blocking attempts made by employees to form a union (Sainato, 2019).

SUSTAINABILITY

According to the Cambridge Dictionary (2019) the production of goods and services should not use resources that can damage the environment or that cannot be replaced.

Spiliakos (2018) suggest that the two main categories in business sustainability are, the effect the business has on the environment and society. The goal for businesses to become sustainable is to have a positive impact on one or both. Beattie (2019) Suggests that sustainability means meeting the needs of today without compromising the ability to meet those needs in the future. Beattie Also suggests that sustainability has three main pillars these are economic environmental and social these three pillars are sometimes referred to as people, planet and profits. Often the environmental pillar gets most attention many companies are focusing on how to reduce their carbon footprints, their waste packaging and water usage and the overall effect that these have on the environment. Organisations have found that if they are shown to have a beneficial impact on the planet this can also have a beneficial financial impact to the organisation. 

COMPANIES WITH ENVIROMETAL SUSTAINABLITY 
LUSH
According to Doemland (2019) Lush is an eco-friendly company that is striving to become 100% package free, Lush are currently trialling the first package free store in Milan. Carpenter cited by Doemland (2019) who is a senior buyer at Lush suggest that approximately 50% of all products can be purchased package free from all Lush stores. What packaging Lush does use comes from around 90% recycled materials and can be reused or recycled. 

IKEA
According to Pettersson-Beckemen (2019) Ikea want to help its customers, co-workers and other companies live a healthier more sustainable life. Ikea have taken big steps in changing the way they design products. Ikea try to design products that use renewable and recycled materials and design the product so that it can be repurposed or recycled, this way they can reduce the waste of the company and the end user. Ikea now only sell LED lighting and aim to use only LED in all its store, offices, factories and warehouses and are aiming for 100% renewable energy and only using renewable or recycled materials by 2030. Ikea wish to reduce their climate footprint by 70% per product. Ikea have stared phasing out all single use plastic products and by 2020 want to become free of single use plastic worldwide. 

COMPANIES WITH POOR ENVIROMENTAL SUSTAINABLITY 
COCA-COLA
Schleeter (2018) suggests that Coca-Cola and other alike companies are flooding the oceans with throwaway plastic bottles. In a clean-up project between Greenpeace and Break Free From Plastic, more than 187,00 pieces of plastic were cleaned up from 42 countries in just nine months.

QUALITY 

According to the Cambridge dictionary (2019) the definition of quality is how good or bad something is. Market business news (2019) refers to quality as being how good something is compared to similar items. In business quality can refer to something being fit for purpose and meeting customers expectations. Quality can be subjective as different people have different understandings of what the term means.

QUALITY MANAGEMENT 

Quality management covers four areas, quality planning, quality assurance, quality control and quality improvement.. Quality planning is the development of good systems and processes, that the producers try to meet or exceed the customers expectations. Quality assurance is where producers use a systematic monitoring programme, to make sure that items meet the required standards. Quality control is a system where manufacturers maintain standards, the focus here is on the finished product making sure that it is defect free. Quality improvement is where manufacturers try to eliminate waste and losses during production (Market Business News 2019). 

8 DIMENSIONS OF QUALITY 
According to Garvin (1987) managers need to have a clear understanding of the vocabulary they need to use when discussing strategy. Garvin (1987) suggests that using the eight critical dimensions of quality as a framework for analysing and discussing quality is a great strategy. The 8 dimensions of quality are: performance, features, reliability, conformance, durability, serviceability, aesthetics and perceived quality. 

Performance: does the performance of the product live up to the customers’ expectations.
Features: does the product have all the features the manufacture said it would, will there be an added features like after sales support.
Reliability: does the product perform consistently at the level it was intended.
Durability: is the product durable, will it stand up to everyday use.  
Conformance: does the product meet all laws and safety regulations.
Serviceability: is service support offered with the product or is the product easy for the customer to service.
Aesthetics: does the design live up to the manufactures or customers expectations.
Perceived quality: does the price reflect the quality of the product. What level of quality should a customer expect from the marketing of the product?

DEMING’S 14-POINTS OF TOTAL QUALITY MANAGEMENT

According to Mindtools (2019) quality should start and end with the customer, any interaction between an organisation and the customer is a place where the organisation can improve quality and gain loyalty. Dr Deming went to Japan just after World War Two, where he taught business leaders that if they improved the quality of the products or services they offered, they could increase productivity and reducing spending. After these businesses applied Deming’s techniques, the companies had great success, the cost of making the product was lower than the competitors but the quality was far superior. It was in the 1970’s that the rest of the global market realised that they needed to change the way they looked at quality. The beauty to Deming’s points is they can apply to any size or type of business. 

In 1982 Deming wrote a book named Out of the Crisis, this book is a summary of his 14-point management philosophy. Deming’s 14 points are:

CREATE A VISION AND DEMONSTRATE COMMITMENT
Organisations need to define what is important to them and what direction they wish to go in the long term, by means of its values and mission statement. Businesses should exist to serve its customers and not simply for profit.

LEARN THE NEW PHILOSOPHY
Organisations need to have a customer driven approach and have a system where managers and employees cooperate. Organisational improvement is an ongoing cycle.

UNDERSTANDING INSPECTION
Inspection will not add value to a product but by implementing quality control inspections as a matter of routine, will help organisations to gather information as to any defects that are present, organisations can then use this information to help plan for improvements. 

