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[bookmark: _Toc12270563]Executive Summary
This report has been compiled to understand the impact of CRM system. It has been found that ethics, sustainability and quality have a superior influence and impact on customer relationship management. Ethics is defined as what is morally right or wrong that influence people’s everyday decision. Sustainability is a CSR to protect the environment for the future generation and the natural resources. Quality is defined as degree of excellence; it is about providing customer satisfaction every time through ethical practice and sourcing ethically by keeping CSR as priority. The research has identified gaps in ASOS, TSB and Nestle of being unethical and not practicing sustainability to the best of their abilities. To support the organisation to improve their ethical, sustainability and quality practices and retain loyal customers and capture prospects, the researcher has recommended to Nestle need to revise the triple bottom line framework, prioritise in the order; people, planet and profit. Apply the ethical golden rule and implement Juran’s quality map model. 
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[bookmark: _Toc13059931][bookmark: _Toc12270564]1.0 Terms of Reference
This report has been requested by the editor of Customer Relation Online Journal on 18th June 2019. The report is a critical perspective of the impact of organisational quality processes have on customer relationship management. The report has been complied by Researcher of UWTSD. The researcher will analyse the benefits of ethical and sustainability policies, the quality of customer relation through products and services and the impact this has on the organisation. Models and theories that can be used to analyse quality assurance. The report is due on 5th July 2019.


[bookmark: _Toc12270565][bookmark: _Toc13059932]2.0 Procedure
The researcher has used secondary research, credible sources of textbook, journals and websites to compile this report.


[bookmark: _Toc12270566][bookmark: _Toc13059933]3.0 Findings
[bookmark: _Toc13059934]3.1 The definition of Ethics
“Ethics is the code of moral principles, values and rules that govern our decisions and actions with respect to what is right and wrong, good or bad” (Buchanan & Huczynski, 2010, p.52).

The researcher describes ethics as what is important to an individual, group or an organisation. What is right or wrong. Buchanan & Huczynski (2010) argue that there is no consensus on what ethical behaviour is. In the simplest form BBC (2014) describe it as a system of moral principles that affect decision making in everyday lives. 
Ethics has different term and typology:

· Business ethics
· Ethical value system
· Ethical business culture

[bookmark: _Toc13059935]3.1.1 Business ethics
“Business ethics is the study of business situations, activities and decisions where issues of right and wrong are addressed” (Crane and Matten, 2007, p.5).
It is important for organisations to consider when developing the CRM system, a code of ethics this supports the appropriate behaviour expected in the business, the code can help organisations determine what is ethical and unethical. It has been found that bad behaviour or unethical practice is bad for business (Fisher & Lovell, 2009).
There are two branches of business ethics, these are:
· Descriptive approach – moral values that majority of organisations follow and stand by, involves describing and characterising morals and questions whether the organisations CRM system policies apply and operate ethical behaviour and environment.
· Normative approach – examines actions of organisations standards, how does the organisation deliver their mission and visions, what are their values, how well do they communication their ethical values and beliefs, how do the business display their morals and how do they address ethical behaviour.

[bookmark: _Toc13059936]3.1.2 Ethical Value System
Is a theory that needs to be considered when organisations develop CRM system. Chron (2019) defines ethical value as: “…business ethical values are a set of guiding principles that encourage individuals in an organisation to make decision based on the company’s state beliefs and attitudes towards business practice within an industry”. 

There are businesses that are acting lawfully, however individuals, groups or segment may perceive it to be unethical, as people have different values, beliefs and attitudes. Palmer and Hartley (2012) note that it is difficult to agree on the what is right or wrong, no two people will agree to the same thing, as what is considered unethical in one society or group may be considered acceptable to another. It has been found that consumers and purchasers monitor ethical values that is practiced in organisations. 

[bookmark: _Toc13059937]3.1.3 Ethical Business Culture
It is important for organisations to consider the culture when developing the CRM system, Ardichvili, Mitchell & Jondle (2008) identified five characteristics that attribute to ethical business culture that influences operational practice;

· Mission, vision and value-driven
· Stakeholder balance 
· Effective leadership
· Integrity
· Focus on long term prospective

Mullins (2005) expresses that a business is for the stakeholders and the business actions should be designed to balance stakeholder’s interest. Culture can impact and obstruct decision making of ethical practice, different culture has different code of ethics.

