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[bookmark: _Toc140077887]INTRODUCTION

Customer relations management (CRM) is the sum of all management tactics a firm uses to ensure a strong and mutually profitable relationship with its customers (Chalmeta, 2016). CRM is crucial since it provides a firm with financial sustainability by assisting it in long-term client retention and acquisition of new customers. There are numerous approaches for a corporation to improve its CRM practices. Being ethical and running sustainable operations are two of the most popular methods for businesses to reap the benefits of CRM practices
In a business, ethics are the moral rules that govern how the organisation and its employees behave in moral situations. Ethical policies are the policies that a corporation implements to govern its ethical behaviour as well as the ethical behaviour of its employees (Murphy, 2018). In contrast, sustainability refers to operations that promote environmental sustainability (Jaca et al., 2018). firms invest in ethical and sustainable policies to manage their customer connections as social awareness of the impact that firms have on the social lives of people in their communities  (Richardson, 2019).
This report explores British Airways' ethical and sustainability principles using examples from the company's policy declarations and academic theories. Furthermore, the research examines three academic quality models that British Airways might employ to increase the quality of its CRM procedures. Finally, the paper summarises the key findings and makes recommendations for British Airways to examine to improve its CRM practices.
[bookmark: _Toc140077888]Ethical Policies at British Airways

British Airways is one of the most successful and well-known companies in the United Kingdom. The corporation has several distinct ethical policies in place to help all employees act ethically. Businesses have an ethical obligation to protect the confidential information entrusted to them (Fletcher, 2021). British Airways has a confidentiality policy that requires employees to keep all identifiable personal information that they are entrusted with to provide services or facilitate business transactions with suppliers confidential (British Airways, 2018). According to British Airways' code of conduct, such non-public information may only be shared with authorised workers or disclosed as part of legal procedures (British Airways, 2018).
Fair dealing is another aspect of business ethics in which a corporation competes and transacts on fair terms without resorting to unscrupulous commercial practices (Distelhorst, 2019). According to the British Airways Code of Business Conduct and Ethics, all individuals acting on the company's behalf must engage fairly with all entities with which the company conducts business transactions, including customers and suppliers (British Airways, 2018). More particular, the code forbids any firm representative from getting an unfair competitive advantage by unlawful or immoral tactics.  
The illegal and unethical practices that the code forbids all British Airways employees from engaging in include "manipulation, concealment, or abuse of privileged information" and "misrepresentation of material facts" (British Airways, 2018).
An ethical business should follow the laws and regulations set in place by the government to control its industry (Michael, 2016). The British Airways Code of Business Conduct and Ethics requires the corporation to act ethically in this field by national and aviation industry laws. According to the code, the company's policy is to "comply with all applicable laws, rules, and regulations" (British Airways, 2018).
[bookmark: _Toc140077889]Sustainability Policies at British Airways

Sustainability policies are critical for a business because they ensure that the organisation actively contributes to the environmental sustainability of its community and the earth as a whole (Glavi and Lukman, 2017). Such policies are especially critical for corporations like British Airways, which conduct operations that have the potential to emit huge amounts of Greenhouse gas emissions (abbreviated as GHG) into the climate. British Airways has sustainability standards in place to guarantee that the company contributes to environmental sustainability and reduces its carbon footprint. To begin, British Airways' environmental policy pledges the corporation to "compliance with all environmental laws, rules, regulations, and other commitments" (British Airways, 2021).
Compliance entails adhering to all emission restrictions established by the government as well as those organisations that promote sustainability, such as the United Nations (Dernbach and Mintz, 2019). It also entails meeting all of the company's emission targets within the framework of the regulatory emission targets. Furthermore, British Airways' environmental policy commits the corporation to "preventing pollution and safeguarding the natural environment" (British Airways, 2021). When flying their aircrafts, British Airways is required to contribute to noise and air pollution. The strategy is intended to ensure that it manages the amounts of noise it generates as well as the dangerous gases it emits into the atmosphere (British Airways, 2021).
Third, the organization's environmental policy commits it to continuous improvement of its environmental monitoring system (EMS). The environmental monitoring system allows a company to track its environmental performance by determining its emission control successes (Kumar et al., 2012). Furthermore, the company's environmental strategy includes the establishment of strategic environmental objectives to improve the company's environmental performance (British Airways, 2021). For example, British Airways has set a goal of lowering the noise of each flight by 10% by 2025 (British Airways, 2021).
To be effective in its environmental strategic policies, an organisation must involve its management in the process (Fenwick, 2017). British Airways achieves this because the company's environmental strategic objective demands management to be involved in "environmental compliance and risk through our EMS" (British Airways, 2021). Organisations must guarantee that all individuals who represent them, including all members of the workforce, participate in environmental sustainability activities (Fenwick, 2017). British Airways' environmental strategy ensures that all employees participate in sustainability activities.
This is accomplished by "raising awareness among our personnel about the environmental implications of aviation to encourage action" (British Airways, 2021).

