Understanding and Engaging in the Customer Experience
Module Code: BMSW 5103

Customer Relationship Management and Ethical Practices

Part 1: Report


Student Name: Muhammad Ali
Student Number: 184835



Table of Contents
Executive Summary	3
Introduction	4
Ethical Policies	5
Ethical Policies of BT Group	5
Ethical Policies of Virgin Media	6
Ethical Policies of Vodafone	7
Sustainability Policies	8
Sustainability Policies of BT Group	8
Sustainability Policies of Virgin Media	9
Sustainability Policies of Vodafone	10
Models for Improving Customer Relationship Management (CRM)	11
The IDIC Model	12
The Payne’s Five Forces Model	14
Customer Relationship Management (CRM) Value Chain	16
Conclusion	18
Recommendations	19
References	20


[bookmark: _GoBack]


[bookmark: _Toc478562599]Executive Summary
Broadband-based Internet service providers (ISPs) ought to rethink managing their relationships with their customers (Vanitha, 2012). BT Group’s ethical policies are based on anti-corruption, anti-bribery, and ending modern-day slavery. Virgin Media’s ethical policies are based on Project Lightning and collaboration with Ofcom in various regards. Vodafone’s ethical policies are based on “Doing What’s Right” and an ethical workplace culture which is characterized by maintenance of integrity, accountability, and transparency. BT Group’s sustainability policies are based on complying with Global Reporting Initiative standards and reducing its carbon footprints globally. Virgin Media’s sustainability policies are based on programmes such as “Work With Me” and “Digital for Good”.  Vodafone’s sustainability policies are based on coming up with innovative new products and focusing on its “Digital First” agenda. Upon critical evaluation of the three CRM models, it is evident that the CRM value chain is to be preferred due to its adaptability, convenience, and flexibility. Broadband service providers can improve their customer relationship management (CRM) by being proactive in strengthening their knowledge management practices, by optimizing their approach to customer acquisition to make it more effective, and by convincing its customers to switch from its low-end products to its high-end products. 

[bookmark: _Toc478562600]Introduction
With the on set of the digital age, Internet usage pervades almost every aspect of everyday life. In this context, broadband-based Internet service providers (ISPs) ought to rethink managing their relationships with their customers (Vanitha, 2012). In this report, firstly, the ethical policymaking of three UK-based broadband service providers will be discussed along with the effects of such policymaking on customer experience. Next, the sustainability policymaking of those broadband service providers will be described along with the effects of such policymaking on customer experience. Afterwards, a critical analysis of three customer relationship management (CRM) models will be explained. Lastly, recommendations will be made in combining the ethical/sustainability policymaking and the impact on the quality of CRM systems of broadband ISPs.