[bookmark: _Toc13059938]3.1.4 Decision making - when developing CRM systems

· Apply the checklist of the Golden rule ethical test, it is about treating people the way you want to be treated by being fair, honest and integrity
· management need to ensure that they are keep the ethical code priority when making decisions and not for self-interest or short-term profitability 
· management need to source materials ethically by confirming that the suppliers and manufacturers pay fair wage, exclude child labour, good working conditions, by examining and inspecting how things are operated, can be beneficial for businesses as this leads to increase profitability in the long-term and development of retaining client, supporter and advocate customers 
· management need to ensure that workers values are aligned with organisational values and all aspects of the business are working towards common policy and work practice
· ethical codes are not enforced by national laws, however the more awareness it is stimulating and encourages ethics to gradually become a norm in formal/informal decisions (Fisher & Lovell, 2009).

[bookmark: _Toc13059939]3.1.5 Consequences of unethical practice 

· Reputation is important, when businesses ignore ethical code, it can damage the image of the business. 
· Unethical behaviour has risks of being corrupted, fines, litigation of non-compliance. 
· Media influences people’s judgement
· Business that promote ethics in their values, mission and vision – have to answer to stakeholders and shareholders of its wrongdoing 
· Bad publicity can aggravate and encourage workers to speak up of any unethical practice in the workplace
[bookmark: _Toc13059940][bookmark: _Toc12270568]
3.2 The definition of Sustainability
“It is about thinking about the impacts of today’s actions on future generations and learning to live within our environmental limits. Its about balancing social, environmental, economic and cultural needs in a way that does not compromise future generations” (Uwtsd, 2019).

The researcher describes the term sustainability arose in the 1980s used as an environmental context. It is corporate social responsibility, businesses have responsibilities to ensure they are helping the economy growth, by working with the government to reduce carbon emission, global warming, going green and waste recycling. Sustainability is non-depletion of national resources. To be environmentally friendly by being cautious about the future. According to Dresner (2008) sustainability will become morally obligatory towards protecting future that would amend social inequity of trades of poor developing countries and poverty. 

Moltham-Hill (2015) describes sustainability as a framework or pillar to understand what is happening around the world, this will implement what changes should be made to improve the environment through the observation of the relationship of the social, economic and environmental trends. Blowfish (2013) has a similar analysis of sustainability, is far superior than about natural resources, they are strong political, ethical, social and economic features that will impact the sustainability development. It has been found that when businesses develop CRM system it is advisable that they make strategic decisions according to the sustainability pillar to understand the powerful impact the pillar mentioned above influence. 

The researcher believes it is important when developing CRM system to examine John Elkington development in 1997 of the Triple bottom line dimensions that focuses on social, environment and economic, (see appendix A) which initially referred as people, planet and profit (Molthan-Hill, 2015). Businesses need to balance the pillars for effective CRM system by focusing on the customer’s needs and want, developing quality products in align with sustainability policy, which will accumulate profit. Molthan-Hill (2015) cited that Elkington encourages to pursue sustainability, triple bottom line will be an excellent framework define sustainability demands for individual businesses. 
[bookmark: _Toc12270569][bookmark: _Toc13059941]
3.3 The definition of Quality
“…meeting the customer’s expectations the first time and every time” (Wittenbrink, 2013, p98).
The researcher has found through Wittenbrink and Roethlein (2013) research that there is no single definition for quality, the term is used differently in general life, products, services and in different business sectors. According to Alchemy Assistance (2019) quality can be defined as different things to different people at any given time. Alchemy Assistance advise businesses need to define their own quality definition, as this will support the business strategy, to set about achieving quality. The researcher defines in business terms quality is about a business building a reputation that is gained through consistency of customer experience. Businesses that offer quality products and services can differentiate themselves in the market (Chron, 2019). The researcher believes customer satisfaction is not merely on price, it is on the quality of the products, when customers pay premium price for product quality that exceeds their expectations. Market Business News (2019) states that quality refers to how well something is to comparable product or service, ‘it is degree of excellence’. Quality can be products, that has been outsourced and manufactured in align with ethical and sustainability standards. Quality is about business assurance that their production is defect-free. When businesses fail to meet customer expectations, this makes customers look elsewhere for alternatives. 

