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CUSTOMER RELATIONSHIP MANAGEMENT AND ETHICAL PRACTICES IN THE AVIATION INDUSTRY


· INTRODUCTION
This report in as continuation of the work being done by the researchers at the ‘Research and Analysis Wing’ of the Aviation Research centre. The report focusses on the ethical and sustainable practices adopted by the airline service providers that can affect the customer relationship with the respective company. This report contains various aspects of the aviation service provider companies such as proper communication with the customers, informing the customers of the delay, weather predictions, ticket changes, waiting times, location of baggage terminals, and many more.  There are quite a different number of ways that an airline company can adopt to improve the experience of travel for the customers and can ultimately lead to customer satisfaction. This report covers every aspect of such methods that an aviation company can adopt increase its customer base by providing high class aviation services to its customers.
The aviation sector like any other sector is susceptible to a lot of challenges in its process of delivering services to customers. Some of the major bottlenecks that the aviation industry has to deal with are fuel factor, overcapacity, labour unrest, technological obsoleteness, pilot shortage and others. This report deals with the major problems that the aviation industry has to deal with and also provides solutions and suggestions to tackle such problems. One the other major motive for writing this report is to understand the relation between the development of the individual workforce of the organisation and the corresponding benefits the organisation can reap from a skilled and trained workforce.


· BACKGROUND
Customer Relationship manage is the major tool adopted by any company to measure the level the interaction and satisfaction of its current and potential customers. It uses various database management system and the statistical and regression analysis to understand the past interactions of its customers with the company and based on the retrieved data, it analyses the level of satisfaction that the customer enjoys with the company and also analyses the area where there is scope of improvement. This analysis enables the company to serve its customers in the most appropriate way in day-to-day basis and hence it is the major vehicle adopted by the company to proceed on the road of progress. 
In the context of aviation industry, CRM stands for crew resource management. It basically involves the extensive training of the crew members of the airlines to deal with the potential dangers that the customer can face while boarding, travelling, and deboarding from the airline and hence give a sense of safety and satisfaction to the customers. As customer satisfaction is directly linked with the success of an organisation, any effort done to induce confidence among customers will ultimately give a boost to the company’s success.
In the aviation industry, the customer relationship management deals with very complex issues concerning customers such as cancellation of tickets, claiming baggage, the boarding process and others. So, an airline company needs to train its crew in all the department requiring customer satisfaction and ease of access.

· OBJECTIVES

The major objectives of the research include:
1. Investigation of customers experience of organisation on the basis ethical principles and sustainability of the process.
2. Critical analysis of models/theories that helps in boosting the organisation-customer relationship.
3. Conclusions and the relevant recommendations of the ethical principles and the sustainable policies on the quality of CRM system on the airline organisation.
















The effect of customer relationship management on the basis of ethical practices on airlines management system