STOP MAKING DECISIONS PURELY ON THE BASIS OF COST
Rather than organisations using lots of different suppliers to reduce costs, organisations should concentrate on building relationships with a small number of suppliers. Focussing on these relationships will help organisations to build loyalty with suppliers, this may lead to opportunities for both parties. 

IMPROVE CONSTANTLY AND FOREVER
For organisations to improve the design and quality of goods and service, they need to understand the customers needs. by gaining feedback from customers, organisations can use the information gathered to help plan for improvements. Organisations need to engage with employees to help them find ways of improving the way they work. 

INSTITUTE TRAINING
When organisations offer training to employees it shows that the company are dedicated to helping employees to improve, this leads to a more motivated workforce. When employees are motivated, productivity and quality of work increase. 

INSITUTE LEADERSHIP
Managements job is that of leadership not supervision, leaders help employees and provide guidance so that they can find ways of doing the job with less effort the less effort a job takes the more an employee can do. Supervisors are there just to oversee the work being done. 

DRIVE OUT FEAR
Fear within organisations can demotivate staff therefore, employers need to do all they can to remove fear from the workplace. 

OPTIMIZE THE EFFORTS OF TEAMS
The best way for organisations to break down barriers within the workplace is to promote team work. Good teamwork and communication within an organisation will improve quality.

ELIMINATE UNCLEAR SLOGANS
Organisations need to ensure that if they do use slogans, the message they send are clear and that they outline the organisations expectations. 

ELIMINATE NUMERICAL QUOTAS AND GOALS FOR STAFF AND MANAGEMENT
organisations need to ensure that they reduce the number of numerical goals they set for their workforce, numerical goals can cause frustration and resentment among workforce. Instead management need to focus on long-term goals rather than short term numerical goals.

REMOVE BARRIERS TO PRIDE
organisations need to understand that performance appraisals can be a huge barrier to pride in workmanship, performance appraisals can lead to a breakdown in teamwork as they promote competition and focus on short-term goals. Organisations need to allow everybody the opportunity to take pride in their work rather than worrying over what the performance appraisals are going to say.

ENCOURAGE EDUCATION AND SELF-IMPROVEMENT 
organisations need to ensure that they are investing in the people that work for them no matter the level they are working at, this will help to ensure success in the long term and will motivate employees.

TAKE ACTION
organisations need to take a team-based approach, any change within an organisation needs to come from the top.

According to Stotz (2017) Deming’s 14 points were never meant to be a how-to manual, but to be used as a guide for organisations to improve their leadership practices. Although there are many organisations that use Deming’s 14 principles to focus on managing their quality within the business. Toyota motor Co is one of the best examples of companies that have consistently used Deming’s management theory and followed all 14 points and evolved the principles over the last 60 years. 


IDIC MODEL
Organisations can improve the quality of its customer relationship management by implementing the IDIC model, the Peppers and Rogers Group developed the model as a blueprint for organisations to follow.
IDENTIFY
The first step an organisation needs to take is to identify the target audience, by collecting as much  data as possible from customers using store cards or loyalty schemes. This information can help the organisations to better underdtand the wants, needs and purchase patterns.
DIFFERENTIATE
Organisations then need to segment customers based on current and projected value as not all customers will have the same value to the orgainsation. This way the organisation can prioritise efforts on the most valuable customers. Value means the worth of the customer to the organisation. a customer who shops frequently has more value than a customer that shops only occasionally, a young customer who spends £100 a week has more perceived value than an older customer who spends £150 a week, as the younger customer will spend more money over the lifetime of the company than the older customer.

INTERACT
This is the stage where organisations take the information gathered and develop a customised plan for interacting with customers. For valued customers the organisations may offer loyalty benefits. Here is where organisations can build on the reletaionship with the customer as well as gathering more information.

CUSTOMIZE
This is where organisations analyse the data received, and develop a service that is customised to that customer or group, ensuring all the customers needs and expectations have been met. 



Organisations can improve the quality of CRM systems by investing in the ways they collect data from customers, store cards like tesco clubcard gathers data every time a customer swipes. Organisations need to invest in the software they use to analysie the data, the better the software the more tailord the reselts. Orgainsations need to invest in the training they offer staff, training can be taliord so that all members of staff offer the same quality of interaction with customers. Investing in offering loyal customers rewards will help retain the customer and build the releationship. Investing in all these steps will mean that organisations can develop a more customised one to one service. 

	






Conclusion

ETHICS, SUSTANABILITY AND CUSTOMER RELEATIONSHIP 
According to Cullen (2017) customers have even more choice than ever in how and where they want to spend their money. Organisations need to improve their ethics and sustainability practices. As the population becomes more conscious of the effect they are having on the environment, more and more customers are changing their spending habits to reflect this. 

QUALITY AND CRM
The main aim of managing market strategy is to develop an advantage over competitors. Improving the quality of a product is a key way to increase value and decrease costs. Having an advantage over competitors will provide the organisations customers with better quality and value (Zineldin, 2005). Organisations can use Deming’s 14 points of total quality management to improve the quality of customer relationship management. CRM is not just the use of technology, organisations can use CRM to learn more about the needs and behaviours of its customers. Organisations can use this information to develop a better relationship with its customers. The goal of customer relationship management is to gain customer loyalty and retention, the cost of gaining new customers is higher than the cost of retaining existing customers therefore, maximising the lifetime value of the customer. 








Recommendations
Organisations need to look at how the ethical and sustainability of the company impacts on customers and use quality models to improve this along with the improving the relationships the organisation has with customers, suppliers, manufactures and other organisations. 
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