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[bookmark: _Toc4739143]Executive Summary
	Successful companies are those that consciously and voluntarily manage to generate a greater perception of value in their markets in their three facets or dimensions of value: purchase value, use value and final value. But good business management is based on keeping the cost, price and value in balance by watching trends and changes that may alter the balance in the future, for better or for worse. The proposed study has addressed the CEO and signified the importance of customer relationship and ethical importance for the company. The report has presented contribution with theories and management models that company can adopt for building better customer relationship. 
The main finding of this report was comparing Tesco and Primark, Primark has a bed reputation of practicing Ethics and Sustainability which can affect their customer relation as well as affect on supply.
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1.0. Terms of reference 

The following report was compiled in order to examine the ethical behaviour, sustainability and CRM quality of two organisations. The report was requested on 7/03/19 and its completed on 29/03/19. The report has been written by Nasir mohammed. For the purpose of this report presenting to Chief Executive Officer for Marketing Week an online journal (Lobato et al., 2018, p.1339). 
The report will contribute to customer experience of organizations based ethical and sustainability policies and models used by the companies for improving customer’s relation with an impact of ethical and sustainability policies on the quality of CRM in organizations.




















2.0 Procedure
     A variety of text books, journals and websites has been accessed the complete the report.

3.0 Findings

3.1 
During the last decades, many companies around the world have had to adapt their operations to a current situation of greater commitment to the environment and society as a whole. The search for an economic benefit has had to give way to the development of new objectives in the field of social responsibility, care for the environment and the preservation of natural resources, it goes from a purely economic strategic approach to an increasingly social and environmental one, in a high degree of commitment to sustainability and to different groups of interest.

3.2. Ethics
Ethics is a powerful concept and goes beyond the idea of ​​keeping the law while making money. Ethical values ​​are far ahead of this. They continue to gain lasting relationships for the business. Business ethics seeks to distinguish between right and wrong business practices and adherence to ethical principles when they participate in them. For a company to achieve long-term profits, the relationship with the customer is of the utmost importance. To establish a long-term relationship with customers and achieve the return of customers, a company must be based on ethics. The reliability of a company, its customer service, and customer service, how to deal with them and their desire to retain old customers is part of business ethics (Lee et al., 2018). Not everyone takes that extra effort to base their business on ethical principles. Sometimes, the ethical duties of entrepreneurs and project managers could be more permanent than even commercial laws. (Lobato et al., 2018, p.1339). 

3.3. Sustainability
Sustainability has a tool that allows measuring its impacts, called the "triple bottom line". It encompasses economic, social and environmental aspects, which extend the perspective of sustainability beyond natural resources (Kim et al., 2018, p.281). 
Sustainability is becoming more and more relevant to more and more customers. Consumers increasingly expect a positive sustainability image of products, services and their producers. Companies that can proactively take this into account, anchor it in their corporate strategy and convincingly communicate it to the market will, according to experts, be more economically successful than reacting competitors. Examples from the Old Economy show how important it is for companies to be up-to-date in each case, to recognize trends and market changes at an early stage, and then to be able to participate in innovative products and services. Swiss consumers and companies from the consumer goods sector have confirmed in a representative survey (source: GS1 Report 2014) that they combine the issues of sustainability, environmental protection and conservation of natural resources with intergenerational responsibility, responsible and transparent behavior as well as fair trade and human rights. The offer, which should meet these requirements, must be easily accessible and affordable for consumers. Products should come from the region, from fair trade and from organic farming (Christofi et al., 2015, p.93).

3.4 CRM system quality
Customer service cannot become a trite phrase but in the differential for companies and businesses, which should turn this process into the most important of its management to sustain the business over time. In developed markets, such as the United Kingdom, North America or Japan, the regulation of entities external to companies have played an important role in the last couple of decades. Although it is impossible to cover all possible incidents, they have established a solid framework for the company-client relationship to be more transparent. The new approach seeks to create a transparency framework to prevent unwanted practices, and the impact on the level of quality of service, as part of an organizational culture for adequate customer protection, through these basic practices (Davis et al., 2018, p.3): 
· Act with due suitability, care and diligence in dealing with customers.
· Develop products and services considering the interests and needs of the potential insured.
· Promote products and services in a clear, fair and non-deceptive manner, using a language that facilitates their understanding.
· Provide quality advice to your clients: before, during and after the purchase of insurance.
· Fulfil the obligations of the policy in a fair, transparent and timely manner.
Following are the principles that customer seeks for companies (Batista and Francisco, 2018, p.226); 