	In this day and age of highly competitive marketing, it is of utmost importance to satisfy the requirements of the customers to stay in the market (Salah and Abou-Shouk, 2019, p. 11). Customer satisfaction has become one of the most important criteria in sustaining customers and maximizing profitability (Khan, 2013). The ethical responsibility of an airline ranges from a very broad spectrum of aspects such as punctuality, social responsibility towards environment, social responsibility towards the stakeholders, safety and security of the passengers and many more. “The business of international airline has developed as businesses progressively are rotating worldwide in periods of their investments, provide and output chains and their consumers” (UKEssays, 2018).
In today’s age, “we are in the throes of a giant ethical leap that is essentially embracing all humankind” (Donahue, 1996, p. 484). According to Singh (2018), “ethics often refers to principles of action that implement or promote moral or ethical values”. Professional ethics is the set of standards adopted by professionals as they view themselves acting as professionals. Professional ethics is usually stated in a formal code and focusses on the issues that are important in that profession. Ethics draws on what is right and important and it implies the willingness to accept the consequences of one’s actions.
The business of airlines like any other business model requires the application of the ethical principles concerning the organisation to make sure that that the customers do not feel cheated in any point of time. If the management system of the organisation adopts ethical practices, it ultimately leads to improving the performance of the workforce of the organisation and hence give a huge boost to the growth of the organisation. The use of ethical practices is growing in the field of airlines and also there is growing awareness of the need of ethical training in general says Hoppe (2011). Some of the major disasters such as the Ford Pinto case and the collapse of organisations such as Enron have persuaded us to rethink about the role of ethics in the workplace. The primary focus of any airline company is the safety of the passengers and crew. For this, the crew members must be given very high level of training and proper maintenance of the airlines on the regular basis.
The airline industry is susceptible to some of the dangerous practices adopted by mankind. One of such activity that the airline industry has to deal with is Terrorism. There have been many terrorists attack the airline industry has suffered. The worst terrorist attack of all time that the airline industry has suffered is the attack on twin towers in the New York city.
 	The 9/11 attacks on New York and Washington, D.C. were undoubtedly the most brazen and shocking attacks in the history of mankind, says Gaetano (2009).  The Al Qaeda is the major terrorist organisation that claimed the attack. The role of intelligence in the attack revealed the details of detailed planning and target identification. The attack is considered as major failure of the safety norms followed by an airline. It lowered the confidence of customers on the airline industry which led to a decline in travel by airlines. The complete failure of intelligence by the airline authorities and the concerned department allowed such a massive attack to take place.
According to Paul (2002), the 9/11 attack taught a major crisis communication lesson that must be adopted in such dangerous scenarios. For most of the forward-thinking leaders, managing a crisis communication program requires utmost dedication and resources. In time of extreme crisis, internal conscience takes precedence. Before any other constructive action can take place—whether it’s serving customers or reassuring investors—the morale of employees must be rebuilt. The crew members must be perfectly trained to handle such extreme situations to inculcate confidence among customers regarding safe travel.
As cited by Dinardi (2020), “customers expect the same treatment no matter where they go”. The customer expectation for efficient treatment increase on regular basis. So, an airline companies must strive to attain highest level of expertise in the field of aviation to cater confidence among its customers. Some of the most reputed organisations in the field of aviation according to the author are listed below:
1.) Virgin Atlantic airlines: virgin airline main expertise is to convert negative feedbacks of the customers into positive one by addressing all major and minor issues concerning the customers. It is impossible to please customers every time, but track record of this airlines shows that it is quite a success in addressing the problems of its customers. This airline treats every customer equally as for this airline there is no such thing such as bad customers. The employees at this airline believes in involving customers in solving their complaints well and hence brings the customers closer to the brand.
2.) Zappos: It believes in empowering its employees to attract new customers. Zappos obsessive customer devotion has created a separate brand of this company in the aviation sector. Here the employees are willing to spend enough of their time on phones catering the complaints of their customers to give the customers a sense of belonging with the company.
3.) Malaysia Airlines system: It is an employer, insurer, and investor in the aviation industry. Every member of this organisation is committed to the corporate social responsibility and encourages the efficient training and management system improvement of the organisation on a regular basis. There is appreciation for the employees for their contributions, communication, education and training of the workforce which maximizes the overall potential of the organisation. The Malaysian Airlines performance has played a crucial role in expanding tourism industry of the country and has thus led to opening of new avenues of profitability.

