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Introduction
In the discipline of customer relationship management (CRM), firms attempt to develop strong and enduring ties with their consumers. To accomplish this, several organisations, like Emirates, a prominent airline, have acknowledged the necessity of ethical and sustainable marketing techniques. Ethical and sustainable marketing not only corresponds with consumers' rising expectations but also contributes to enhanced customer relationships. In this paper, we will look into the ethical and environmental policies of the Emirates and evaluate their influence on the consumer experience. By researching industry best practices and academic ideas, we want to cast light on how ethical and sustainable marketing may enhance CRM in the context of Emirates.
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Emirates is a worldwide-known airline located in Dubai, United Arab Emirates. Established in 1985, Emirates has developed to become one of the world's best airlines, noted for its excellent service, large route network, and dedication to innovation. With a fleet of contemporary aircraft and a strong emphasis on customer experience, Emirates has built a reputation for providing excellence in the aviation sector (Brand, 2020). Emirates conducts flights to over 150 locations across six continents, connecting travellers from across the globe. The airline provides a variety of services and facilities intended to deliver a seamless and convenient travel experience. From large and comfortable seats to in-flight entertainment systems and delectable meal choices, Emirates promotes customer comfort and happiness. As a symbol of elegance and refinement, Emirates has set itself apart through its devotion to outstanding service. The airline lays a significant concentration on offering outstanding hospitality, ensuring that customers feel cherished and well-cared for during their voyage. The devoted cabin personnel, nicknamed Emirates' "Flying Ambassadors," perpetually deliver attentive and customised service to create unique experiences for guests. Emirates has also been at the forefront of innovation, introducing state-of-the-art technology and services to enhance the consumer experience (Tak,  2022). This includes facilities such as on-board Wi-Fi, inflight connection, and the legendary Emirates A380, the world's largest passenger aircraft, noted for its spaciousness and opulent amenities.
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Emirates has formulated a set of ethical rules that regulate its operations and dealings with consumers (Toscano, 2021). These principles are intended to maintain high ethical standards and guarantee that consumers are handled fairly, transparently, and with respect. Some significant areas of attention in Emirates' ethical policy include:
Transparency & Honesty: Emirates focuses a considerable premium on direct communication with consumers. This comprises giving plain and accurate information on rates, services, and any changes or disruptions that may influence the travel experience. By being transparent, Emirates establishes confidence with consumers and prevents any potential misunderstandings or disappointment (Weiss-Blatt, 2022).

Figure-1 Ethical Policy of Emirates (Weiss-Blatt, 2022).
Customer Privacy and Data Protection: Emirates emphasises the security of consumer privacy and personal data. The organisation complies with rigorous privacy standards and implements sophisticated security measures to preserve client information. By safeguarding the confidentiality and security of customer data, Emirates displays its commitment to retaining customer confidence and preserving their sensitive information (Yip, Han, and Sng, 2021).
Fair Treatment and Non-Discrimination: Emirates is dedicated to delivering equitable and fair treatment to all consumers, regardless of their complexion, nationality, gender, or any other attribute. Discrimination in any form is strictly forbidden, and Emirates encourages a culture of tolerance and diversity (Helbing et al., 2018). This devotion is shown in its employment processes, customer service interactions, and rules against any form of bias.
Impact on Customer Experience: The ethical principles of Emirates have a significant influence on the customer experience, contributing to consumer satisfaction and loyalty. Several variables illustrate the favourable effect of these policies
Data Security and Privacy: Emirates' commitment to customer privacy and data security reassures consumers that their personal information is protected. This commitment contributes to consumer peace of mind, knowing that their data is treated cautiously and used exclusively for the authorised objectives (HAUGH & TALWAR, 2021). As a consequence, consumers feel more secure providing their information to Emirates and partaking in the airline's services.
Organizational Examples: Emirates has been acknowledged for its ethical standards and dedication to client satisfaction. The airline has garnered various distinctions and honours, including the Skytrax World Airline Award for Best Airline in the Middle East and the TripAdvisor Travelers' Choice Award for Best Airline in the World. These distinctions demonstrate Emirates' achievement in providing a wonderful customer experience via its ethical principles and practices (Jain  & Zaman, 2021).
