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[bookmark: _Toc57324451]Executive Summary:
The objective of this report is to provide a better understanding of how the airlines provide ethical facilities to their customers and whether or not they are sustainable. It has been requested by the Principal Researcher at ‘The Research and Analysis Wing’ of the Aviation Research Centre.
This report has been produced as a consultant in the research for how airline industries are trading in ethics and building sustainability by using resources with their customers. the report also looks at the impact of the quality systems on airlines and how customer relationship management is handled and achieved or maintained. The report begins with part one section a be customer experiences I looked at through ethical policies and sustainability policies of the airlines. Three airlines including British Airways, Etihad Airways and Qatar Airways have been investigated to see how they support their customers before during and after the flight. Their ethical and sustainability policy has also been monitored and reported.  section b of part 1 looks at the three quality models and compares and analyses the airlines' performance based on these models. The models are Crosby’s Model of Quality, Juran’s Model of Quality and Deming's Model of Quality. The airlines’ performance has been compared with these quality models and their Customer Relationship Management, to see how the airlines are performing and what needs to be improved. section c of part one is also included in section b as the quality models and CRM work alongside and they have been clearly explained. Recommendations have also been made based on any issues that have been discovered while researching for the report and have been included for the organisations to check and improve for the future. 












Contents
Executive Summary:	2
List of Figures:	4
List of Tables	4
Part 1:	5
Introduction:	5
Part 1:	6
(a):	6
Ethics:	6
Sustainability:	7
Customer Experience Management:	7
Etihad Airways:	8
British Airways:	10
Qatar Airways:	11
Part one:	12
(b) (c):	12
Customer Relationship Management (CRM):	12
Quality Models/Theories:	12
Deming’s Quality Theory:	13
Juran’s Theories of Quality:	13
1.	Quality Planning	14
2.	Quality Control:	14
3.	Quality Improvements:	14
Crosby’s Quality Model:	14
Conclusion:	16
References:	17






[bookmark: _Toc57324452]List of Figures:
Figure 1: 
Figure 2:
Figure 3:



[bookmark: _Toc57324453]List of Tables
Table 1:





















[bookmark: _Toc57324454]Part 1:
[bookmark: _Toc57324455]Introduction:

The report has been created for the Principal Researcher at ‘The Research and Analysis Wing’ of the Aviation Research Centre.
Every organisation has policies for the services that they provide for their customers. Airports and airlines also have policies, which they must follow to succeed and ensure the best services are provided.  This report looks at the ethical trading of the airlines and their sustainability of building/strengthening relationships through resources provided by these industries based on customer services.
The report begins with the organisations and their policies on ethics and sustainability and well they are being applied on the ground. Are customers supported with excellent service before, during and after the flight? The report also looks at three different quality modules/theories to critically discuss organisations improving their customer relationship management. These theories are based on organisational examples within the airline to demonstrate the knowledge and understanding of the employees working for the organisation and the service provided within the airlines on the ground and in the air. The Staffs knowledge and awareness are also looked at when taking into consideration how satisfied or happy the customers are before, during and after the flight with the airline in question.  The report ends with the third part in which customer relationship management or CRM is investigated and looked at. Recommendations are provided based on the discovery of loopholes and requirements of improvements needed. All the points and findings will be highlighted and reported in the conclusion part of this report.
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[bookmark: _Toc57324457](a):
[bookmark: _Toc57324458]Ethics:
Ethical policies are known as a set of guidelines followed by employees of a company to behave at the highest standard and always strive to do the right thing. If a company has good ethical practices/policies, they can create a good culture based on trust from their customers.
Ethics in its simplest form means a system of moral principles that affect peoples’ decision-making skills of living. It comes from a Greek word ethos which means tradition, routine, charisma, or temperament (BBC, 2014). It helps human beings in choosing to live a good life using their basic rights and responsibilities and be able to make appropriate choices between right and wrong. Most ethics have resulted from religious and cultural beliefs as well as social and professional conduct.  Marketing ethics, however, are not based on individual conduct standards, goals, or principals. They’re in fact, organisational based and result in misconduct due to a pressure of meeting the targets to complete objectives. To avoid unethical practices by the employees, airlines follow the laws and regulations set the government which give consumers basic rights within the marketplace. It is illegal to manipulate customers into buying something much expensive based on their lack of awareness.
According to the American Marketing Association (AMA, 2020), encouraging a maximum standard of specialised ethics and principles are a must amongst the employees and customers (Codes of Conduct | AMA Statement of Ethics, 2020).
