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[bookmark: _Toc139021074]Introduction
British Airways (BA) has had a profound impact on the worldwide aviation sector. The company's success can be attributed to its pioneering approaches to customer service and its effective implementation of customer relationship management (CRM) techniques. In customer-centric industries like aviation, CRM plays a vital role. According to the research conducted by Nguyen, Sherif, and Newby in 2007, CRM aids organizations in recognizing, understanding, and fulfilling their customers' needs.
[image: British Airways busca tripulaciones en España para seis meses - Fly News]
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British Airways (BA) has successfully implemented a Customer Relationship Management (CRM) system within its operational framework, yielding significant positive outcomes. The enhanced competitive capacity of the firm has been notably bolstered due to this development. Mishra, Modi, and Animesh (2013) argue that to maintain its competitive advantage, BA must ensure that its system delivers value not only to the organisation but also to its customers.
The business practices of BA are both ethical and environmentally responsible. These strategies improve the CRM system and affect customers’ perception and enjoyment. The importance of modern business ethics and environmental responsibility cannot be overstated. Ethical and sustainable businesses can acquire and retain a greater number of consumers, which increases their CRM.
CRM systems may be evaluated and improved with the use of quality models and theories. Through helpful insights, TQM, ISO Quality Standards, and the Baldrige Excellence Framework may assist BA in enhancing its CRM systems.
This study explores the ethical and environmental values upheld by British Airways (BA), evaluates how those principles impact customer relationship management (CRM), conducts an in-depth analysis of the most important quality models and theories, and makes recommendations for improving CRM. The relevance of customer relationship management (CRM) and business analysis (BA) will be discussed in the introduction of the study. After that, the research will investigate the ethical and environmental procedures of British Airways and the company's customer service. The study will provide an in-depth analysis of some noteworthy models and concepts. The investigation is concluded with significant discoveries and recommendations.
[bookmark: _Toc139021075]The Role of CRM in British Airways
British Airways (BA) uses CRM to improve the service it gives to customers. BA has a great CRM system that works well with the way it runs. This makes the business more competitive in its field. Mishra, Modi, and Animesh (2013) say that for BA to keep its economic edge, this method must be good for both BA and its customers.
With the help of data analytics, British Airways (BA) has made customer interactions more personal. This method has helped the company understand how customers act, what they like, and what they want. BA's plan to meet the needs of each customer needs these details. The goal of CRM in business is to keep people. CRM helps the business find and keep customers. The Executive Club Frequent Flyer Programme is one of these prize systems.
BA also uses CRM to find the points of contact with customers. With this strategic plan, BA may be able to improve service performance at key moments and the customer experience. Raman, Witt, and Rauseo (2014) say that this term emphasises how much the company cares about its customers.
CRM goes beyond business study and into the plan of an organisation. Airlines that focus on customers and use CRM may be able to compete.
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[bookmark: _Toc139021077]Ethical Policies of British Airways 
British Airways (BA), a sizable aircraft company with operations in several nations throughout the world, prioritises business ethics. Employees are instructed on how to conduct themselves ethically in their everyday job under the BA Code of Conduct. Making use of unethical actions is not feasible when these rules are followed. These are the ideas that are presented in this. British Airways emphasises the importance of treating customers, staff, and business partners with honesty, integrity, and respect in their corporate plan for the year 2021. BA's overarching plan outlines the approach it will take to achieve ethical governance. Human rights, employment laws, and unscrupulous behaviour are a few of them.
British Airways (BA) has a clear process in place for customers to report improper behaviour in addition to these recommendations. Employees are free to report illegal activity because of this policy without worrying about consequences. The dedication of the organisation to preserving a culture that is transparent and responsible makes it possible to guarantee that these ethical standards are followed and helps to cultivate a feeling of integrity across the whole firm.
[bookmark: _Toc139021078]Sustainability Policies of British Airways
Regarding the topic of sustainability, British Airways is dedicated to doing everything it can to help solve issues that affect the environment on a worldwide scale. According to Cames et al. (2015), the airline has shown its commitment to reducing its impact on the environment by declaring its intention to achieve the lofty goal of attaining net-zero carbon emissions by the year 2050. This programme represents a fundamental pillar of British Airways (BA) 'Better World' strategy, which comprises a wide variety of measures targeted at minimising the environmental imprint that the airline's operations have.
