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Executive Summary
The purpose of this report is to analyse to the benefits of engaging in ethical trading and building sustainable resources to the customer relationship. The researcher is also looking possible impact on organisations quality systems on customer relationship. This report explains how organisations are giving different examples of different companies are ethical, sustainable marketing concept in the organisations how they implemented these concepts in their business. 
What is sustainable marketing, it is a socially and environmentally responsible marketing which meets the needs of consumers present without compromising the ability of the future generations to meet their own needs. There are three principles which are waste reduction and social engagement, bartering versus purchasing and longevity. Waste reduction and social engagement come in different forms depending in the business being marketed for example from packaging to using no wrapping or using alternatives like using biodegradable for packaging. Bartering versus purchasing is were implementing the principle of bartering in place of buying of social networking and gathering like-minded person open to cross-promotion and information sharing. Longevity is planning marketing efforts which protect the brand from long-term fluctuations in advertising prices which will target long-term returns and long- term social engagement. sustainable marketing helps maintain a better relationship with customers and greater efficiency in pricing goods and the service an organisation provides. 
Organisations having a strategic planning this is the process of organisation’s developing and maintaining a strategic fit between the business goals and capabilities and the alternative marketing opportunities, every organisation has their own marketing plan. Company-wide strategic planning cycle includes the organisations mission statement which is the organisations purpose, or in other words what it wants to achieve in the business environment as shown in the diagram above the mission statement is in the overall organisation is founded on. Than setting organisation goals, where do we want to go, desired outcome how do we get there, strategies and measures, targets how do we measure success, results how did we do, back to goals how can we improve as an organisation by applying strategic planning the organisation can accomplish the outcomes/results and access the direction in response in the changing environment. The researcher will also be elaborating on quality service. Quality is a product or service’s ability to meet the customers’ need or want. Quality is difficult to define, and varies with each consumer, however we can look at some of the components of quality for products and services.
cost organisations more to retaining old customers. Organisations need to understand the customers Quality customer service gives organisations an edge over competitors. Attracting new customers needs and wants to need to meet them by listening and getting customer feedback organisations can improve on customer service that benefits the customer as much as the organisation. Product design and quality of the product is important to maintain customer relationship in the future than sell bad quality product a reason for contact organisation on the first instance a satisfied customer will return to the organisation.
 To identifying a likely cause of a problem to service quality in the organisation managers can use the problem-solving analysing tool to find a root cause of a problem. The fishbone is also called the Ishikawa diagram is a tool to recognise potential causes of a problem in order to identify its root causes brainstorming. The researcher also looked at the Management by walking around (MBWA) is a concept or theory used in organisations to prove quality in the workplace.
The performance of each organization, no matter its type (private, public, economical or NGO), is related to the of high development of their societies and in their social environment. Also, the effect of such organizations on the environment has become an important part which reflects the human interest for protecting the natural ecosystems and the contaminating the environment. This also concerns other parts of interests like, social equality and good governance.
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Introduction
Meaning of the term ethics according to Dictionary, (2019) is a principle of morals and the behaviour of what is right or what is wrong actions taken from individuals on an activity. The meaning of sustainability focuses on maintain a certain level or position in the future and can improve the lives of humans will maintaining the change in a balanced environment. Quality means the standard or condition of something against a similar item or object (Dictionary, 2019).
What is business ethics, business ethics is appropriate practices and policies stating moral rules that show how business operate, how business make decisions and how people are treated in the organisations. In every organisation there are many different stakeholders that an organisation needs to answer to the operation of the business, for example customers, shareholders and clients (your Dictionary, 2019).
MAIN FINDINGS
Ethics, Sustainable marketing
What is sustainable marketing, it is a socially and environmentally responsible marketing which meets the needs of consumers present without compromising the ability of the future generations to meet their own needs. There are three principles which are waste reduction and social engagement, bartering versus purchasing and longevity. Waste reduction and social engagement come in different forms depending in the business being marketed for example from packaging to using no wrapping or using alternatives like using biodegradable for packaging. Bartering versus purchasing is were implementing the principle of bartering in place of buying of social networking and gathering like-minded person open to cross-promotion and information sharing. Longevity is planning marketing efforts which protect the brand from long-term fluctuations in advertising prices which will target long-term returns and long- term social engagement. sustainable marketing helps maintain a better relationship with customers and greater efficiency in pricing goods and the service an organisation provides (Enotes, 2019).