[bookmark: _Toc478562601]Ethical Policies
Ethics is a systematic whole founded on the basis of well-established standards of correctness and incorrectness that are useful in prescribing what activities people should undertake, normally typified by a right, an obligation, a societal benefit, a fair value judgment, a specific virtue etc. On an individual level, ethics may involve reflection of one’s personal moral beliefs and conducts with the purpose of ensuring that one’s livelihood and those of the institutions one influences are aligned with the standards based on solid evidence and reason (Shaw, 2017). In a business context, ethics involves designing business policymaking based on issues like corporate governance, corporate social responsibilities, anti-bribery practices, anti-corruption practices etc. In the telecommunications industry, for instance, ethics refers to the whether the pricing, advertising, billing, and provision of a service matches exactly with what was represented initially about that service. Regardless of the industry in question, the fundamental principles of ethics revolve around respecting people, extent of beneficence, and extent of justice (Grace et al., 2014). Every person’s autonomy should be respected and if and when there is a reduction in a person’s autonomy, protection should be afforded to that particular person. Every person reserves an inherent right to not be harmed by others and to maximize efforts towards securing his/her welfare. Every person should be entitled to equal and equitable treatment by others.
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Ethical Policies of BT Group
BT Group places high importance on ethical business practices as outlined in its code of ethics. Implementation of BT’s ethical guidelines ensures that all its business practices are compliant with the rules. Before customers start obtaining broadband services from BT Group, they can easily orient themselves with the company’s ethical policies. The ethical policies are explained with clarity and are made transparent to BT’s customers so that the customer experience is enhanced. This is because customers will have peace of mind that they are using broadband services of a company that is ethically aware. According to a survey conducted by BT Group (2019), around 86% of its employees agree that the company carries out business in an ethical way. BT’s anti-corruption and anti-bribery ethical policies ensure that customers are always served with the highest quality broadband services. During the customer’s subscription with BT, he/she is regularly encouraged to give feedback regarding any suspicious activities they may have experienced from any of BT’s employees. Employees that violate BT’s ethical code of conduct and misuse the company’s resources are dealt with severely so that customers are given the best possible customer service. BT’s ethical policies focus on strictly disciplining its total workforce so that each employee is motivated to enhance customer experience. BT Group respects human rights of all its stakeholders, as outlined in its Modern Slavery Statement 2019/20 (BT Group, 2020). After a customer’s subscription with BT is ended, he/she is assured of the safe disposal of his/her customer information by BT. The ethical policies also state how BT protects the confidentiality of its customers’ data. This data is then used to provide advanced and personalized customer services through various of BT’s digital communications platforms.
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Ethical Policies of Virgin Media
Virgin Media’s code of ethics considers enhancement of the customer experience as a top priority. The company has a dedicated Consumer Code of Practice designed to deliver highest quality customers services. Before customers start using Virgin Media’s broadband services, there is a clear and concise outline of services provided by Virgin Media, how the company treats the customers’ geographic and non-geographic data, information on premium-level services, and procedures for resolving disputes like blocked calls. For handling customer complaints, Virgin Media has a specific Consumer Complaints Code of Practice (Virgin Media, 2020). This ensures that customers are given the best broadband service and this also obtains feedback from customers for continuously improving customer service.  Virgin Media collaborates with Ofcom in ethically maintaining its non-geographic numbers of its customers. In managing the customer experience, Virgin Media’s ethical policies state that the company never exploits customers through falsified information, never misbehaves with customers, and never utilizes unethical cashback schemes for attracting customers. During a customer’s subscription with Virgin Media, the company protects its customers from fraudulent activities is the main purpose of Virgin Media’s ethical guidelines concerning customers. According to a study by Virgin Media (2017), the company’s Project Lightning enabled it to provide broadband service connections ethically to around 17 million households. The company’s ethical guidelines governing consumer services adheres to the General Condition C8, which is an Ofcom-issued official regulation. After a customer’s subscription with Virgin Media is ended, Virgin Media’s ethical policies allow its customers, both individual and corporate, to report intrusive and unwanted communications from Virgin Media, if any. However, according to a report by Financial Times (2020), Virgin Media suffered a data breach, which threatened the privacy of more than 900000 of the company’s customers. This may lead to a bad customer experience moving onto the future.
[bookmark: _Toc478562604]

Ethical Policies of Vodafone
Vodafone’s ethical policies emphasize establishing trusting relationships with its customers and in its internal operations. The Vodafone Code of Conduct outlines the company’s guiding ethical principles for ensuring legal compliance of Vodafone and leading the company towards “Doing What’s Right”. Before customers start availing broadband services from Vodafone, the company’s code of ethics urges its employees to completely immerse themselves to deliver broadband services to customers in excess of their expectations and be accountable personally for each customer’s welfare. Vodafone encourages ethical innovation and implementation of solutions for continuously delivering the best customer experience. This is because the company is focused on how to satisfy its customers in the most cost-effective manner. According to a study by Statista (2020), Vodafone’s ethical practices have led to the company’s brand valuation worth $19.12 billion in 2020. During a customer’s subscription with Vodafone, Vodafone’s ethical principles stimulate cross-functional collaborations within the company for optimizing the decision-making quality that affects the customer experience. Over the years, Vodafone has earned the trust of its customers through rapidly and simply executing its commitments for consumer welfare. Vodafone’s ethics in conducting business are based on complying with every legal requirement and regulation so that its customers can avail broadband services from a company that is fully legally compliant (Vodafone, 2020). After a customer’s subscription with Vodafone is ended, ethical guidelines of Vodafone also make it mandatory for the company to ensure a conducive, healthy, and safe environment when it interacts with its customers. Vodafone fosters an ethical workplace culture, which is characterized by maintenance of integrity, accountability, and transparency.