3.4 Why Ethics, Sustainability and quality are part of the CRM systems

The relationship of a company with its customers is much more than the improvement of the valuations of products, or the reduction of the waiting times of a service. The understanding of the customer’s trajectory is about learning what their experience is during the whole process of consideration and purchase of product or service. Understanding this purchase process should be simple, clear, efficient, and as pleasant and surprising as possible. Those companies capable of skilfully managing the customer experience, without a doubt manage to reap great rewards. It not only improves customer satisfaction; turnover is also reduced, revenues increase, and employee satisfaction increases. It is also possible to discover more effective ways to collaborate, in all functions and levels; a process that offers profits for the entire company (Christofi et al., 2015, p.93). 
Because of the Ethics and sustainability companies have some impact with their customers, suppliers and others stake holders. There are some examples:
[bookmark: _Toc4739144]Respect agreements
	It is exclusively about fulfilling the commitments acquired, whether formal or informal. The ethical condition is given because the person is committed to something, and therefore, involves times and responsibilities of the other in this decision. 
[bookmark: _Toc4739145]Transparency
	This dimension is characterized because the person is clear, honest and frank in raising their requirements, needs, motivations or objectives. There is no concealment of information to obtain personal benefits. In this dimension, the most important thing is the process that involves the service or product, that is to say: influences, power struggles, and awareness of the collateral effects of the service, among others. In this case, the ethical element is the honesty of the statements, and the use of the truth. 
[bookmark: _Toc4739146]Consideration of people
	The characteristic aspect of this dimension is that there is a direct concern for the other, beyond their needs as a client or user of a given service. Empathy appears as a significant element in the provision of the service and the person is seen from a human and integral perspective. Elements such as cordiality, concern for the times and kindness appear as complementary aspects. It is considered as an ethical dimension because there is a human vision in the provision of the service.
[bookmark: _Toc4739147]Deliver truthful information to the client
	It means telling the truth about a service or product, the advantages it has, the risks, duration of the contracts and guarantees, among other aspects; in this sense there is no conscious omission in the delivery of information. It is classified as an ethical element, since it involves a commitment to the truth. Even if the information is not available, the ignorance is recognized and it is ascertained. For example: When it is clear to inform about the papers, documents and time demanded by the hiring of a service (Trivellas et al., 2018).

The management of customer relationships CRM (customer relationship management), is not a new issue in management. Peter Drucker, in 1954 wrote that the true business of any company is to create and maintain its customers but this concept becomes important because companies are aware of that strategies aimed at mass markets are becoming less profitable(Jung et al., 2017, p.209). Customer management is considered an essential aspect of CRM or relational marketing. It is important to have an information system that counts the elements for anticipate the needs of customers; plan the components of the database, and involve all departments and employees of the organization (Jung et al., 2017, p.209). A fundamental factor to guarantee profitability in relationships is the proper management of them through monitoring and control of indicators for decision making. In this way, the management of customers becomes an important element because it allows determine and evaluate consumption and purchasing habits, what is indispensable in customer management. Also, the key to good management of customer relationships is in the capacity that the company has to be in continuous investigation of the opinion, claims, thoughts and experiences of the customers regarding the product or service (Bhushan et al., 2017). 
	Organisations need to understand their customers, and understand what they are looking for and their values. It is clear that customers try to increase their value expectations depending on the cost of access to products or services, accessibility and their personal income limits, creating expectations and acting accordingly. Perception of purchase satisfaction and specific value that affects the likelihood of replication (Tan et al., 2017, p. 359). To do this, they have a wide range of products or services, prices and potential suppliers. Customers usually buy the expectations of the highest value of companies and see the difference between the perceived value and the total value and total cost. Total Value received is the set of benefits you want to buy and the total cost of a customer is the total cost of a product or product that a customer must accept when evaluating, using and cancelling a product purchased service. (Nugroho, 2019, p.63).
[bookmark: _Toc4739148]Common Errors in the Management of Customer Expectations
Following are the common management errors that are faced by organisations (Lim and Ryou, 2018); 
[bookmark: _Toc4739149]Ignorance of expectations
The most serious error is not knowing what the clients' expectations are or acting only based on assumptions based on particular impressions or mere intuitions.
[bookmark: _Toc4739150]Excessive promises
Exaggerating the virtues of the products or services offered in advertising or commercial presentations creates expectations beyond what the company is really able to deliver.
[bookmark: _Toc4739151]Out of control environment
The dedication and effort that is usually used in the contents of the advertising or the descriptive elements of the product is not done to control all the activities we develop with the customer during the purchase process. This means that we can transmit a very different atmosphere of relationship in the different phases of the process, generating expectations that can be frustrated later on.
[bookmark: _Toc4739152]Lack of transparency
Some details that complement a product or service are not disclosed to the client initially or appear in the fine print of a contract, so that when the time comes for its application the client discovers the reality with what is possible. 
[bookmark: _Toc4739153]Short-term sales
If we generate a fictitious need in the client to materialize a secure sale that we will probably lose the customer forever. Likewise, if we try to convince the client that their expectations are out of place or resort to prices or other considerations to try to compensate for the mismatch that will occur lead to a gross error that will cause dissatisfaction and therefore the loss of the client.
3.5. The example of Organisations
Using example of two organisations how Ethics and Sustainability influence of this organisation writer has demonstrating Tesco and Primark.    