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Figure: British Airways Sustainability Report (Airways, 2022)
The proactive sustainability initiatives taken by BA include a wide range of topics, including the conservation of fuel, the use of renewable energy, the management of trash, and the preservation of wildlife. The corporation is looking into the usage of environmentally friendly aviation fuels and is making significant investments in fuel-efficient aircraft (Lee, 2019). In addition to this, British Airways is now compensating for the emissions caused by all of its domestic flights, and there are plans in place to do the same thing for its international flights.
Recycling and trash prevention are at the forefront of BA's comprehensive waste management policy, which was developed by the tenets of the circular economy and put into practice by the company. According to Geissdoerfer, Savaget, Bocken, and Hultink (2017), the company is committed to minimising the amount of food waste and eliminating single-use plastics across all of its activities
The participation of BA in collaborations with the goals of saving forests and offsetting carbon emissions is proof of the company's dedication to the preservation of biological variety. By making this promise, BA is demonstrating its awareness of the significance of protecting a wide variety of habitats.
The ethical and sustainability policies of British Airways highlight the airline's dedication to responsibly conducting its business, as well as its drive to stay accountable to its customers, workers, investors, and society in general.
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The extent to which a company adheres to a set of preset ethical standards has a significant influence on the interactions that its consumers have with the company in the issue.  Because of British Airways' commitment to acting ethically, the firm receives positive feedback from its customers, which in turn has a positive effect on the business. The organization's Code of Conduct, which contains the concepts of honesty, transparency, and respect, not only develops a culture of integrity inside the organisation but also provides customers with the perception that the firm can be trusted and relied upon (British Airways, 2021). [citation needed] British Airways, 2021.
When they interact with British Airways in any manner, customers see first-hand how the firm abides by these ethical guidelines, which manifest themselves in several forms. For instance, the unyielding dedication of the airline to the use of fair employment practises directly correlates to greater quality service being supplied by the employees of the airline. In a manner analogous to this, the unwavering position that British Airways (BA) takes against corruption provides customers with further comfort about the company's dedication to competitive pricing and ethical business practices. In addition, the firm's strict data privacy precautions and whistleblower protection policies boost the trust that customers have in the organisation, which in turn adds to customers having an enjoyable experience overall (Han, 2020).

[bookmark: _Toc139021081]Customer Experience and Sustainability Policies
The customer experiences and impressions that are formed of a company are profoundly influenced by the sustainability practises that the company has put into place. According to Jones, Hillier, and Comfort (2016), there is a growing trend among customers to prefer to engage with firms that demonstrate responsible environmental stewardship. Specifically, consumers are gravitating towards companies that recycle and compost their waste. This is encouraging news for British Airways since the corporation has lofty environmental goals, and these goals align perfectly with the trend that is now developing.
Customers who are worried about the environment respond well, for instance, to the pledge that British Airways has made to achieve "net-zero" carbon emissions by the year 2050. These sorts of activities not only contribute to a more satisfying overall experience for the customer but also have a positive influence on the customer's perception of the airline, which in turn has a positive impact on the airline's bottom line. In a similar vein, British Airways' dedication to reducing garbage, in particular the elimination of single-use plastics on their flights, not only helps to the preservation of the environment but also enhances the quality of life for passengers while they are in the air. This eliminates single-use plastics, which were a major source of litter on British Airways flights in recent years.
The policies of British Airways that are ethical and ecologically responsible play a crucial role in influencing the experiences that passengers have when flying with the airline. By adhering to ethical business practises and adopting projects that are beneficial to the environment, British Airways is working to improve the overall experience it provides for its customers, strengthen its position in the market, and pave the way for a more sustainable future.
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Servqual Model 
The idea for the SERVQUAL model was developed in 1988 by Parasuraman, Zeithaml, and Berry. The components of dependability, assurance, tangibles, empathy, and responsiveness were originally included in this paradigm. It serves as a crucial instrument for assessing the level of customer service across all five aspects, and it does it admirably. This approach has proved to be quite helpful to British Airways since it gives them a comprehensive framework for understanding and improving their service performance. To satisfy the expectations of its customers, one of the components, referred to as "Tangibles," drives British Airways to rigorously maintain the aesthetic appeal of its fleet and continuously improve the in-flight amenities. It's probable that the qualities of "empathy" and "responsiveness" would significantly aid BA in its attempts to enhance customer service, so ensuring that consumer interactions will be handled in a timely and efficient way. This might have the immediate effect of raising the general calibre of their customer relationship management (CRM) processes.