[bookmark: _Toc478562605]Sustainability Policies
In a business context, sustainability refers to addressing a business’ effects on the environment and a business’ effects on societies. Sustainable business strategies are chiefly targeted towards attaining favourable performances either environmentally or socially or in both aspects. The result of business’ ignorance of sustainability responsibilities can result in the environment being degraded, societies becoming more unequal and inequitable, and unequal distribution of justice. According to a study by IMD (2016), 62% of business leaders consider having a sustainability strategy essential for a company to compete effectively. Focusing on sustainability has shown to produce successful outcomes for businesses. A company’s quality of its sustainability practices could be assessed through the Environmental, Social, and Governance (ESG) metrics (Ibrahim and Jaafar, 2016). Environmental issues of sustainability encompass areas like reducing, reusing, recycling materials etc. that have planetary effects. Social issues of sustainability encompass areas like community engagement of employees; eliminating child labour, fair compensation of employees etc. that concern a business’ social license. Governance issues of sustainability encompass areas like being legally compliant, corporate governance, resolving conflict of interest etc. that concerns the business’ economic contributions. For telecommunications industry, energy consumption rates are highly relevant. The advent of wireless-enabled technological advancements have propelled the sustainable practices of Internet service providers. The usage of satellites and fibre optics have been praise while the usage of cable has been met with great criticism.
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Sustainability Policies of BT Group   
BT Group proactively engages in aligning its sustainability policies to improve its provision of customer service. BT adopts a sustainable approach to conducting its business by adhering to Global Reporting Initiative standards. This encompasses areas such as assessing BT’s operational procedures for corruption-related risks, familiarizing its employees regarding anti-corruptive work practices, and reporting of non-compliance incidents. Before customers start obtaining broadband services from BT Group, through its sustainability policies, BT is a pioneer in tackling climate change by constantly reducing its environmental footprint. According to a study by Reuters Events (2008), BT Group has planned to bring an 80% reduction in its emission of carbon dioxide by 2020.  This enhances the customer experience because customers are gradually becoming environmentally conscious and by using BT’s broadband services the customers are indirectly playing a role in saving the environment. During the customer’s subscription with BT, another key component of BT’s sustainability policies is creating inclusive societies. Customers are all treated equally at BT and consumer welfare is the priority by BT as well. BT also emphasizes contributing towards national economic growth sustainably (BT Group, 2021). This promotes local economic development, which results in customers experiencing better standards of living. After a customer’s subscription with BT is ended, responsible business activities are a key part of BT’s sustainability policies. This improves the customer experience because BT tries to source its materials from the very communities in which their customers live. So customers feel engaged with BT when they use the company’s broadband services.
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Sustainability Policies of Virgin Media
Virgin Media’s sustainability policies are characterized by excellent documentations of corporate social responsibilities and reporting practices. The company is steadfast and committed to improving customer experience through sustainable approaches in reducing carbon emission and promoting energy-based efficiencies throughout the organization. Before customers start using Virgin Media’s broadband services, Virgin Media launched a programme called Work With Me in partnership with Scope, whereby Virgin Media has strived to equip 1 million people with job-related skills by 2020 (Virgin Media, 2019). This will positively impact the customer experience because customers are aware that they are using the services of a company that is contributing to societal good. Moreover, Virgin Media has outlined its sustainability goals and policies in terms of the “Digital For Good” programme. During a customer’s subscription with Virgin Media, the company aims towards nurturing and engaging its workforce that is representative of Virgin Media’s customer and community diverseness. So customers of Virgin Media are able to access a better customer experience. Business growth is being planned by minimizing the company’s carbon footprints. Additionally, Virgin Media plans to facilitate digitally-enabled growth for around 100000 small enterprises in the UK (Virgin Media, 2015). The company’s sustainability policy also covers assisting disabled members of societies in the UK and enhancing the sustainability benchmark performances of each innovative product the company develops. After a customer’s subscription with Virgin Media is ended, Virgin Media is also actively engaged in providing career development opportunities for the underprivileged people. Overall, Virgin Media ensures the best possible customer experience by bringing about product-related and societal changes.
[bookmark: _Toc478562608]