3.5.1. Tesco
The ethical identity of a service-oriented organisation is reflected in the mission, values and care. Tesco's culture includes leadership, structure, remuneration systems, norms and decision-making processes shared by values and beliefs. Tesco is a responsible organization that strives to focus on customers, employees, the environment, society and community as a whole, and to do business with the internal and external environment (Forbes.com, 2019).
As a member of ETI (ethical trading initiative) Tesco are committed to all the rules and regulations. Tesco always consider their working condition, safety and hygienic issue, Child labour. Living wages are paid, working hours, discrimination and more relevant issues. Tesco has achieved and maintained successfully a fair trade commitment for their suppliers and farmers. Tesco follow the data protection act 1998 strongly to keep their information safe and not to sell the third parties.   (ukessay.2019)
Tesco also maintain human right and support the UN universal declaration of Human Rights.(tescoplc.2019) 

In term of maintaining CRM quality system Tesco always maintain ethical and sustainability condition. Which is benefited for Tesco suppliers and other stake holders.   



3.5.2. Primark 
In this 21st century rising of globalization the  and the benefits that its offers particularly low cost of production has forced many industries and specifically the fashion industry to opt for overseas production instead of local production. Primark has taken the opportunity where some countries has cheap labour, low price material and unethical labour practice to maximize their profits. The company continued to struggle against the criticism raised for unethical suppliers (mirror.co.uk, 2008). There was a report from BBC in 2008, where an undercover investigation found that the working conditions of worker in Indian factories that were supplying clothing to Primark were and unethical and illegal.(courseworkbox.2019) 

In the clothing industry Primark are well known established and one of the highest profitable clothing company in UK and Europe. Beside this Primark has a bad reputation of practice their Ethics and Sustainability. In recent year 2013 the tragic collapse of Rana Plaza in Bangladesh where Primark produce their some cloths, it’s been question “is Primark committed with Ethics and Sustainability?”  (fashionunited.2019) 


In the other hand Primark maintain a environmental sustainability programmers. The name of this programme is: Primark environmental sustainability management system.(primark.2019) 

In terms of CRM system Primark has very strong relation with their suppliers and stakeholders. But Primark failed to maintain to keep a good relationship with consumers because of their unfair practice of ethical and sustainability.


3.6 Gaps identified in two companies

In terms of CRM system in Tesco and Primark based on Ethics and Sustainability, Tesco maintain a healthy relationship with its suppliers and customers. Tesco has introduced club card system which helps Tesco to buildup and maintains relationship with customer and other stakeholders. Tesco also run a programme in related to Ethics and sustainability. This programme focus on: climate change, cyber security, government and ethics, health and safety, product safety.(tescoplc.2019)


On the other hand Primark has a strong relation with its suppliers but they do not build a good relation with other stake holders.  Then again Primark Environment performance programme they are trying to build up their reputation. in this programme Primark sustainability areas are; environmental impact and opportunities, strategic objective , performance monitoring. (primark.2019)
   


4.0 Conclusion 
      
 Customer relationship management can be considered as the process through which, market studies are developed and applied to build and consolidate relationships with the portfolio that maximize the benefit. The keys of this process are related to the ability of the company to detect and respond to the needs and preferences of customers at all times through the generation and integration of specific information from specific clients. (He et al., 2019).
From the above discussion it is clear that Tesco is doing their best to maintain and improving their CRM system. Which is generate them more profit and build up good relationship with their supplier as well as customers. It clearly indicates that in long run Tesco can achieve their goal.
On the other hand Primark has a lake of maintaining their CRM system, in the ground of following of Ethics and Sustainability. 
The objective of the report was to identify a customer relationship management model applied to service companies.The CRM is an important management strategy for the competitive consolidation of the organization to the extent that it is established a system of continuous improvement, with which opportunities are evaluated and market threats. It is, therefore fundamental for a company to put itself in the shoes of its clients, to experience for themselves how the customer lives the experience, since the contact with the product or service begins until it ends. And of course the fundamental thing is to create a positive experience during all the contact and post-contact with the client. Thus, it become necessary for the organisations to develop good customer relationship for improving status of the company. Also, the report can help the CEO for understanding importance of customer relationship with ethical and sustainable consideration.


5.0 Recommendation  

From the retrospective exercise on the role that ethics and sustainability plays in their companies, The recommendation would be, the companies that base their actions under the ethical pillars ensure sustainability in all their productive activity, thus achieving, being more competitive, for that reason, it is necessary that senior executives and partners include compliance programs in their budgets, in order to promote business ethics, which will bring tangible benefits to the entire organization, which will result in new business relationships, improvement of institutional image and contribute to sustainable development(Masa’deh et al., 2017, p.395).
Primark should strongly follow the roles and regulation and maintain a healthy relationship with customers and the workers around the world. 
Tesco can adopt or follow other competitors like Asda and Sainsbury how they implement their Ethics and sustainability to archive good CRM system.      
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