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1.Introduction

This report seeks to examine the importance of customer relationship management and sustainability within British airways this kind of marketing sometimes referred to as eco-friendly marketing or green marketing, aims to strike a balance between the requirements of the company and those of society and the environment. (Anuradha et al., 2023) and will also include models and theories and will conclude with conclusions and recommendations. Customer Relationship Management (CRM) is a customer-oriented business strategy, with the goal of maximizing company profits and customer satisfaction. (Adnan et al., 2021). 



























2. ethical and sustainability policies of British airways 
A. Business policies of British airways

British Airways is dedicated to protecting your privacy and maintaining the secrecy of your personal data. Business policies are a set of rules and regulations established by an organisation to regulate its operations and direct decision-making. these are some of British airway's policies. 
· British airways will be open and honest about the data we are gathering and what we plan to do with it. 
· To fulfil their requests for services and to improve customers interaction with British Airways, they will use the information you provide to British airways for the purposes outlined in their privacy statement. 
· Additionally, British airways will utilise the data to better understand their customers and provide the customers with offers that are pertinent to you.
· British airways will cease sending marketing messages if the customers let them know they do not wish to receive them. Of course, British airways keep sending the customers vital information about a goods bought or service the customer has bought so the customers know about your reservation and travel plans. 
· British airways will put security measures in place to safeguard your information.
· British airways will uphold the customers rights to privacy protection and work to provide you control over the customers personal data. (British airways 2019).
The official website of British Airways should be consulted for the most accurate and recent policies as these are subject to change at any time. 




 






B. Enviromental policies of British airways
An organization's environmental policies are a set of guidelines and principles that direct its practises and actions regarding environmental sustainability and responsibility. Traditionally, environmental law’s response to such complexity has been to establish legal goals for protecting and reaching a certain status, or quality of the environment, as well as to implore environmental scientists in various contexts to forge an ever-more nuanced understanding of the environment’s biophysical dynamics, and the human pressures and impact, on the environment. (Soininen et al., 2023). British Airways is a market pioneer and pleased to be a member of IAG, the first airline group in the world to make the commitment to achieve carbon neutrality by the year 2050. To further lower their emissions, they have made investments in brand-new, contemporary aircraft that are up to 40% more efficient than the ones they replace. They have also altered the way they fly. Additionally, they have partnered to help the development of carbon capture technologies, zero-emission hydrogen-powered aircraft, and sustainable aviation fuel. They been offsetting carbon emissions on all their flights within the UK (United Kingdom) since January 2020.





















C. Sustainable operations of British airways 
[bookmark: _Int_rPRX3k24]British Airways' sustainability can be assessed from several angles, including its economic, social, and environmental practises. British Airways is placing sustainability at the centre of its operations, creating a fantastic workplace, lowering emissions and waste, and giving back to the communities they serve to create a successful, resilient, and ethical company. They announced that in addition to the currently available option for customers to offset their emissions, they can additionally buy sustainable aviation fuel combined with high-quality carbon offsets directly right from their seat on board to lessen their carbon footprint. By reducing food waste, greenhouse gas emissions from manufacturing, transportation, and disposal are reduced, as well as the strain on natural resources, water supplies, and agricultural land. British airways are concentrating on decreasing trash and making sure that it is disposed of responsibly when it cannot be avoided, lowering the use of landfill and incineration, and promoting re-use and recycling. On incoming flights, British airways separate recyclable goods such as glass, plastic bottles, newspapers, and cans, and they send less than 1% of our non-catering garbage from their operations at Heathrow and Gatwick to landfills. At British Airways, we are on a journey to create a better, more sustainable future. We call it BA Better World. With a focus on People, Planet and Responsible Business. British airways (2021).






