Sustainability Policies of Vodafone
Vodafone’s sustainability policies are centred around alignment with Global Reporting Initiative (GRI) standards and specific governing procedures of its Sustainable Business agenda. Vodafone prioritizes on establishing connected societies and ensuring digitally-enabled services for customers leading into the future. Before customers start availing broadband services from Vodafone, the focus has been on harnessing the company’s technological and connectivity-based potential towards propelling socio-economic advancements. According to Vodafone’s Sustainability Report (2020), the company’s mission is to bring improvements in the lives of more than 1 billion people and decrease the company’s carbon footprints by 50% within the year 2025. Vodafone aims to enhance its customer experience through attaining its overarching target of developing an inclusively and sustainably-oriented digitalized society. During a customer’s subscription with Vodafone, the company is strengthening its relationships with customers by keeping them engaged and loyal through offering innovative and integrative broadband services like the “GigaCable Max” campaigns. Vodafone also offers its customers flexible and convergence-styled broadband data packages. Customer experience is also being improved by allowing customers to switch their subscription to fixed-line broadband service packages. After a customer’s subscription with Vodafone is ended, the company is seeking to digitally transform its operations model towards being more “Digital First”, with the purpose of improving customer experience in a cost-effective manner. By automating and digitalizing its service delivery, Vodafone is making it more convenient for customers to access those services (Vodafone, 2016). Overall, Vodafone is seeking to position itself in such a way so that it completely minimizes emitting greenhouse gases. Vodafone has also expressed desire for enabling its business clients towards helping decrease their own cumulated carbon emission by around 340 million tonnes internationally within the year 2030.


[bookmark: _Toc478562609]Models for Improving Customer Relationship Management (CRM)
All aspects of every business ought to be focused on ensuring quality. Quality refers to the ability of products and/or services for ensuring consistent satisfaction or exceeding of customers’ expectations. Practically, requirements of every customer are varied and thus quality is defined from a customer-centric viewpoint. Customer relationship management (CRM) requires quality of the organisation in managing its relationships with its customers. Broadband service providers have the responsibility of ensuring quality of telecommunication service provision (Goldsmith, 2010). The quality of any given service can be explained on some certain dimensions. Firstly, the service has to be available and accessible. Next, the service should be reliable, that is, the service must be dependable, consistent, and accurate. Service providers should be responsive and be assistive to customers when they are faced with problematic situations. Rapidity in service delivery is very much desired. The provider of a service must be capable of assuring and imbuing the customer with trust and confidently. The customers ought to be treated courteously by the service providers during their interactions (Pepper, 2015). There should be a consistency maintained when delivering service every time. Such an elaboration of the dimensions of good service allow for abstractly conceptualizing quality.