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Emirates has established several sustainability policies and practices to decrease its environmental effect and contribute to a more sustainable future. Some significant areas of concentration include:
Energy Efficiency and Emissions Reduction: Emirates has invested in contemporary aircraft with superior fuel economy systems, lowering its carbon footprints. The organisation also works on refining aircraft operations to decrease fuel consumption and greenhouse gas emissions (Hassan, 2019). Through these activities, Emirates displays its commitment to lowering its environmental impact and promoting sustainability.

Figure-2 Sustainability Policy of Emirates (Foss & Stone, 2022).
Waste Management and Recycling: Emirates has employed extensive waste management and recycling systems to limit refuse creation and redirect debris from landfills. This includes recycling activities for paper, plastic, and other recyclable items aboard its aircraft and at its facilities. By aggressively encouraging recycling, Emirates aids resource conservation and environmental sustainability (Foss & Stone, 2022).
Community and Social Responsibility: Emirates actively participates in community and social responsibility initiatives, sponsoring numerous philanthropic organisations, education programs, and community development projects (Rajendra Kumar Sugandhi, 2022). This dedication to social responsibility not only has a positive influence on communities but also enhances Emirates' brand and fosters consumer connections.
Impact on Customer Experience: The implementation of sustainability policies and practices has a substantial influence on the consumer experience in CRM. Several aspects indicate the positive effect of sustainability on customer relationships (El Ghoul et al., 2018).
Enhanced Brand Perception: Emirates' dedication to sustainability strengthens its brand image and reputation. Customers increasingly esteem environmentally responsible enterprises and are more predisposed to connect with brands that demonstrate a commitment to sustainable operations (Christine, 2022). By integrating its CRM efforts with sustainability objectives, Emirates strengthens its brand reputation, recruiting environmentally concerned consumers and developing customer loyalty.
Personal Connection and Engagement: Sustainability initiatives allow Emirates to cultivate an intimate relationship with consumers. By exhibiting its sustainability initiatives via efficient communication channels, including social media, newsletters, and in-flight announcements, Emirates can connect consumers in a meaningful manner. Customers that share similar sustainability principles have a greater attachment towards the brand and are more likely to create long-term relationships with the firm.
Differentiation in the Market: Emirates' environmental activities may distinguish the organisation in a highly competitive industry. By rendering environmentally favourable services and promoting sustainable practices, Emirates differentiates itself from its competitors (Buttle & Maklan, 2019). Customers that emphasise sustainability are more likely to select Emirates over competing airlines, resulting in increasing market share and customer loyalty.
Examples of Best Practices: In addition to Emirates, numerous organisations in the aviation sector have utilised effective sustainable strategies to increase CRM:
Qantas Airways: Qantas has created a voluntary carbon offset programme, enabling consumers to offset the carbon emissions from their flights. This initiative offers passengers an opportunity to contribute to environmental sustainability and enhances their relationship with the airline.
Air New Zealand: Air New Zealand has aggressively focused on decreasing garbage and bolstering recycling rates. The airline has developed innovative initiatives such as biodegradable coffee cups and plant-based food packaging, highlighting its dedication to sustainability and connecting with ecologically aware passengers (Kaushik Mukerjee, 2020).
Relevant Academic Theory: The Stakeholder Theory offers a valuable academic paradigm for analysing the influence of sustainability on CRM. According to this concept, organisations should consider the interests and concerns of all constituents, including consumers, in their decision-making processes. By implementing sustainability into CRM operations, organisations like the Emirates can address the environmental concerns of consumers, therefore gratifying their expectations and establishing better stakeholder connections.
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Figure-3 Three Model for CRM Enhancement (Roberts-Lombard & Tait, 2021).
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Customer Lifetime Value (CLV) is a frequently used concept in customer relationship management (CRM) that concentrates on evaluating the long-term value that consumers offer to a firm. This critical study assesses the implementation of the CLV paradigm for Emirates, a prominent airline, in bolstering its CRM processes (Bowie, 2021). The merits, limits, and utility of the CLV model for Emirates will be rigorously reviewed to give insights into its success in promoting CRM improvement.