In a table below are some examples of supplier’s and customers’ rights.
Table 1, rights of the customers and suppliers
	Supplier’s privileges:
	Customer’s privileges:

	Organisations must provide:
· Ensure to supply a variety of products to the customers with different prices, styles, and sizes
· Keep customers’ health and safety in mind when providing services
· Making sure not to discriminate in any way
· Avoiding misleading to increase sales
· Promoting the product and providing an incentive to buy
	Customers must have a choice to be able to:
· Choose a product by researching
· Gathering further information regarding the chosen product
· Ability to provide feedback and help improve the marketplace
· Have access to all necessities in a sustainable environment without feeling discriminated
· Be able to trust sales and customer services



[bookmark: _Toc57324459]Sustainability:
Sustainability or sustainable marketing means to fulfil current consumers needs. The emphasis is on to ensure that the needs of the future generations are also met based on sustainable marketing. In other words, it can be said that the resources are preserved for future generations consumption.  For example, trees are planted to replace the ones that were cut for furniture making and so on… Ikea on the other hand has also gone one step further where they buy back old furniture from their customers and resell it either through a BuyBack area or online. This has helped Ikea become popular amongst the public as well as helping reduce the cost of making new furniture by recycling the old ones. Which in itself is a very positive step of the company towards a greener planet (IKEA Buyback T&Cs, 2020).
The airline industry has to improve and sustain their ethical marketing to achieve and sustain their long-term goals. Just providing products or services on their own is not enough to satisfy customers nowadays.  People want to have multiple choices to get satisfaction while experiencing new things. They want a variety of products, reasonable prices, safe and harmless journey, and good quality services before, during and after their flights. Airlines consider all these factors while working against a large number of competitions with other airlines also trying to achieve their targets and agenda.
This report looks at how the airlines are delivering what they have promised to their customers to ensure an easy and comfortable journey before, during and after the flight. Airline’s ethical and sustainability policies are also taken into consideration during the research and study.
[bookmark: _Toc57324460]Customer Experience Management:
Customer experience management (CEM) is an approach used by the organisations to develop, monitor, and arrange communication with customers to build strong long-term relationships.  This method helps reduce the gap between projected and real/actual customer experience.
According to Lemon and Verhoef, 2016, producing and building a solid customer experience is essential for organisations.  Another research by (Gartner, 2016) shows that companies must interact with customers to design and provide services according to their expectations to win their loyalty, approval, and support to develop long term relationships. Engagement with customers throughout is a crucial role for any organisation to succeed and it can make or break the reputation based on the positive or negative feedback provided upon the services offered. It contains a tangible business value when CEM is managed effectively. It strengthens its’ preference amongst customers, increases revenue through customers’ positive reviews and increases and improves customer loyalty. When the organisations create and maintain customer profiles, it gives the customer a personalised interaction as they can get up to date information every time, they need it.
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Figure 1 Customer Experience and Engagement
[bookmark: _Toc57324461]Etihad Airways:
Etihad Airways have an Ethics and Compliance procedure both for their employees and customers. As primary responsibilities for the employee. Etihad Aviation Group (EAG), aims to read, understand, and comply with their Code of Conduct, internal policies, and applicable laws. A secondary responsibility would be to speak up if anything unethical, illegal or anything that conflicts with the Code is observed. In the Code of Business Conduct, Group Chief Executive Officer Tony Douglas writes as a guideline for his colleagues that “… - be moral, act honorably, and treat others with respect”, (Douglas, 2018). however below is an example as to how these guidelines have been breached.
Briefly summarizing this report. One of the staff members of Etihad Airways had harassed a couple and had forced the tags off their hand luggage. As mentioned in their Ethics and Compliance procedure we can see that the so-called primary/secondary responsibilities given to the employees were being breached. Aside from the breach itself, Etihad Airways claims to urge its employees to speak out if anything unethical is taking place. No employee there at the time had reported this. Not only that, it was as if there is a personal grudge against the couple and were being threatened to be refused boarding to the plane. This kind of behaviour is just not acceptable as it is ethical misconduct and completely inappropriate.
Etihad airlines have an ethics and compliance page where they deal with the briefing of Etihad Airways Code of Conduct. This Ethics Line is designated for employees, members of the public, customers, and various stakeholders to raise a concern or report a potential breach within their values and policies. If the Code of Business Conduct, EAG policies, are ignored or the law is violated then this can result in penalties as the consequences of not following the laws are taken very seriously and can result in getting a fine, charges, losing some or all the privileges provided by the airline, and in some cases, those individuals can result in getting arrested (Douglas, 2018). This line, however, does not support customer complaints. Customer complaints are channeled through their feedback page where they are dealt with by a member of their Guest Affairs Team (Ethics and Compliance, 2020).