[bookmark: _Toc478562610]The IDIC Model
The IDIC model has been originated by Peppers and Rogers and is one of the most commonplace customer relationship management (CRM) models. The premise of this model states that a company ought to undertake four activities for building stronger and more meaningful one-to-one relationships with its consumers (Peppers and Rogers, 2011). The expectations of these consumers and their value-adding potential to the company is assessed through the IDIC model. The IDIC model has been illustrated below:
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Figure 1: The IDIC Model
Source: (Buttle and Maklan, 2019)

In the above figure, the four components of the IDIC model have been shown. Identify (I) refers to a company’s necessity for identifying its consumers and making them feel that the company knows them. Differentiate (D) refers to the company’s necessity for differentiating its consumers according to their perceived value to the organization. Also the company has to be differentiating its consumers according to what the consumers need from the company (Saarijärvi, Karjaluoto and Kuusela, 2013). Interact (I) refers to the company’s necessity for interacting with its consumers based on their individual value and needs and collecting feedbacks from these consumers. This is followed up by the company communicating to the consumers as to whether their needs can be fulfilled by the company or not. Customize (c) refers to the company’s necessity for customizing its product and/or service offerings according to consumers’ tastes and preferences. The primary advantage of using the IDIC model to improve a company’s customer relationship management (CRM) is that at every step in the model the information regarding customers’ tastes and preferences is used as input. This is beneficial because all the steps are updated on the customers’ needs so building relationships with those customers can be made more personalized. Another advantage of the IDIC model is that a “value sieve” is used to differentiate between profitable customers and unprofitable customers (Kincaid, 2011). This is useful since the company can focus on catering to only a specific group of customers whose lifetime value to the company is relatively very high. The primary drawback of the IDIC model is that it has been used for a long time and so it has lost some of its relevance. This is a negative aspect because using outdated models for today’s digital organizations may cause a mismatch.


[bookmark: _Toc478562611]The Payne’s Five Forces Model
The Payne’s Five Forces model has been originated by Payne and Frow and focuses on a multi-functional approach to enhance effectiveness of customer relationship management processes. The major parts of the model constitute cross-functional customer relationship management processes and key elements for implementing customer relationship management (Garikaparthi, 2007). The five processes mentioned by the model include strategy development process, value creating process, multi-channel integrating process, performance assessing process, and information managing process. The Payne’s Five Forces model has been illustrated below:
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Figure 2: The Payne's Five Forces Model
Source: (Peelen and Beltman, 2013)

In the figure above, the five processes of the Payne’s Five Forces model have been shown. For successfully implementing customer relationship management (CRM), firstly, a company must evaluate its preparedness for implementing the CRM procedure. Next, since the company will evolve culturally and operationally, it should make considerable investments in its change management systems. Similarly, the company should also be investing in project management due to the growing complexity of CRM (Deszczyński, 2018). Lastly, the company should manage its employees for making them accept and adapt to the changes brought about by CRM. It is evident from the figure above that Payne’s Five Forces model relies heavily on the usage of data-driven decision-making. The analytical element of the model contributes towards its effectiveness. The primary advantage of using the Payne’s Five Forces model is that it is a comprehensive model covering the entire CRM process. This is because the model allows a company to ensure a smooth implementation of CRM process from its conceptualizing stage to its execution stage. The primary drawback of this model is that it is way too complex for practical usage. This is disadvantageous because managers will need to be trained on the technical aspects of the model for a long period of time, which may not be feasible (Hofmaier, 2015). Another drawback of the model is that it is an integrative framework. This is disadvantageous because the company needs to ensure exactly all of its other complementary elements are prepared before using this model because without correct integration the model will not work.