Strengths of the CLV Model for Emirates:
Strategic Resource Allocation: The CLV methodology helps Emirates deploy its resources efficiently by identifying high-value customers. By identifying the value that each client delivers throughout their lifetime, Emirates may prioritize its marketing and service activities to concentrate on consumers who have a higher potential for long-term revenue production (Roberts-Lombard & Tait, 2021). This enables the organisation to utilise its resources effectively and maximise return on investment.
Personalized Customer Experiences: The CLV model emphasises the necessity of offering tailored experiences to high-value consumers. By analysing consumer preferences, purchasing history, and interactions, Emirates may personalise its marketing messages, offers, and services to suit specific customer demands. This personalisation enriches the customer experience and develops stronger connections with high-value consumers.

Figure-4 Strengths of the CLV Model for Emirates (Bowie, 2021).
Retention and Loyalty: The CLV model helps Emirates identify consumers who have a high possibility of remaining loyal over the long haul. By concentrating on sustaining these essential clients, Emirates may employ focused retention techniques like loyalty programs, unique rewards, and tailored communication (Bowie, 2021). This method promotes client loyalty, decreases churn, and optimises consumer lifetime value.
Relevance of the CLV Model for Emirates
The CLV paradigm remains essential for Emirates in enhancing its CRM operations. It offers a fantastic foundation for identifying high-value clients, customising experiences, and fostering consumer retention. While there are limits, Emirates may mitigate these issues by perpetually refining data-capturing systems, including qualitative variables in CLV calculations, and monitoring customer interactions beyond economic measures (Roberts-Lombard & Tait, 2021).
[bookmark: _Toc139836066]The Customer Journey Mapping (CJM)
The Customer Experience Mapping (CJM) model is a well-known technique in customer relationship management (CRM) that concentrates on comprehending and enhancing the customer's end-to-end experience with a firm (Kaushik Mukerjee, 2020). This critical study assesses the implementation of the CJM model for Emirates, a prominent airline, in upgrading its CRM processes. The merits, limits, and utility of the CJM model for Emirates will be rigorously reviewed to give insights into its effectiveness in promoting CRM improvement.
Strengths of the CJM Model for Emirates: 
Comprehensive Understanding of the Customer Journey: The CJM paradigm enables Emirates to acquire a comprehensive portrait of the consumer journey, comprising all touchpoints and interactions. By mapping out each stage of the journey, from pre-purchase to post-purchase experiences, Emirates may discover difficulty points, areas of refinement, and possibilities for increasing the consumer experience (Buttle & Maklan, 2019). This intelligence helps Emirates better its CRM operations and create a seamless and uniform experience across all touchpoints.

Figure-5 Strengths of the CJM Model for Emirates (Christine, 2022).
Identification of Customer Pain Points: Customer journey mapping aids Emirates to discover particular suffering areas or impediments that customers may experience along their journey. By discovering key pain spots, such as protracted wait times, perplexing registration procedures, or lack of customised care, Emirates may take specific efforts to address and remedy these concerns (Christine, 2022). This proactive strategy increases the customer experience, lowers customer irritation, and improves overall satisfaction.
Personalization & Tailored Experiences: The CJM model emphasises the utility of individualised experiences throughout the consumer journey. By knowing individual consumer preferences, desires, and behaviours at each touchpoint, Emirates can create personalised and relevant experiences (El Ghoul et al., 2018). This personalisation promotes client engagement, develops emotional connections with the company, and encourages consumer loyalty and advocacy.
Relevance of the CJM Model for Emirates 
The CJM model is particularly essential for Emirates since it provides significant insights into the customer experience and indicates potential for enhancing CRM procedures. By understanding the consumer journey, eradicating suffering areas, and creating tailored experiences, Emirates can establish a competitive edge and distinguish itself in the airline market (Rajendra Kumar Sugandhi, 2022). The strategy helps Emirates develop deeper client connections, enhance consumer satisfaction and loyalty, and promote long-term corporate success.
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The Voice of the Customer (VOC) model is a beneficial technique in customer relationship management (CRM) that concentrates on obtaining and evaluating consumer feedback to comprehend their requirements, preferences, and expectations. This critical study assesses the implementation of the VOC model for Emirates, a prominent airline, in bolstering its CRM operations (Foss & Stone, 2022). The merits, limits, and utility of the VOC model for Emirates will be rigorously reviewed to give insights into its success in promoting CRM improvement.