Etihad Sustainability policies can be defined as an outline of commitments for standards and/or practices designated for the enhancement of environmentally responsible procedures.
Etihad Airways aims for zero net carbon emissions by 2050, as shown in figure 2 below (Etihad Airways sustainability Greener together, 2020). EAG claims that ‘sustainability is at the core of our business’. As an example, during a flight, Etihad claims to be taking steps to reduce the single use of plastics across their business. These would be bottles, cups etc.
the airline also has something that is called a Greenline Program. This program tests new green technologies. This includes the use of eco-friendly in-flight products and the use of more sustainable alternative fuels (SAFs) on their Dreamliner fleet of aeroplanes. Another claim is that their entire workforce aims to find sustainable alternatives to everyday business practices. All to improve their fuel and operational efficiency through product changes and carbon-focused creativities. 
[image: ]
Figure 2 (Etihad Sustainability, Greenline Plan)
[bookmark: _Toc57324462]British Airways:
British Airways (BA) is one of the most leading international airlines. It was established in 1974 and became UK’s largest international airline carrying over 40 million passengers to different countries. BA support the UK economy and aims to improve customer approval, membership rewards and increase income and profits for its stakeholders. By talking to the customers, BA tries to facilitate customers and their families according to their needs and requirements. It also invests in meeting the demands of travellers for both, professional travel, and personal vacations. Their ethical policies play a major part in such behaviour and can help increase or decrease their reputation. BAs’ motto is “To Fly. To Serve”. This automatically brings a tailored and caring image of British elegance and superiority into the customers’ minds. Giving the customers a belonging feeling, which results in their loyalty to travelling with BA frequently.
CO2 emissions increased by 32% from 2013 to 2018 and the UK is responsible for 4% global aviation CO2, according to an article in the Guardian (2016). This is happening due to an increasing number of people using the airlines for domestic as well as international flights. It is aimed that by 2050 total emission is set to cut down to half by using a mixture of fuels and essential fresh technologies.
British Airways Are dedicated to cut environmental footprint and global greenhouse gas emission. Just like all the other airlines British Airways are also committed to achieving net-zero carbon emissions by 2050. They're flying more and more fuel-efficient aircraft now than ever before. They are also concentrating to decrease carbon emissions by implementing sustainable substitute fuels. They have also presented enhanced and upgraded technology which reduces noise conditions and improves air quality within the crafts (Cruz, 2019). All members of staff and employees as well as the management are responsible to manage environmental risks and are required to report any environmental incidents to the company according to its policies to play their role in reducing CO2 emissions.
[bookmark: _Toc57324463]Qatar Airways:
Qatar Airways (QA) was launched in 1997 and earned a lot of awards since then. They won five awards, four of which were in a row one after the other by Skytrax. Their most recent one was in 2019. The CEO aims to make Qatar Airways the first choice for his customers by offering them affordable flights they want to their chosen destinations (Welcome to Qatar Airways, n.d.). Although they have been given the Travellers’ Choice Award by the TripAdvisor, their customer services do need to be improved and consistency is needed at their help desks across the world. However, their long rout flights cater to all of their passengers regardless of their age, gender, ethnicity, or diet requirements. This gives Qatar Airways an upper hand compared to many other airlines. It also shows how onboard staff are trained and equipped with an up to date information regarding their customer satisfaction. 
According to the Ethical Conduct of QA, all stakeholders are expected to follow the highest standards of quality, respect local laws, avoid situations that might become punishable or require a disciplinary action against the individual or the group involved. If such a situation does arise then there is a zero-tolerance policy by the airline to deal with the matters according to the terms within the contract. QA’s Whistleblowing policy helps employees to report an incident to the relevant department without revealing their identity. Thus, avoiding any personal threats or safety issues. Customers’ Confidentiality is prioritised and abide by All the employees off the airline. Any information held by the airline is kept safe and secure to ensure individuals are protected and their information is secure. QA encourages its stakeholders to provide all the information advice with all suggestions for the airline to improve by implementing and amending new ideas and choices (Supplier Code of Conduct, 2019).