[bookmark: _Toc478562612]Customer Relationship Management (CRM) Value Chain
The CRM Value Chain has been originated by Francis Buttle and contains 5 primary stages and 4 supporting conditions. The main premise of the CRM value chain is enabling a company in achieving the ultimate target of enhancing customer profitability. The primary stages include customer portfolio analysis, customer intimacy, network development, value proposition development, and managing the customer lifecycle (Bejou, Keiningham and Aksoy, 2016). The sequential execution of these stages results in creation and delivery of value propositions facilitating acquisition and retention of profitable customers. The CRM value chain has been illustrated below:
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Figure 3: The CRM Value Chain
Source: (Roberts-Lombard and Tait, 2018)
In the figure above, the CRM value chain has been shown. The 4 supporting conditions in the CRM value chain are leadership and culture, data and information technology, people, and processes. Fulfilment of these conditions is necessary for effective implementation of the strategical processes in the primary stages. The customer portfolio analysis is about finding the strategically significant customers (SSCs) of a company and then ensuring maximization of lifetime values of the most significant customers (Anderson and Kerr, 2002). Customer intimacy entails collection of data regarding customers for optimally engaging them when they interact with the company at various touchpoints. Network development refers to mobilizing a company’s suppliers, investors, partners etc. towards optimizing customer experience. Value proposition development entails refining the existing value proposition to the extent that the ultimate proposition matches the expectations of the customers. Manage the customer lifecycle entails combined evaluation of business process and organization’s structure for managing the acquiring, retaining, and developing of customers. The advantage of using the CRM value chain is that it provides a simplified classification of the processes and the conditions. This is beneficial because managers will be easily able to divide tasks among employees more accurately based on each function. Another advantage of the CRM value chain is that it makes sure that the company operates cross-functionally in CRM. This is beneficial because it ensures that resources are being utilized optimally throughout the entire organization. The primary drawback of the CRM value chain may be that it is a lengthy process to implement. This is disadvantageous because organizations could have to incur lots of expenses.
Upon critical evaluation of the three CRM models, it is evident that the CRM value chain is to be preferred. One reason is that the CRM values chain is relevant especially for the organizations of the digital age. Another reason is that such a model allows convenient maintenance of the organization’s ethical policies in the context of customer relationships. Moreover, the CRM value chain can be integrated into the sustainability framework of any organization without much hassle. Furthermore, the CRM value chain facilitates the understanding of implications of ethical and sustainability policies on CRM systems of companies.



[bookmark: _Toc478562613]Conclusion
In this report, the implications of ethical and sustainability policies on CRM systems in BT Group, Virgin Media, and Vodafone were explored. Firstly, a conceptual basis of ethics was used for comprehending the ethical policies of the aforementioned three companies. Principles like respecting people, extent of beneficence, and extent of justice underlie the ethical policymaking of the companies.  Next, a conceptual basis of sustainability in a business context was used for understanding the sustainability policies of the three companies. A three-pronged approach to sustainability comprising of environmental, social, and governance issues are considered by the companies when outlining their sustainability strategy. Lastly, a conceptual basis for quality was used to critically analyse three models of customer relationship management (CRM) namely the IDIC model, the Payne’s Five Forces model, and the CRM value chain. It was found that the CRM value chain is most viable for understanding the implications of ethical and sustainability policies on CRM systems in any given organization.


[bookmark: _Toc478562614]Recommendations
Broadband service providers can improve their customer relationship management (CRM) by the following ways:
Knowledge Management
Broadband service providers should be proactive in strengthening their knowledge management practices. This can be done through improving protection of customer personal information storage. It is evident that breach of customers’ personal information harms the CRM processes of firms. So it is advisable to construct and upgrade information systems in such a way that organizational knowledge is manage ethically and sustainably.
Acquiring Customers Smartly
Broadband service providers should optimize their approach to customer acquisition to make it more effective. Tapping into their predictive business intelligence capabilities can do this. A thorough examination of customers should be done internally and externally (Chen and Ching, 2007). Analytically generated insights raise the chances of the most profitable customers being identified ethically and sustainably.
Focusing on Profitability of Products
Broadband service providers should start convincing its customers to switch from its low-end products to its high-end products. This can be done through an integrated cross-channel marketing communications campaign. Such a campaign should be targeted based on customer analytics as there are geographic and monetary variables to consider. Bringing benefits to customers will reinforce their trust in the companies ethically and sustainably.
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