 Acting ethically include factors like production, business processes and the organisations behaviour with its customers and communities around it operates. It is also the right steps it takes in everything the organisation does (Business Case Studies,2019). Organisation’s need to understand the importance of marketing ethics in the long-term goal and to achieve long-term gains attached to it such as, customer loyalty, high credibility in the market and in customers minds this will increase market share, higher sales as well as enhance brand value (Marketing 91, 2018). 
 For example, the business ethics and sustainability in the steel industry a company called Tata Steel they defined the ethics of the company which has five core values integrity, understanding, excellence, unity and responsibility. There values are in everything they do and drive the ethical behaviour of the organisation. Tata steel take responsibility for tackling the issues of sustainability comes naturally from this ethical stance. Tata steel sustainability is to meeting issues that arise now to ensure that future generations can enjoy the same lifestyle people do today this involves looking at it from a long-term perspective on weighing out economic, environmental and social impacts of business. The commitment to ethical behaviour of the organisation is showed in the corporate responsibility policy of an organisation. Organisation are not there to offer goods and services but also to deliver how there doing it and how they impact on society and the environment (Tata steel, 2019). 
The ethics and sustainability of tech giant Apple organisation in the electronics industry. Apples ethics are required to provide safe working conditions, treat staff with dignity and respect, act fairly and ethically and use environmentally responsible practices wherever they produce products or perform services for the apple company according to apple supplier code of conduct (Apple, 2019). apples effort in sustainability they have made great efforts in the past few years, towards sustainable growth by advancing renewable energy usage by working with suppliers to create four gigawatts of renewable energy around by 2020 that will assist in powering their facilities (Poplar Network, 2017).
 In the retail industry Primark ethics are people and production, setting high standards, partners, newsroom, fair wages they have an ethical trade and environmental sustainability team, they are also members of the ethical trading initiative and have adopted their code of conduct. Primark sustainability they have a lot of good ideas in place which aim to not impact the environment. For example, Primark have been using paper bags instead of plastic bags since 2002 and have introduced initiatives to reduce waste and packaging. Also, in the US stores they donate unsold items to those in need (Good on You, 2018).
Starbucks is also recognized as an ethical company who demonstrate achievements in transparency, integrity, business ethics and compliance, drive to influence positive change in the community and in societies around the world. Starbucks reputation, leadership, and innovation, ethics and compliance program, governance, corporate citizenship and responsibility and culture of ethics (Stories and News, 2018). Starbucks progress in several areas has showed a growth business and commitment to ethical coffee sourcing, environmental responsibility, community involvement and workplace practices like, supporting coffee farmers, fair trade (Starbucks, 2019). As well as organisations being ethical and sustainable, they need to have a strategic planning alongside the business as well.          
Companywide strategic planning
This is the process of organisation’s developing and maintaining a strategic fit between the business goals and capabilities and the alternative marketing opportunities, every organisation has their own marketing plan.

There are four steps in strategic planning, first step is defining marketing’s role; every organisation has a plan for long-term survival and growth in the market. Which all include specific situation, opportunities, objectives and resources focused on strategic planning. This helps organisations to adapting the organisations to take advantages of opportunities in the constantly changing environment. In the corporate level they have different departments focusing on mission overall purpose of business, objective of the organisation. Another section decides on business portfolio, regarding products usefulness and how to support it needs. Marketing managers take the necessary decisions.
 The next step is defining a marketing-oriented mission; this states the mission of the organisation and purpose what the business wants, and as an organisation achieve in a larger scale. The mission statement must be market-oriented that satisfy the basic needs of target customers and making a relationship with customer. In return the organisation will be rewarded with profits for creating value for customers (Talk for Biz, 2018). 
Setting company objectives and goals the manager of organisation decide on business objectives and goals and will be responsible in achieving it. For example, Apple’s action plan is to offer premium products at premium prices as well as maintaining the large market share and make high profit margins. Apples objects are to continue to create ground-breaking products and always introducing something new and exciting to its customers (Brandon Burnette, 2015). 