Total Quality Management (TQM)
Total Quality Management (TQM), according to Dale (2015), is a management approach that prioritises quality and is carried out via the active participation of every employee inside a company. The long-term success of TQM is its main objective. Total Quality Management (TQM) has the potential to help British Airways develop a corporate culture that prioritises continuous improvement and places a strong emphasis on meeting customers' demands and expectations. The adoption of this particular strategy has the potential to aid in the monitoring and improvement of all facets of British Airways' operations, including customer relationship management (CRM), which is also a part of those operations, in addition to the adaptability it exhibits in a variety of settings. Total Quality Management, often known as TQM, is based on the premise that by actively including every employee in efforts to raise quality, a comprehensive commitment to the improvement of service quality and customer satisfaction can be achieved. The foundation of TQM is the premise that all workers should take an active role in these activities.
The Balanced Scorecard
In 1996, Kaplan and Norton created the Balanced Scorecard, a framework for strategic planning and management. This process' main goal is to link an organization's daily operations to its overarching vision and the long-term goals it has established for itself. Striking a good balance between financial goals, client-focused objectives, the efficacy of internal systems, and opportunities for personal growth and progress is given considerable weight. British Airways can ensure that the customer relationship management (CRM) initiatives it undertakes are in perfect harmony with the bigger organisational objectives it has established by using this technique to the fullest extent possible. As a consequence of the actions it takes, BA can foster a culture of organisational learning and growth, which in turn allows the business to support the development of its internal processes. The implementation of a systematic and strategic alignment has the potential to significantly raise the level of service quality provided by BA, which would in turn improve the customer experience.
[bookmark: _Toc139021083]Impact of Quality Theories on CRM in British Airways 

The incorporation and use of quality models and theories such as SERVQUAL, Total Quality Management (TQM), and the Balanced Scorecard have the potential to greatly enhance British Airways' CRM procedures. These models, each with its unique features, may contribute to several aspects of CRM, all to provide great customer service and develop long-term relationships.
The SERVQUAL model, which assesses service quality based on customer expectations and experiences, has the potential to act as a diagnostic tool for British Airways to better identify the areas in which their service quality is weak, according to Parasuraman et al. (1988). By gaining insights from this model, British Airways is better able to alter its services to match and even exceed its customers' expectations, hence boosting the outcomes of its CRM efforts.
Total Quality Management (TQM), which emphasises continuous improvement and participation at all levels of an organisation, has the potential to increase CRM at British Airways by fostering a customer-centred culture, according to Dale (2015). According to this method, every employee contributes to the enhancement of service quality, which leads to higher levels of customer satisfaction and stronger relationships.
The Balanced Scorecard's all-encompassing technique of assessing an organization's performance, according to Kaplan and Norton (1996), has the potential to aid British Airways in better aligning its CRM strategy with its overall corporate objectives. By combining customer-related goals with financial, internal processes, and learning objectives, British Airways can optimise its customer relationship management (CRM) efforts and achieve organisational success.
In a nutshell, these quality models and theories offer solid frameworks that British Airways may effectively use to supplement its CRM, drive service quality improvements, and contribute to the company's overall performance.
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British Airways should consider regularly upgrading its ethical and environmental policies to suit evolving social expectations and legal requirements to improve its CRM. More extensive training for staff employees on these rules has the potential to foster a greater commitment to ethical and sustainable practices. Furthermore, the organisation must constantly adapt and assess the success of quality models such as SERVQUAL, TQM, and the Balanced Scorecard. As a result of the insights received from these assessments, they may make essential changes to their CRM tactics. Investing in modern CRM systems would be beneficial since it would enable more tailored customer interactions, resulting in higher customer satisfaction and loyalty.
The paper stressed the importance of ethical and environmental principles in impacting the quality of British Airways' CRM systems. Through extensive ethical and environmental practises the organisation has established a solid foundation of trust, openness, and ongoing development in its customer connections. Quality models like SERVQUAL, TQM, and the Balanced Scorecard provide British Airways with practical frameworks for understanding, evaluating, and improving service quality. This, in turn, improves their customer relationship management (CRM) efficacy. However, it is vital to emphasise that the use and effect of these models should be context-specific and directed by the company's overarching strategic objectives. These results show a link between ethical and sustainable policies, quality models, and CRM quality. They underline the need of upgrading CRM systems via a planned and integrated strategy.
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