Strengths of the VOC Model for Emirates:
Customer-Centric Approach: The VOC approach positions the consumer at the core of decision-making, guaranteeing that Emirates listens to and understands its customers' opinions. By routinely accumulating and evaluating customer feedback, Emirates obtains significant insights into consumer desires, expectations, and problem issues (Hassan, 2019). This customer-centric strategy helps Emirates to integrate its CRM goals, products, and services with consumer preferences, enhancing customer satisfaction and loyalty.

Figure-6 Strengths of the VOC Model for Emirates (Jain  & Zaman, 2021).
Insights for Continuous Improvement: The VOC model offers Emirates a methodical methodology for continuous development. By obtaining consumer feedback via multiple channels such as questionnaires, interviews, and social media monitoring, Emirates may identify areas for enhancement and take focused efforts to resolve customer issues (Jain  & Zaman, 2021). This recurrent feedback cycle helps Emirates develop its CRM strategies, procedures and offers to better match customer expectations over time.
Enhanced Customer Engagement: Implementing the VOC model develops a sense of consumer connection and participation. By aggressively soliciting customer feedback and proving that their ideas are respected, Emirates nurtures a customer-centric culture that encourages consumers to share their experiences and opinions (HAUGH & TALWAR, 2021). This interaction increases the whole customer experience, deepens customer relationships, and promotes consumer advocacy.
Relevance of the VOC Model for Emirates:
The VOC model is immensely significant for the Emirates in developing its CRM activities. It offers a systematic structure for obtaining consumer feedback, acquiring insights, and implementing customer-focused innovations (Helbing et al., 2018). By aligning its objectives and activities with the voice of the consumer, Emirates may enhance the customer experience, establish deeper customer connections, and achieve long-term commercial success.
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Based on the facts and analyses offered in this study addressing the customer experience, ethical principles, and sustainability practices of Emirates, the following recommendations are recommended to further strengthen the company's CRM strategies:
· Strengthen Ethical Communication: Emirates should concentrate on enhancing ethical communication with consumers. This entails presenting plain and accessible information on the company's ethical values, sustainability initiatives, and social responsibility activities (Weiss-Blatt, 2022). By properly conveying its ethical position, Emirates may create trust and credibility with consumers, reaffirming their faith in the company.
· Expand Sustainability Efforts: Emirates should continue to enhance its sustainability initiatives across all sectors of its business. This involves investing in renewable energy sources, enhancing the petroleum economy, and implementing eco-friendly practices in ground operations and facilities. By adopting a proactive approach to sustainability, Emirates can decrease its environmental footprint, inspire consumer trust, and contribute to global sustainability objectives (Yip, Han, and Sng, 2021).
· Personalize Customer Experiences: Emirates should concentrate on tailoring client experiences to respond to individual requirements and preferences. By exploiting client data and employing sophisticated analytics, Emirates may gain insights to generate personalised services, personalized suggestions, and targeted marketing efforts (Tak,  2022). This degree of customisation reflects a client-centric approach and increases the entire consumer experience.
· Leverage Technology: Emirates could employ technology enhancements to bolster its CRM skills. This involves investing in sophisticated client data management systems, AI-powered chatbots for customer service, and customised mobile applications (Toscano, 2021). By utilising the power of technology, Emirates can expedite procedures, increase responsiveness, and give a seamless omnichannel experience to consumers.
· Foster Customer Engagement: Emirates should vigorously communicate with consumers via numerous platforms, including social media, online forums, and loyalty programs. Encouraging consumers to give their thoughts, ideas, and recommendations will not only provide valuable insights but also promote a feeling of community and engagement (Brand, 2020). This interaction may be further strengthened by delivering unique incentives, prizes, and tailored messaging to loyal consumers
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In conclusion, ethical and sustainable marketing techniques play a key role in enhancing customer relationship management (CRM) for organisations like Emirates. By adopting ethical norms, supporting environmental projects, and actively engaging consumers, Emirates can develop its brand reputation, promote customer loyalty, and distinguish itself in the competitive airline business. The incorporation of ethical and sustainable concepts into CRM strategy not only corresponds with consumers' values but also leads to long-term company success. As Emirates continues to promote ethical and sustainable marketing, it can further develop its CRM procedures, deepen client connections, and survive in an ever-evolving market.
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