Designing the business portfolio means the total products or services the organisation that make up the business and analysing the current portfolio. For example, Apple are always looking to improve their existing products and service they provide to keep their customers satisfied and eager when they bring innovative products out (Talk for Biz, 2018).

Company-wide strategic planning cycle includes the organisations mission statement which is the organisations purpose, or in other words what it wants to achieve in the business environment as shown in the diagram above the mission statement is in the overall organisation is founded on. Than setting organisation goals, where do we want to go, desired outcome how do we get there, strategies and measures, targets how do we measure success, results how did we do, back to goals how can we improve as an organisation by applying strategic planning the organisation can accomplish the outcomes/results and access the direction in response in the changing environment (Balanced scorecard Institute,2019). 
 This is an example of Samsung’s organisation mission statement according to Pan more Institute, (2019) mission statement is ‘’we will devote our human resources and technology to create superior products and services, thereby contributing to a better global society’’. Samsung’s vision is to ‘’inspire the world with our innovative technologies, products and design that enrich people’s lives and contribute to social prosperity by creating a new future’ ’Samsung corporate mission and vision states focus on innovation for global societal improvement through technological products and their vision statement is there to make profitable business as well as making customers think their making a difference (Pan More, 2019). 
Starbucks mission statement is ‘’our mission to inspire and nurture the human spirit, one person, one cup and one neighbourhood at a time.’’ Their mission statement reflects how the company does to keep its business running (Pan More, 2019).
Differentiation is when organisations have a competitive advantage over other organisations with a unique strategy by being different from the rest, better understanding of their target audience and making a profit. The more unique an organisation is in differentiation the more they are head of their competitors. For example, Ryan Air with there cheap and affordable flights. Apple’s uniqueness is having a deep perception in easy-to-use software the integrated iTunes system simplicity of design and product line and quality (Libraries, 2019, Apple, 2019).  
 The quality of customer service is the key differentiator on how organisations delivery good quality customer service, keeps customers coming back and bad service drives them away (Management for the Rest of Us,2019).
What is meant by ‘Quality?’ 
Quality is a product or service’s ability to meet the customers’ need or want. Quality is difficult to define, and varies with each consumer, however we can look at some of the components of quality for products and services in the diagram.

 
(The Drum, 2018).
When customers look for quality to include all the futures in the components of quality and after service with it. Quality is providing customer with innovative products or services without defects free and provide fitness for use. Products and services that meet and exceed customer expectations which leaves the customer satisfied and happy to exchange money for the product or service (UCC,2019).
Quality customer service gives organisations an edge over competitors. Attracting new customers cost organisations more than retaining old customers. Organisations need to understand the customers’ needs and need to meet them by listening and getting customer feedback organisations can improve on customer service that benefits the customer as much as the organisation. Product design and quality of the product is important to maintain customer relationship in the future than sell bad quality product a reason for contact organisation on the first instance a satisfied customer will return to the organisation (Management for the Rest of Us,2019).   
For example, Aldi is one of UK top supermarket for customer satisfaction in latest research according to, the drum, (2018) the budget supermarket was recognised by customers for value for money which saw more cost-conscious consumers shopping with them. This put Aldi in top spot with customer satisfaction rating 74 percent marginally ahead of Marks and Spencer and Waitrose. With food cost rising shoppers feeling the pinch and looking for value for money in superstores.   
According to DXC Customer experience, (2016) customer experience is an important indictor showing performance and driving revenue to organisation a key competitive differentiator for business success. More than 75 percent of organisations recognize customer experience as a most important strategic performance measure by transforming the ways organisations engage with the customers by giving innovative advisory, technology and digital workforce capabilities and assessing CRM systems in place.
CRM stands for customer relationship management an approach to manage organisations interactions with potential and existing customers. Its analysis data about customers history with the organisation to improve relationships and focusing with customers as well as driving sales for the organisation (Sales Force, 2019). 
Improving relationships with internal (employees and suppliers) customers and suppliers assist in providing greater customer service to external customers in increased quality and better communication and motivating as well as retaining employees (Management for the Rest of US,2019). There are theory’s and problem-solving tools to aid organisations to better serve customers and employees.     