3.3.1 Quality theories
It has been found that there are varies quality management guru’s that have developed dimensions, concepts, and typologies, the researcher insists organisations developing CRM to study them;
· Deming 14 points of TQM (appendix B)
· Juran – Quality route map (appendix C)
· Ishikawa (appendix D)

Dr Joseph Juran is described as pioneer, teacher, and consultant for his expertise in quality management and how he influenced change in company practice (Edmund & Juran, 2008). Juran Invented the Route map (please see appendix B). The map should be considered by the management in organisation that are developing CRM systems. In 1954 in Japan, Deming & Juran introduced management dimensions of planning, organising, control and focus on responsibilities of management to achieving quality by setting goals (Schneider & White, 2004; TQM, 2009). The dimensions are broadly used as total quality management that consolidates Deming’s and Juran’s philosophy. Juran expresses to develop a quality process, businesses need to identify its customers, find out the needs, create and innovate according to customer needs and wants. Implement a strategy for quality and aim to achieve the objectives by measuring consistency. Juran notes that it is the senior management who are the powerful influencers of the workers and management must be committed to delivering quality to make It work.

In 1969, Japanese professor Ishikawa developed Fishbone Diagram (appendix C) this diagram can be applied in organisations when identifying causes to a problem, using six generic headings: methods, equipment, people, materials, measurement and environment to prompt ideas and theories about the cause of the issue, complaint or problem (ASQ, 2019). This methodology can be applied universally.

[bookmark: _Toc13059942]3.4 Impact on CRM

[bookmark: _Toc13059943]3.4.1 Ethics
It has been found that ethics is a requirement for CRM, customer data that is collected through CRM need to privacy and protection, although customer information can be an asset for business, when security is compromised this has pervasive effect on customers. The benefits of ethics in CRM helps the business recognise the difference of right and wrong, applying principles of honesty and fairness to relationships with customer. CRM systems that adapt to ethical codes can help improve service, build and develop customer loyalty and customer relation. Weybrecht (2014) and Fisher & Lovell (2009) emphasise the importance of ethics in business where investors look for good strong principles of ethics before they go into business. Management that conduct business ethically will develop high quality relationships with stakeholders, increases ROI. The disadvantage of ethics in CRM is that not all customer will agree to decisions, that they believe is unethical such as many cosmetic brands are selling in China, animal testing is compulsory by law in China, this has impacted customer loyalty. Due to the high influence of animal cruelty activist China are now banning animal testing. Organisations can gain valuable foothold in the market by keeping ethics in the frontline of the business. According to Forbes (2010) organisations can influence customers in the way they conduct its business through integrity and trust. Customers are becoming more aware of how unethical practice can increase social inequality. It is important that all aspects of the business must adhere to the ethical codes. CRM needs ethics to enhance reputation through its ethical standards. Ethical behaviour can impact the marketplace, this can develop relationship with prospect customers, and advocate brand champions promoting to friends and families.

[bookmark: _Toc13059944]3.4.2 Sustainability
Crane and Matten (2007 p.23) states: “Sustainability refers to the long-term maintenance of systems according to environmental, economic and social considerations.” Sustainability impacts the CRM system, it is a business framework, that influences the underlying structure of how a company creates, delivers and captures value. It is how business makes money (Sustainable Business Network, 2019). Customers are not merely interested in the brand they want to know the commitments of the corporate social responsibility and operations of the organisation and how they source their materials and how they produce it. Sustainability will help businesses become more efficient, improve reputation, better growth by cutting costs and this will strengthen stakeholder relationships and company longevity. Sustainability is benefiting CRM by being and acting responsibly, reflects the organisations ethical behaviour and commitment of the environment, customers are influenced by the environmentalist and activist that is speculated increasingly through media platforms. Sustainability can be used as a marketing technique, customers will buy products of companies, which adapt the CSR, sustainability can be transformed as competitive advantage. Sustainability can develop opportunities for CRM by developing a loyal customer base by high satisfaction of the environment friendly products and services (Vagasi, Szalkai & Janko, 2003). There are many companies that have now adopted sustainability as their priority and by consumer demands, giving customer what they want, research has shown that these companies have had increase in ROI and recognition (Campaign, 2019). 
	 