Customer experience of organisation based on the policies of sustainability

Sustainable development has always been the objective of many fields, including the tourism and transportation sector says Chang & Chen (2015). Corporate social responsibility is a strategic business activity that can enhance the efficiency of the airline industry. In the airline industry’s implementation of CSR include corporate governance, risk and crisis management, brand management, and product responsibility says the author.
The airline industry is a major contributor in tourism and transportation sector. Corporate social responsibility gives return to the airline on a long-term basis. The successful implementation of CSR requires overall changes in the organisational structure. The issue of sustainability concerning the aviation sector ranges from economic to environmental sustainability. The airline industry causes some major disruptions in the environmental features such as landscapes for the construction of airports as airports require large spaces. It also induces pollution and also causes social and economic effects. As Coles et al. (2013) pointed out, the airline industry is more concerned with environmental issues than its economic or social implications.
By analysing the database of 311 firms, Chang and Kou (2008) found a relationship between sustainability scores and financial performance and showed that better sustainable structure of the organisation can positively affect the profitability of the organisation. A responsible airline company publishes its corporate social responsibility, the measures taken by the organisation to tackle environmental problems caused due to construction of massive airports, and the revenue generated by the company on a regular basis.  A sustainability report contains the information such as the managerial efforts taken by the company to build a sustainable relation with the stakeholders involved and to inform the achievements of the company to every stakeholder involved in the process. This helps the stakeholders in acquiring relevant data about the progress of the company and thus helps in resolving any issues arising due to financial mismatch. 
The IATA is the global trade association for airlines that formulate industry policies on critical aviation issues IATA (2015). It covers nearly 240 airlines or 84% of the total air traffic. It deals with several issues concerning the aviation sector such as safety, climate change, aircraft noise, and local air quality. 
An elaborate research of the corporate social responsibility of the aviation industry revealed the main area of focus of CSR strategy are customer relationship management with the airline company, the brand management of the company to attract the potential customers in the market, crew management and training to induce confidence among customers regarding the quality of services offered by the company, fleet and fuel management, environmental and social responsibility to attain sustainability, formulate a well-planned labour practice laws, talent attraction and stakeholder management and many more.
In the recent years, airlines have faced extreme competitiveness in the market. The alternating fuel cost relating to the diplomatic relations with the concerned companies has persuaded the airline companies to rethink about the alternatives in the aviation sector. So, there is dire need for the aviation sector to come up with some of exceptional alternatives to attain economic and financial sustainability in these competitive environments.
 According to Saeidi (2015), an enhanced reputation and a competitive advantage are consequences of increased customer satisfaction after engaging in CSR. Although the aviation sector plays an important role in efficient transportation in raising the potential of tourism of the concerned company, it also induces many negative impacts such as sound and air pollution, landscape and climate changes and hence creates problems for the ecological footprint. So, it is required to create a balance between constructional and technological advancement in the aviation sector and the sustainability of the process leading to such development. The prime focus of any airline company should sustainable development without disturbing the ecological balance of nature. So, progress and sustainability must go hand in hand.











LITERATURE REVIEW: CUSTOMER RELATIONSHIP MANAGEMENT.