[bookmark: _Toc140077890]A critical overview of the Literature on quality models

[bookmark: _Toc140077891]Deming's 14 Points Model
The Deming 14-point model outlines 14 steps that a company can take to improve the quality of its processes. The model can be used to improve the quality of British Airways' CRM procedures in the following ways (Bagrova and Kruchinin, 2021).     

[bookmark: _Toc140077892]Create a continuous goal of improvement- British Airways may improve the quality of its CRM practices by establishing a long-term plan that directs the organisation towards continuous and incremental progress over time. More than reacting to problems with short-term fixes, this will help increase the quality of its CRM operations.
[bookmark: _Toc140077893]Accept the new philosophy - British Airways may improve the quality of its CRM operations by developing a strategy that prioritises customer demands and allows the organisation to be flexible enough to accept new philosophies as needed.
[bookmark: _Toc140077894]Stop relying on inspections - British Airways may increase the quality of its CRM operations by fostering a culture of quality CRM procedures among its personnel so that the procedures are carried out without inspection.
[bookmark: _Toc140077895]Use a single supplier for any one item - By considering its suppliers as part of its support systems in quality CRM, British Airways can increase the quality of its CRM procedures. As a result, when the company finds suppliers who provide it with goods that enable quality CRM, the supplier should be retained.
[bookmark: _Toc140077896]Improve constantly and forever - British Airways may increase the quality of its CRM procedures by implementing cyclical methods that allow for continuous improvement. Such procedures should be structured to continually repeat the loop of gathering information about the company's CRM performance, using it to improve, and repeating the cycle indefinitely.
[bookmark: _Toc140077897]Use on-the-job training - By teaching its personnel about its customised CRM procedures, British Airways may increase the quality of its CRM procedures. On-the-job training will increase the quality of the company's CRM procedures by familiarising staff with the practical skills needed to carry out quality CRM.
[bookmark: _Toc140077898]Implement leadership - British Airways may increase the quality of its CRM operations by ensuring that its managers act as leaders with whom employees want to work. This can be accomplished by training managers to be leaders on whom employees can rely for resources.
[bookmark: _Toc140077899]Eliminate fear - British Airways may improve the quality of its CRM procedures by informing its employees and management that they have the freedom to implement CRM procedures that they believe are appropriate for the reasons based on their previous experience interacting with customers.
[bookmark: _Toc140077900]Remove information barriers between departments - British Airways may increase the quality of its CRM procedures by removing information barriers between departments. This will allow departments to share expertise, information, and ideas about the best CRM services, encouraging the interchange of good CRM ideas.  
[bookmark: _Toc140077901]Remove any confusing CRM slogans - British Airways can increase the quality of its CRM procedures by removing any ambiguous CRM slogans from the firm. Such phrases perplex employees about the company's true aims and goals. Instead, the organisation should use brief and precise messaging that employees can simply master, comprehend, and incorporate into their jobs.
[bookmark: _Toc140077902]Eliminate management by objectives - British Airways may improve the quality of its CRM operations by resisting the temptation to prioritise results over the process that creates them. The organisation should invest in the CRM process and make it a priority, as this would improve the process's quality.
[bookmark: _Toc140077903]Remove impediments to the pride of workmanship - British Airways can increase the quality of its CRM operations by emphasising all of the tasks that different workers perform on behalf of the organisation. As a result, all staff will be proud of their jobs, which will boost their morale and motivation to interact with customers pleasantly and productively.
[bookmark: _Toc140077904]Implement education and self-improvement - British Airways may improve the quality of its CRM procedures by investing in employee education continuously. This can be accomplished by formally training its personnel about CRM principles and how they affect an organization's overall objectives.
[bookmark: _Toc140077905]Make "transformation" everyone's job - Finally, British Airways can increase the quality of its CRM procedures by expressing the idea that everyone in the organisation, regardless of status, has a role to play in improving its CRM procedures.
[bookmark: _Toc140077906]PDCA (PLAN/DO/CHECK/ACT)