[bookmark: _Toc13059945]3.4.3 Quality
The benefits of quality in CRM is that it will make customer relationship stronger, by sourcing ethically and using the TBL model to influence decisions will improve sales (FIM, 2014). organisations creating products that customer are satisfied will pay premium price due to the quality of the products and organisations reputation. Businesses need to continuously exceed customer expectation. Quality measure and control is important functions, to fulfil customer requirements, this can build strong competitive position. Apple are the only company to charge high price on the phones, this is because of the quality. To maintain a strong long-term customer relation, CRM need to monitor the quality service, review PESTLE analysis frequently to make continuous innovations to exceed customer expectations. CRM need to collect quality data of customers to be able to personalise in what can be tailored to customers’ needs and wants. Ensuring that data collected is accurate, current and relevant to customers shopping behaviour. Through qualitative analysis CRM can understand the habits of their customer and how to implement to ensure customer satisfaction through products in align with ethical and sustainability standard.


[bookmark: _Toc13059946]3.5 Ethical and Sustainability in business

[bookmark: _Toc13059947]3.5.1 ASOS PLC 
ASOS plc is a British and Cosmetics online retailer, founded in 2000. ASOS have own range and sell over 800 brands. 

This is how ASOS have used ethics and sustainability to improve customer relations, through their Fashion with Integrity Programme (ASOS, 2019). To improve customer relations ASOS have acknowledged the social issues, ASOS have collaborated with stakeholders to make long lasting improvements in supply chain working conditions, measures of supply chains, audits to support suppliers to meet the ethical standards. It has been found that ASOS have their own foundation that provides training and support for the disadvantaged young adults in the UK, India and Kenya. ASOS have animal welfare policy, they have received recognition by animal welfare organisation PETA, ASOS have been transparent in animal cruelty and associate with brands that think alike. 

In its sustainability commitment ASOS are using 35% of fibres on ASOS brand have been working to reduce carbon emissions from the transportations of goods and operations of warehouse and packaging waste. ASOS have clothing collecting; Responsible edit the range used recycling goods to create new products. Changes to the return policy to support sustainable fashion, by blocking serial-returners has impacted losing customers however ASOS believe serial-returners are not of their loyal customers. BBC Earth (2019) emphasises on how returns impact the environment where most return items end up in landfill or incinerator which cause issues in the long-term.  

ASOS target market is younger demographic, such as; millennials, these people are fully conscious of the impacts of the future by the triple bottom line. By focusing on these aspects has created quality service and value. These strategies have developed prospects customers, and made the relationship stronger with client, supporter and advocate customers. ASOS have developed reputation through their actions which has led them to be the Official partner of the British Paralympic Association. By conducting ethically and legally has developed high quality relationships with customers and stakeholders.



[bookmark: _Toc13059948]3.5.2 TSB Bank PLC
TSB bank is a financial institution, relaunched in 2013 is a subsidiary of Spanish bank Sabadell.
TSB have been straightforward with customers to tell them how they use customer deposits. Using deposits of customers to fund loans and mortgages to customers and businesses. To improve customer relations TSB, offer incentives for prospects customers. Twenty-four hours online, mobile and telephony service. To improve customer relations TSB, offer different types of accounts, credits and insurances. Current accounts that offer interest. Added value fee-payable accounts that offer different ranges of services. TSB encourages responsible lending, borrowing according to affordability. To improve customer relations of the ethical practice TSB, have modern slavery act policy that states to treat people with dignity and respect and work in safe environment. Areas of higher risk: overseas suppliers, cleaners, manufacturing – staff uniforms, building trade and agency firms. TSB have procurement policies for suppliers to understand its values and apply the values in the working environment. TSB carry out risk assessments to ensure that suppliers are acting fairly. Due diligence checks, whistleblowing policy. Acknowledging and addressing the social issues; support the LBGT campaign that promotes the diverse and inclusive culture through the local Pride campaign. 

[bookmark: _Toc13059949]3.5.3 Nestle
[bookmark: _GoBack]Nestle is one of the world largest food and beverage company, over 2000 brands and trading in 190 countries. Nestle (2019) maintain customer relations through their mission to enhance quality of life and contributing to healthier future. By engaging with customers promoting healthier lives by structuring sugar quantity in milky way bars. Advice on food waste, advice on saving water and how to tackle it. The first confectioners to remove artificial flavours, colours and preservatives. This improved customer relations, by acknowledging the social issues of child obesity and how confectionary has an impact by making changes in the ingredients and implementing the sugar quantity pleases the customers, however, recently Nestle have been unethical by producing baby milk formula for developing countries that breached the international marketing standards by misleading claims that promotes the formula to resemble breastmilk as well as selling vanilla flavoured baby formula in Hong Kong (The guardian, 2019). Nestle have pledged to have zero environmental impact on its operation Starling using satellite-based monitoring the palm oil supply chain to help reduce deforestation that could be impacted by Nestle sourcing of palm oil (Nestle, 2019).