QA’s Sustainability policy is to reduce CO2 emissions by using eco-friendly substitute fuels and introducing reducing, reusing, and recycling methods to help control emissions on the local environment. This means there’ll be less wastage of fuels, considering they are a finite source, and therefore help the environment in terms of its eco-friendliness. By making changes on a smaller scale the airline hopes to improve and develop long term performance when it comes to achieving the larger and long-term development plans in the future. The company plans to review the policy on annual basis and monitor its’ progress towards achieving environmental objectives. By providing substantial information and training to the staff QA is helping to prioritise these issues and create effective management systems that provide awareness for all the stakeholders to either develop further and/or boost arrangement to ethics that are known worldwide.
[bookmark: _Toc57324464]Part one:
[bookmark: _Toc57324465](b) (c):
[bookmark: _Toc57324466]Customer Relationship Management (CRM):
Customer relationship management or CRM is a system that allows businesses to manage business relationships and data (Sayol, 2020). Customer relationships play a vital role in any business and should be an essential part of the businesses. The systems focus more on customers and results in proving beneficial for the company in terms of profits in return. Increase of competition amongst the airlines has made it crucial for the airlines to ensure their CRM systems are not only in place but are also being monitored and improved regularly. The system helps airlines focus on their relationships with customers and improve any flaws within the system to continue the services for the long term. By using a combination of practises, strategies, and technologies to manage and analyse customer interactions, the airlines gain both, customer trust as well as the sales of products and services. CRM systems collect customer data through their website, telephone and live chats, email, and other interactive networks.  Communication through CRM helps keep customers aware and up to date with their purchases of products, ensuring their concerns would be dealt with appropriately and handle their concerns regarding an existing product that was bought by the customers. 
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Figure 3 CRM Model (Sayol, 2020).
[bookmark: _Toc57324467]Quality Models/Theories:

[bookmark: _Toc57324468]Deming’s Quality Theory:
It has become significantly important for organisations to increase quality management while contending against other economies. Value and quality have been considered as the peak importance of improving organisational performance and Total Quality Management (TQM). A lot of theories have been written for TQM and their performance has been compared amongst each other. Deming’s Management Method provides with 14 points for the management to improve their practice and performance. These are referred to as, “principles of transformation”. This philosophy improves significantly by providing a constant purpose toward improvement. He believed that if the quality is improved, the companies will decrease expenses while growing production and market segment as well as clients’ trust. This is possible by creating consistency and by providing quality through putting customers’ needs first.  He wanted people to put quality into products instead of getting them inspected on regular basis. He also believed in having trust amongst suppliers and building long term partnerships with them rather than testing new suppliers all the time as this wastes time as well as money. One of his point emphasises on improving organisations systems and process; and providing relevant training and education to its employees to decrease difference, and shape mutual information while getting involved in training sessions as this provides support and helps the team reach its’ full potential. It also reduces the fear as the workers feel they can approach their leaders and managers. The quality of their work increases as there is a common goal to achieve. Regular meetings and discussions make it clear for the workers to discuss what sort of support or resources are required to complete the tasks at hand. This also helps the management to see potential in their workers and guide them on how to self-improve and learn new skills or simply reward them for their achievements.  By using Deming's Quality Management theory airline industry can transform not only their employees’ performance but also improve overall organisational performance. Airlines mentioned in section a, above show that some of these points of Deming’s theory are in place, however, to increase and improve their CRM the airlines must make changes to improve their performance, services, and products. 
[bookmark: _Toc57324469]Juran’s Theories of Quality:
Dr Juran is known as one of the leading experts on quality in the world. His concepts can be used to establish a traditional quality system, as well as to support Strategic Quality Management. Among other things, Juran's philosophy includes the Quality Trilogy.
Quality Trilogy includes:
1. [bookmark: _Toc57324470]Quality Planning
Quality planning provides operators with the ability to produce goods and services that can meet customers’ needs and expectations. It also provides instructions and guidelines to operators and other stakeholders to deliver products according to customer demands and requirement.
2. [bookmark: _Toc57324471]Quality Control:
Quality control is used to prevent things from getting worse. It is an inspection part of the Quality trilogy that helps compare actual performance with the plans that helps resolve any differences. Pareto Principle can also be used in Quality Trilogy where 80/20 rule is used where senior management performance is monitored and improved rather than the employees. This method can apply to Etihad Airways above given example of misconduct by a staff member who harassed the passenger. This misbehaviour impacted on the performance of the employee. The individual responsible for such behaviour could be provided with the training to prevent such incidents from taking place in the future. 
3. [bookmark: _Toc57324472]Quality Improvements:
This is the third element of the Trilogy where Performance is monitored and improved to a new level that is superior to the one before. This can be attained by applying breakthrough thinking. It also helps to identify what next projects are going to be and determine how those will be implemented to take the performance and customer satisfaction to a higher level. It can also help establish a structure to monitor quality improvement and identify specific needs on any projects. It helps to provide resources motivation.