Deming created the PDCA model to assist organisations enhance the quality of their organisational processes by following four steps: plan, do, check, and act (Patel and Deshpande, 2015). British Airways may strengthen its CRM procedures by implementing the four stages outlined below:
[bookmark: _Toc140077907]Plan: In this paradigm, the planning process entails identifying the factors that cause the organisational process in question to be of average quality. Following that, the organisation should devise solutions to the problems. This stage should be implemented by British Airways by examining its CRM procedures and identifying its flaws, then developing plans to solve the gaps.   
[bookmark: _Toc140077908]Do: The second stage in the paradigm is when the organisation implements the plans to address the flaws in the processes that hinder it from meeting the intended quality standards. British Airways can use this phase to increase the quality of its CRM by implementing all of the strategies outlined during the planning process.
[bookmark: _Toc140077909]Check: The third step entails assessing the effectiveness of the plans and how they affect organisational processes. This stage can be used by British Airways by implementing performance indicators in its CRM processes to determine how the solutions affect the quality of the CRM operations. In this step, the organisation should also collect more information on how the processes can be enhanced further by identifying the flaws in the methods used in the previous step.
[bookmark: _Toc140077910]Act: The final stage entails acting on the third-step information and adopting solutions aimed to improve the process. British Airways may use this method to improve the quality of its CRM procedures even more by acting on the information gleaned from testing the effectiveness of current solutions and developing new solutions to address the discovered flaws.
[bookmark: _Toc140077911]DMAIC (Define, Measure, Analyse, Improve, Control)

The DMADV quality model guides managers through the five steps of defining, measuring, analysing, improving, and controlling processes in their organisations (Berardinelli, 2019).
[bookmark: _Toc140077912]Define: According to the model, this is the first stage in enhancing the quality of a process. An organisation defines the problem, its causes, and the organisational processes related to the problem in this step. This stage can be applied at British Airways by evaluating the company's CRM process, finding problems, characterising them, and the processes that characterise the problem.
[bookmark: _Toc140077913]Measure: This is the second stage in the process, and it entails gathering information about the problem to identify what it will take to fix it. This phase can be implemented at British Airways by identifying all of the CRM difficulties that impede quality development.  
[bookmark: _Toc140077914]Analyse: This model phase directs managers to analyse the data collected in the previous step to determine the root causes of the problems that create poor quality in their processes. This phase can be applied at British Airways by analysing all data connected to the company's CRM procedures to find the core causes of the shortcomings in the processes.
[bookmark: _Toc140077915]Improve: During this stage, the model supports the management when creating solutions to the problem by addressing the identified root causes. This stage can be applied at British Airways by designing, testing, and implementing solutions to the identified CRM difficulties to enhance the overall CRM practises.
[bookmark: _Toc140077916]Control: In the third phase, the model encourages managers to establish control mechanisms meant to preserve the newly improved process quality. This phase can be implemented at British Airways by training employees to uphold the new standards by teaching them how to carry out CRM operations that satisfy the new criteria.

[bookmark: _Toc140077917]Conclusions and Recommendations

British Airways adheres to sound ethical and environmental policies. According to the research, the company's policies in the two areas cover all of the critical areas that a corporation should handle. The policies strengthen the organisation's CRM procedures by making customers understand that the company is concerned with being ethical and environmentally sustainable, rather than only profit.
The report also suggested three quality models that the company may use to improve the quality of its CRM operations in its organisational processes. The Deming 14-point model, the PDCA model, and the DMAIC models are among the models. According to the research, British Airways should ensure that technology is always used in its CRM activities. CRM technologies are intended to ensure that an organization's CRM operations are effective. Using the latest CRM technologies will give the organisation a competitive advantage because it will connect with its customers in important, rapid, and efficient ways. However, to successfully follow this proposal, the organisation should invest in training its personnel on how to use the technologies.
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