[bookmark: _Toc13059950]3.6 Identifying the gaps of ethics, sustainability and quality

[bookmark: _Toc13059951]3.6.1 ASOS Plc
· The gaps of ethics at ASOS is that they have not disclosed the purpose of encouraging suppliers to apply ethical code, this can create assumption that the supply chains most likely are using child labour, poor wage and bad conditions.
· The gaps of sustainability are that 34% of fibres in ASOS brand comes from sustainable sources.
· The gaps of quality, 66% of fibres comes from non-sustainable sources of the ASOS brand.

[bookmark: _Toc13059952]3.6.2 TSB Bank plc
· The gaps of ethics are that TSB make profit from customer deposits and lending to people and businesses making profit from high interest rates.
· The gaps of sustainability are TSB have not confirmed of its contribution to corporate social responsibility.
· The gaps of quality are low rate of interest for customer, fee paying accounts.

[bookmark: _Toc13059953]3.6.3 Nestle
· The gaps of ethics are that Nestle treat developing countries unethically, putting infants at risk through formula claims and flavouring.
· The gaps on sustainability are that sourcing palm oil causes deforestation.
· The gaps of quality – due to their negligence and breach in international standards. Nestle are being ignorant to the developing countries by selling products that is ethically and morally wrong.


[bookmark: _Toc13059954]4.0 Conclusion
It has been found by the researcher the gaps in ethical practice in ASOS, the organisation on their report could not provide clarity whether their suppliers are ethical or not, ASOS has only demonstrated that they support suppliers with ethical conduct this does not imply that they have control of suppliers and that they are ethical. It has been found there are gaps in the sustainability pledge in the sourcing of the ASOS brand garments. This gap is an opportunity for ASOS to deliver quality service by reviewing their sustainability sourcing this will help maintain customer relations through the reputation they have achieved in the retail market. 

The researcher has found that TSB to some extent apply basic ethical standards on chain suppliers, however, this does not confirm whether workers of the supply chain are treated equally or fairly. The organisation has shown no practice of sustainability to improve customer relationship. It is important for the financial institute to look at maintaining relationship and give customers an opportunity to be lenient toward banks, the PPI miss-sold has made pervasive impact on the country that rekindling the customer relation has become more difficult.

It has been found that Nestle does not practice ethics. Nestle provides the consumer advice on how to be sustainable on their website. The Starling development is dependent on satellite data to monitor the impact sourcing palm oil and the how it is impacting the environment currently. This type of technology system can be manipulated, which is not effective. Although they have been innovative in changing ingredients of healthier option in confectionary or coffee sourcing on some of the brands, this may have captured a broader geographic segment however It has been found that Nestle are prioritising profit before people and planet and they need to change that behaviour immediately to sustain customer relations. 


[bookmark: _Toc13059955]5.0 Recommendation
The researcher has made recommendations to further enhance CRM;

ASOS
· Provide clarity of supply chain workers to consumers
· International workers should be receiving mandatory wages and benefits 
· Look for British suppliers
· ASOS should increase their fibres percentage by looking at more sustainable sources.
· Review the TBL 
· Review sustainability pillar
· Review the golden ethical rule test regularly


TSB
· The researcher recommends TSB to review the way they use deposits to make profit. 
· Offer customer’s incentive to build relationship.
· Use the TBL to develop a business strategy
· Apply one of Porter’s generic business strategy
· Look at applying the sustainability pillar 
· Bring the sustainability agenda forward 
· Apply the golden ethical rule test


Nestle
· Uphold human rights
· The researcher recommends Nestle to recall all the baby milk formula
· Be honest - acknowledge their unethical behaviour. 
· Apply golden ethical rule test
· Make difficult decisions by keeping ethics in mind
· Bring the sustainability agenda forward
· Reduce the sourcing of palm oil to reduce deforestation look for alternatives
· Review the sustainability Pillars 
· Nestle should prioritise in this this order of TBL – people, planet and profit.
· Use quality Gurus management theories 
· Ishikawa fishbone to understand the cause of problems and rectify at the earliest.
· Apply one of Porter’s generic business strategy



[bookmark: _Toc13059956]6.0 Appendices

A.) TBL Elkington.
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B.) Deming’s 14 points of quality 
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C.) Juran’s quality map
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D.) Ishikawa Fishbone Model
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