Problem solving tool fishbone framework (Ishikawa Theory, 1969) 
To identifying a likely cause of a problem to service quality in the organisation managers can use the problem-solving analysing tool to find a root cause of a problem. The fishbone is also called the Ishikawa diagram is a tool to recognise potential causes of a problem in order to identify its root causes brainstorming. There are four steps in applying the process identify the problem, work out the major factors involved, identify the causes and analyse the diagram (tech target, 2019).  This is example of fishbone diagram in non-manufacturing industry:
   


 
 Potential causes in a fishbone diagram are normally grouped into types of causes for easier sharing and reference. These types categories typically include: man, machines, materials, methods, measurements and environment. These are often called the 6 Ms and are used to label the different branches on the diagram:
Man – anyone involved with the process and contributes to the effect.
Methods – how the process is performed and the specific requirements for doing it, such as: the policies, procedures, rules and common practices.
Machines – including the equipment and tools required to do the process.
Materials – including the raw materials, parts, papers, packing and consumables needed to produce the product or provide the service.
Measurements – including the data that are used to evaluate the performance of the process.
Environment (or Mother Nature) – the conditions in which the process operates, such as: the location, time, temperature, and culture
The cause and effect matrix are a tool to find the root cause of problem in the organisation selecting the key causes will help minimize the need to find more statistical evaluation of all the cause that have an unlikely impact on the main cause of outputs problems in the organisation (CI Toolkit,2018). This is a theory that organisations can implement to improve quality in the workplace.  
Management by walking around (MBWA)
The Management by walking around (MBWA) is a concept or theory used in organisations to prove quality in the workplace. The theory is getting the management moving about also monitoring the subordinates in their work environment and achieving a more meaningful relationship with them in order to boost the organisations successes. This management theory from 1940s, by management consultants Tom Peters and Robert H. Waterman.  The three key objectives are the management must focus in order to implement an MBWA strategy: 
Manager must take time to walk around the organisation.
The manager must strike up conversations.
Creating network within the organisation.
By CEO or managers creating an atmosphere of trust and equality and make employees comfortable to approach managers. The MBWA lets managers send a strong sign to employees that there valued in the organisation and first-hand on what is happening in the organisation, breaking the complex hierarchical structure that is seen in most organisations (Work Spirited, 2019). There are different sectors this management theory is used which have been successful for example the banking sectors had a positive impact and good feedback on the service quality, and the other aspects which improved were communication, motivating and creativity on service quality in the banking sector. The MBWA strategy has suggested managers should pay vital and important role in the managing banks and motivating employees have a better relationship and encouraging them to provide the best services to customers. The MBWA theory as supported the development of the banking sectors across the Arab countries (Research Gate, 2018). 
 According to the Harvard Business School (2013) using the MBWA strategy in the health sectors across hospitals has found that there have been quality improvements programs in the frontline workers suggested by the theory it has benefited in the organisations outcome. The MBWA as resulted in positive organisations change, which lead to successful problem resolutions when seen a problem in context makes the managers aware if the problem and its causes. By working with employees in frontline employees and managers can improve future customer’s experiences.  This also enhanced the performance of the organisation by managers presence on the frontline a stronger visible signal that the organisation is serious about solving problems. 
How- ever using management theories have their pros and cons does mean one theory might work in one sector doesn’t mean it will work in every organisation. According to Couse hero, (2019) in some environment the MBWA practise has negative outcomes and impact on employees. In many cases employees perceived a presence of managers quite stressful and managers are accused of spying on employee’s and questioned the lack of trust between managers and employees.         
ORGANISATIONS CORPORATE SOCIAL RESPONSIBILITY
Organisations managements find themselves in an environment that is unpredictable. This happening due to the changing conditions that occur on the global economic market. The changes of enhancements of the new information and communication and social network environment the businesses and their managers find it harder to interact and convince their targeting audience. It is required that these managers use all the potential promoting techniques in order to attract the consumers. It is no longer just about the using of standard advertising methods, the marketing experts must consider numerous other approaches of advertising like online social networks, viral marketing, corporate social responsibility etc. The importance of the Corporate Social Responsibility from the marketing point of view and especially of using this tool as a brand reputation increasing issues. We are in a world of rapidly changing environment, were mankind’s influence on the environment is leaving a big impact. But Corporate Social Responsibility (CSR) is not just about the environment it concerns other factors. The organizations of the business industry become more and more obsessed by the requirement and the benefits of a responsible approach to society (The university of Edinburgh, 2017). 