D. British airways customers reviews/customer experience

[image: ]The majority of customers for British airways have given them a 1 star with only 9% giving a 5 star. They had a lot of negative ratings, so I checked on Trustpilot before making a purchase from British Airways and decided not to. After reading all the critiques, British Airways must act immediately to prevent the company from going out of business. The CRM is evil and requires immediate action.
[image: ]
Compared to jet 2 who have 77% 5 star and only 3 % giving a 1 star. This just proves that the CRM with British airways is obviously not working and jet 2 have much better CRM with its customers. To make sure that Jet2's alliances with hotels were meeting the needs of their patrons, one of their first projects with Tableau involved analysis. The revenue team experienced a "aha moment" when Tableau was made available to them since they could now see data that had previously been challenging to obtain. Today, Jet2 departments use data to interact more efficiently and produce ideas because of Tableau. Tableau enables jet2 to collaborate more successfully while they are building the solution and while they work on it as a team. Jet2 also won travel brand of the year 2022. 










3. critical literature review on models/theories


A.CRM of British airways 
[bookmark: _Int_Peh0zln0][bookmark: _Int_YUWH4hMU]To better manage its client interactions and increase customer satisfaction, British Airways utilises a customer relationship management (CRM) system. It is crucial to remember that organisations like British Airways may upgrade or modify their CRM systems over time to better meet their changing needs. Among the advantages of customer relationship management are increased productivity and improved income creation. Effective customer relationship management solutions in the aviation sector aid in building structural ties, resolving questions and problems, and streamlining the entire pre-flight procedure. Social CRM is critical to business success in today's hyper-connected environment. Customers' expectations are so great and their demands so empowered that a Social CRM strategy must be built around collaboration and customers engagement, not traditional operational customer management. It is the company's response to the customer's control of the conversation that makes Social CRM work. (Greenberg, 2010)

















B. Juran quality
[image: ] Source: YouTube 

[bookmark: _Int_NxZzBCJk]Three crucial managerial instruments make up the Juran Quality Trilogy, which together can assist organisations in reaping the full rewards of quality management in the goal of quality leadership. The Juran Quality by Design model is a structured method used to create innovative design features that respond to customers’ needs and the process features to be used to make those modern designs. (“The Juran Trilogy: Quality Planning | Juran”) (Defoe, 2019). Putting Juran Quality concepts into practise can benefit British Airways in several ways. Understanding customer demands and providing goods and services that meet or exceed those expectations are priorities at Juran Quality. British Airways may increase customer satisfaction by constantly offering high-quality services and experiences by implementing Juran's customer-centric strategy. The core principles of Juran Quality are process variation reduction and continual improvement. British Airways can boost productivity, reduce mistakes, and boost overall quality across all its services, including ticketing, baggage handling, and the onboard experience, by analysing and optimising operational procedures. The involvement and empowerment of staff members at all levels are prioritised by Juran Quality. British Airways can encourage its staff to submit ideas, spot chances for improvement, and take ownership of providing first-rate customer service by establishing a culture of quality. Mediocre quality, according to Juran Quality, results in waste, rework, and higher expenses. By putting Juran's ideas into practise, British Airways is better able to spot quality problems early on and take preventative action, which lowers costs for handling customer complaints, rebooking, and service recovery.



C. Crosby model
[image: ]Source: qualitygurus.com

[bookmark: _Int_GpKbHn8i]Philip Crosby, one of the world's leading experts on quality management, believes that leadership is the major issue facing chief executives today. It is his firm opinion that too many of our senior executives are skilled managers and not enough are leaders. Crosby, P. (1989). The Crosby approach places a strong emphasis on fostering an organization-wide culture that is quality-focused. British Airways may establish a mindset of quality consciousness among personnel at all levels by encouraging a culture of zero defects and prevention. This will encourage them to take ownership for the quality of their work and provide error-free services. The Crosby model places more emphasis on preventing flaws than on resolving them. British Airways can prevent service interruptions, flight delays, and customer complaints by putting in place effective quality control methods that can spot potential problems early and address them. The Crosby approach promotes continuous improvement by establishing precise quality objectives and evaluating performance in relation to those objectives. This strategy can be used by British Airways to define quality measurements, track performance, and pinpoint areas for development across all areas of its operations, including maintenance, customer service, safety, and operational effectiveness. The Crosby model's focus on prevention and zero defects aligns with the goal of delivering high-quality services to customers. By consistently meeting or exceeding customer expectations, British Airways can enhance customer satisfaction, loyalty, and positive word-of-mouth.