[bookmark: _Toc57324473]Crosby’s Quality Model:
Philip Crosby argues that the focus of the businesses should be to prevent product defects and pay attention to customer requirements. He believes The quality is based on requirements and not quality is based on not confirm it's of requirements. In simple words, he believed that if the customer does not need or require service then that will be less in demand hence should not be invested in much as it only costs money to build an unnecessary product. However, if the product performance was not achieved due to its’ poor quality it needs to be reproduced or improved, that will cost more money and will result in further expenses.
He advocated his basic theories about quality in ‘Four Absolutes of Quality Management’, which are as follows.
· Quality is defined as conformance to requirements, not goodness
· The system for causing quality is prevention, not an appraisal 
· the performance standard must be zero defects, not “that's close enough” 
· the measurement of quality is the price of nonconformance, not indexes (Clayton, 2015)
Crosby believed that the plan should be developed for people to make the products accordingly. This is measurable as Specifications are clear in plan and can be worked towards achieving the set targets the first time. 2nd Absolute of quality focuses on preventing rather than inspecting. This means the standard should be high quality that will result in any incidents being prevented in the first place. By eliminating the errors results in problems being prevented in the first place. His 3rd absolute focuses on the highest quality high performance that contains no defects. He does not believe in almost performances as these do not help companies succeed on a long-term basis. The management provides the programme provides resources and employees to achieve success by following the guidelines from the management. According to Crosby, two factors can result in a reduced performance which is lack of knowledge and lack of attention (Clayton, 2015). If the employees or the management lack either of these it will result in the project failure. In his fourth absolute Crosby suggests the traditional quality measurements have to be converted for management to understand. For example, all expenses should be put towards things that are necessary, quality functions, quality of education. Some expenses are involved in doing things wrong, such as fixing problems, correcting orders, correcting products and warranties are the result of nonconformance price and can be prevented if they're produced correctly in the first place. Abovementioned airlines can prevent incidents such as issuing tickets to the wrong people, misleading information, staff behaving inappropriately on board, poor customer services but due to lack of knowledge. This results and airlines having to pay compensation to the passengers due to the members of the staff and the lack of training and knowledge. This can be prevented by providing adequate information, relevant training, and knowledge on customer relationship management. As with all the businesses and airlines, customer relationship management is the heart of performing, improving and succeeding in running the business. However, such performance also needs to be monitored on regular basis to ensure equality and international standards of performance are met and achieved.
Gathering information from above-mentioned Quality models it can be established 30 airlines must provide the highest standard of quality and customer relationship to achieve the result that is expected. The CRM based approaches allow detailed tracking pf performance and analytical capability while providing the platform for customer services to provide reliable delivery of services and products to the higher value customers. There should also be a marketing strategy in place to monitor the performance of both customers and employees. CRM systems are being improved with systems that track customers’ details such as, their buying history, interests, and objectives. This helps build strong customer relationships and earn customer loyalty as well as positive reviews for the airlines bringing in more customers and revenue.
[bookmark: _Toc57324474]Conclusion:
To conclude, this is a report which had been requested by the Principal Researcher at ‘The Research and Analysis Wing’ of the Aviation Research Centre. This report has contributed to the research by compiling a description based on certain policies. This part of the report has also investigated the customer experiences of organisations based on the Ethical and Sustainable Policies. Also having included customer experiences of three organisations within the Airline industry before, during and after a flight. A demonstration of three models/theories has also been included to help the organisation improve its relationship with customers through management. The models consist of Deming’s Quality Theory, Juran’s Theories of Quality and lastly Crosby’s Model of Quality. These models, having been provided to us by the leading experts of quality in the world, all put forward arguments based on Quality Control, Quality Improvements and Quality Planning etc. and how a business can use them to prevent product defects, establish a traditional quality system and increase quality management while contending with other competitors. 
With the regarded points, ethical and sustainable policies can have a big impact on the quality of Customer Relationship Management systems in the above-mentioned Airline organisations. Customer relationships play a very important role amongst businesses henceforth allowing them to pick out flaws within their system to build a greater relationship with their customers. Airlines can use this system to ensure they are ahead of their competitors with the reasons that if a business has good relationships with their customers, a more profit return can be acquired.
Having used a combined system of practices, strategies and technological advancements to manage and analyse customer interactions with the employees; airlines can use these to gain both sales of products and services and customer’s trust. These systems often collect data about their customers through their website, telephone, live chat, email, and various other interactive networks used to enhance and implement improved strategies to ensure the best relationship between customer and employee.
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