The performance of each organization, no matter its type (private, public, economical or NGO), is related to the of high development of their societies and in their social environment. Also, the effect of such organizations on the environment has become an important part which reflects the human interest for protecting the natural ecosystems and the contaminating the environment. This also concerns other parts of interests like, social equality and good governance.
In 2001, the European Commission suggested CSR as: an idea whereby organisations integrate social and environmental aspects in their business processes and in their collaboration with their stakeholders on a voluntary basis (EU Commission, 2001)
Over the years, the ideas of Corporate Social Responsibility have become more present in the everyday life of corporations and even public administration institutions. The obligation of business to contribute to sustainable development, commonly understood as sustainable development is the ability of the current generation to meet its needs without compromising the ability of future generations to meet their objectives. (ECRC, 2013).
In 20017, EU Commission suggest, the European Commission has explained the idea of Corporate Social Responsibility as the responsibility of organisations for their impacts on society (EU Commission, 2018). organisations should have in place a procedure to integrate social, environmental, ethical, human rights and consumer concerns into their business actions and core strategy in close collaboration with their stakeholders, with the aim of Maximizing the creation of shared value for their owners/shareholders and for their other stakeholders and society at large.   Recognising, preventing possible adverse impacts. In order to create a proper Corporate Social Responsibility Strategy, and to use this important tool in the marketing characteristics of the organization, business must abide to several important propositions that we consider to be of great importance of the organisations at large (Sage Journals, 2018).


Conclusion 

Acting ethically, sustainability includes factors like production, business processes and the organisations behaviour with its customers and communities around it operates. It is also the right steps it takes in everything the organisation does (business case studies,2019). Organisation’s need to understand the importance of marketing ethics in the long-term goal and to achieve long-term gains attached to it such as, customer loyalty, high credibility in the market and in customers minds this will increase market share, higher sales as well as enhance brand value (Marketing 91, 2018).  Sustainable marketing, it is a socially and environmentally responsible marketing which meets the needs of consumers present without compromising the ability of the future generations to meet their own needs (Enotes, 2019). 
This is evident in every organisations code of conduct and the strategic planning their overall goals and business objectives of the organisation their mission, vision statement having strategies in place (Balanced Scorecard Institute, 2019). By recommending using problem solving tools like the fishbone or using the Management by walking around (MBWA) theory to improve quality in the workplace (Work Spirited,2019, Research Gate,2018). The performance of each organization, no matter its type (private, public, economical or NGO), is linked to the degree of development of their communities and in their social environment. Also, the impact of such organizations on the environment has become a vital aspect which reflects the human interest for preserving the natural ecosystems and the pollution. This first aspect is joined by other elements of interests like, social equality and good governance.
The European Commission has suggested CSR as: an idea whereby organisations integrate social and ethic environmental concerns in their organisations processes and in their interaction with their stakeholders on a voluntary basis (EU Commission, 2001) organisations should have in place a procedure to integrate social, environmental, ethical, human rights and consumer concerns into their business actions and core strategy in close collaboration with their stakeholders, with the aim of Maximizing the creation of shared value for their owners/shareholders and for their other stakeholders and society at large.   Recognising, preventing possible adverse impacts. In order to create a proper Corporate Social Responsibility Strategy, and to use this important tool in the marketing characteristics of the organization, business must abide to several important propositions that we consider to be of great importance of the organisations at large (Sage Journals, 2018).
 More than 75 percent of organisations recognize customer experience as a most important strategic performance measure by transforming the ways organisations engage with the customers by giving innovative advisory, technology and digital workforce capabilities and assessing CRM systems in place. Improving relationships with internal (employees and suppliers) customers and suppliers assist in providing greater customer service to external customers in increased quality and better communication and motivating as well as retaining employees (Management for the Rest of us,2019).



Recommendations 
This is evident in every organisations code of conduct and the strategic planning their overall goals and business objectives of the organisation their mission, vision statement having strategies in place (Balanced Scorecard Institute, 2019). By recommending using problem solving tools like the fishbone or using the Management by walking around (MBWA) theory to improve quality in the workplace (Work Spirited,2019, Research Gate,2018). Organisations can use theories that best fit their organisations in order to be implemented successfully (Research Gate, 2018). 
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