D. Demmings cycle


[image: ]
The four steps of the PDCA Cycle (or Deming Cycle) are –
Plan: Setting quality goals, determining problem areas, and creating action plans are all part of the Plan phase. In this phase, British Airways might set quality objectives for operations, customer service, safety, and any other pertinent areas. The airline may make sure that quality improvement initiatives are well defined and in line with its strategic objectives by planning.
Do: Implementing the scheduled actions is part of the Do phase. The quality improvement efforts that have been identified, such as process modifications, training sessions, or technological upgrades, can be carried out by British Airways. In this stage, the airline can put the changes it has planned into practise and evaluate how well they work in practical situations. 
Check: Analysing the outcomes of the activities taken is part of the Check phase. To evaluate the effects of the quality improvement activities, British Airways can measure and monitor key performance metrics. The airline can evaluate whether the targeted changes are being made and spot any deviations or areas that need more attention by analysing data and customer input. 
Act: Based on the evaluation from the Check phase, the relevant actions are taken during the Act phase. British Airways can adjust, improve procedures, and deal with any concerns found using the insights gathered from the review. By putting into place remedial actions or continuous improvement strategies based on the evaluation results, this phase brings the cycle to an end.
There are a few advantages of this cycle such as It may be used by many enterprises and sectors, no matter how big or little. It supports the ongoing improvement of the current systems and procedures. No matter how little or large a business or industry may be, it may be utilised. But there are also disadvantages which are the PDCA Cycle is a lengthy process, it takes time for results to manifest because it would take several cycles to achieve the desired level of refinement. but it is Not workable for emergency or pressing issues.





























4. conclusions and recommendations

British Airways needs to develop a customer-centric mindset that prioritises the wants and needs of its passengers. British Airways may strengthen customer relationships by actively listening to consumer input, comprehending their expectations, and personalising the travel experience. An all-encompassing perspective of consumers can be achieved by implementing a complete CRM system that combines customer data from numerous touchpoints (such as a website, mobile app, and call centre). British Airways can provide customised experiences, anticipate client wants, and present specialised incentives or rewards as a result. Delivering a seamless experience across many channels and touchpoints should be British Airways' main priority. Customers should have a seamless and uniform experience while using all communication channels (such as websites, mobile apps, social media, and call centres), whether they are purchasing tickets, monitoring the status of their flights, or offering support. British Airways can alert customers about flight updates, delays, and disruptions by putting proactive communication methods into place. Customer satisfaction and loyalty can be increased by promptly responding to complaints, giving timely updates, and providing solutions. Customers may be encouraged to select British Airways for their travel requirements by enhancing and publicising the benefits of the airline's loyalty programme. The relationship between British Airways and its regular fliers can be strengthened by providing special prizes, upgrades, and tailored offers. To deliver exceptional customer service, British Airways should invest in training its staff. Customer satisfaction may be impacted by empowering staff to handle problems effectively and giving them the appropriate resources and authority. Gathering client input, analysing data, and making appropriate adjustments should be part of British Airways' ongoing evaluation and process improvement of its CRM systems. British Airways keeps responsive to shifting consumer expectations by continuously updating the CRM system and operations. British Airways may improve its CRM procedures, fortify client relationships, and encourage steadfast loyalty by putting these tactics into practise. British Airways will be able to provide amazing experiences and keep a competitive edge in the airline sector with the aid of a superior CRM strategy. Given its size and reputation, British Airways uses quality management practises and principles that adhere to widely accepted standards. They may have established a QMS based on ISO 9001 or created their own unique quality management system catered to their demands and industry standards. The specific quality management philosophy that British Airways is currently utilising cannot, however, be answered with certainty without access to current data.
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