This section deals with the models/theories adopted by an organisation in improving its customer relationship management. It contains critical investigation of various quality models and theories that helps in understanding the customer relationship management with the company. It focusses on the various aspects such as the critical assessment of the potential benefits of developing workforce in an organisation for the individual as well as the organisations own benefit.
According to Goldenberg (2008), customer relationship management is defined as “a business approach that integrates people, processes, and technology to maximise relationships with customers”. Raab (2008, p. 6) also defines customer relationship management as “a management philosophy that is a complete orientation of the company toward existing and potential customer relationships”
Vahid (2009), says that before the industrialisation era of 1920, the methods of marketing adopted by people is the mass marketing such as use of radio. But the concept of marketing has evolved from posters, banners, television ads to social media advertisement in the recent times. 
The customer relationship management plans focus on customer retention not just service encounters or service transaction. Customer retention is the acquiring the trust of customers in the services offered by the company. In the past few years, there has been extensive research carried out by different companies concerning the importance of relationship, communication, and interaction of the employees with the customers. A highly interactive environment is the breeding ground for the development of tight bond between the customer and the company.
The concept emphasises on customer satisfaction and customer retention as the long-term value for the firm (defensive marketing) rather than customer transactions (offensive marketing) (Kotler, 1991; Varva, 1992). The defensive marketing focusses on eliminating the defects and increasing customer retention while the offensive marketing focusses creating market for new potential customers and increasing the frequency in which the customers purchases products which can ultimately lead to generating huge revenues for the company. 
CRM is basically a tool in attaining long term business with the customers. The adoption of CRM policies by an organisation is done because of the recognition of the fact that long term interaction of customers with the company is the major asset that an organisation can acquire. It is a strategy that enables the business to understand the buying behaviour of present customers, attract new potential customers, retain ongoing relationship with the present customers and hence lead to increase profitability for an organisation.
There can be various models in establishing and understanding customer relationship with a company. Some models are discussed below as:
1.) Economic model: This model focusses on the action taken by the customers such as purchasing a product. It explains in an elaborate manner the ‘what’ and ‘the quantity’ that a customer will purchase after employing extensive analysis. 
	According to economic model, the consumer try to gain maximum benefit from the products they purchase on the basis of the ‘Law of diminishing marginal utility’. As cited by Kenton (2020) “The Law of diminishing Marginal Utility states that all else equal as consumption increases the marginal utility derived from each additional unit declines”. The desire of customers to achieve maximum gain by investing minimum resources is the main motive of this model.
2.) Learning model: This model is based on the prioritisation of the purchasing potential of the customers. It is governed by the requirement of the customers to satisfy the basic needs first and then think about the luxurious items. The basic needs include the food, shelter, and clothing while the luxury items include jewellery, cars, bungalows etcetera. 
	According to this model, if a customer has money and resources, he will first try to fulfil the basic needs of survival. If he had enough money left after fulfilling the basic needs, then he will try to fulfil the luxurious needs.
3.) The Howard Seth model: This model provides information related to the complexities involved in the human behaviour. It considers various traits of consumers that make the potential buying customer such as attitude of customer toward purchasing, their perception level of the market, and the learning that that influence the consumer behaviour of purchasing products.
	This model is based on four variables namely input variables, output variables, hypothetical constructs (learning constructs) and exogeneous variables. According to Howard Seth model, inputs are provided by three types of stimuli such as significative stimuli, social stimuli and symbolic stimuli. 
Here significative stimuli refer to the stimulus perceived by the physical structure or the tangibles of the product. While symbolic stimuli refer to the perception about the product that an individual hold. Social stimuli consider various social factors of the product that influences the customers in buying that product.
Output variables includes the feeling of satisfaction or the feeling of dissatisfaction after making a purchase. High satisfaction results in raising the brand value of the product while low satisfaction lowers the brand performance.
	Hypothetical constructs include the factors such as the motivation level, attitude learning and external influence that a customer considers while making a purchase.
Exogenous variable or external variable as the name suggests refers to the indirect influence on the mind of customers that influence their decision of purchasing a product. It includes various factors such as social status a wellbeing, financial status, and the personality traits of celebrities.
These models can be successfully utilised in the aviation industry like any other industry.  “Customer relationship management leads to enhanced control across all department in the aviation industry” Techloyce (2019).  CRM is an important tool to examine the cross-functional departments of the airline company and to learn about the various cost that incur in each department such as material cost, labour cost, operation management cost etcetera. The CRM technique makes all these customers visible to the investigator. In the aviation sector the protection of the confidential data is of prime focus. The CRM software is highly reliable in terms of processing and the retrieval of the confidential data. So it gives the user a high level of trustworthiness.  
The customer relationship management helps in the overall improvement of the capabilities of the airline crew which ultimately leads to the increase in the airline performance. The crew resource manage is a model that the aviation sector borrowed from the business sector and raised it to new level. The employees in the airline industry has to work in extreme corrosive environment such as oil and natural gas, nuclear power, air traffic control and hence the aviation sector has adopted crew resource management as apart of their strategy to train the crew members to tackle the extreme conditions of the aviation sector, Havinga et al. (2017).


CONCLUSION

From this report, it can be concluded that CRM is a major tool adopted by an airline company to not just instil confidence among its customers but it also helps in creating an efficient workforce for the organisation. An efficient and able workforce is what is required for the success of an organisation.
 The various ethical and sustainable adopted by an airline industry give a major boost in providing a sense of satisfaction to its present customers as well as attracting new customers. CRM is used primarily for air safety, and focuses on interpersonal skills, leadership skills and decision-making skills in critical situation. The goal of a CRM programme in the aviation sector is to attain knowledge skills and attitude. These skills help in shaping the goal path of the individual working in the airline organisation and enable them to deliver their best performance in the toughest of situations. The crew members need to have complete knowledge about the aircraft operating conditions and their role in their concerned department of expertise. 
Every airline needs to adopt the ethical and sustainable practices available in the market to achieve the heights of success. The ethical practices include revealing of complete procedural details of boarding the airline, the cost of flight incurred and other tax details, their corporate social responsibility towards the society and the environment, the relevant information concerning all the stakeholders involved. These practices not just increase the confidence among the customers and the stakeholders but also lead to overall development of the organisation. The airline company must focus on sustainable development and must take necessary steps to reduce the negative impact of air travel such as air and noise pollution, changing pattern of landscapes and climate change. 
Some of the main recommendation for the sustainable development of the aviation industry could be extensive training of the workforce in various aspects of the organisation, running a transparent form of organisation and giving due credit of the performance to the employees. The employees are the major fuel running the airline industry. A highly trained and motivated employee is a boon for the airline industry.
So there is clear relationship between ethical/sustainable policies and the impact of Customer Relationship Management system on the performance of the airline company.
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