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Executive Summary

Ethics, quality and sustainability are inseparable terms that play an essential role in customer relationship management. Relationship building and sustaining through anticipation, assessment, and fulfilling implied and stated customer’s needs in a continuous manner defines the term quality. Sustainability refers to the development activities that meet the current demands without affecting the future generation’s capability to meet its demands while ethics refers to the philosophical branch that deals with moral principles, it defines what is wrong from what is right. Ethics affect the way people make decisions in society. Ethics and sustainability contribute quality in CRM systems, which are faced with various challenges such as; high-pressure selling, deceptive practices, high price rates, and unsafe products, poor services provided to the disadvantaged customers, and planned. Ethics and sustainability insist on building high levels of confidence and trust in products promotions and advertisement, transparency in accounting procedures and financial transactions, company’s values, and promises made to customers. Challenges facing the CRM systems can be resolved by developing consumerism in the organizations, for instance, right to anticipate the excellent performance of the product as advertised, directly to acquire safe products, right to purchase the product offered for sale, and informing the customer on the goodness of the product in improving their living standards.
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Introduction

In the contemporary commercial world, dealing with existing and newly acquired customers is a complicated task. Therefore, installing the CRM application simplifies every company’s role in creating and maintaining a customer’s relationship in the company. The paper will give a detailed report on the impacts of ethics, sustainability, and quality on the CRM systems using Juran model, Fishbone model, and MWBA. Moreover, the paper will identify the existing gaps in the CRM system and provide recommendations on ways of resolving the current differences. Sustainability and ethics contribute to the development of customer relationship management by ensuring products or services offered are of high quality or instead meets the demand and customer’s preferences. 





















Findings

Definition of Ethics
Ethics is a philosophical branch, concerned with moral principles. It defines what is wrong from what is right. Ethics affect the way people make decisions in society. Ethics are categorized into three parts, including; applied ethics, normative ethics, and meta-ethics. According to Macdonald, Kleinaltenkamp, and Wilson (2016) alluded that moral judgment content and the existing criteria for what is wrong or right is referred to as Normative ethics (Kagan, 2018). Meta-ethics seek to comprehend the origin of moral judgment, its nature, and the implication of an ethical principle (Dale & Plunkett, 2017). On the other hand, applied ethics seek to unveil the truth of controversial issues in the society, for instance, matters abortion, euthanasia, animal rights, war, and capital punishment. 
Theories and academic sources defining Ethics
Crane, Matten, Glozer, and Spence (2019) allude that business ethics theory defines ethics as business decisions, activities, and situations where the wrong and right are addressed. Businesses ethics help in enlightening the past perspective of ethics (Braithwaite, 2016). Additionally, ethics are viewed as morality that is concerned with values, norms, and beliefs that are predetermined by the social process, which enables us to distinguish what is right from wrong. According to various ethical theories, ethics refer to the study of morality and reason application that gives more understanding of rules and principles governing a particular set of people. On the other perspective, feminist ethical theories lay its focus on loving and caring for one another, healthy social relationship, and empathy to avoid harm. In an organization perspective, caring for one another refers to social concern and not a motive directed to profit-making (Hodges, 2015). 

Definition of Quality
Relationship building and sustaining through anticipation, assessment, and fulfilling implied and stated customer’s needs in a continuous manner defines the term quality.
Theories and academic sources defining Quality
Quality refers to a way of delighting the consumer by guaranteeing their satisfaction achieved by meeting consumer’s demands and expectations fully. These needs and expectations may include; products price, cost-effectiveness, quality maintainability, quality reliability, prompt products delivery, ensuring the products are available to the customer, product outer presentation, and the company’s performance rate. According to Deming’s theory, quality is equated as the results of efforts used to perform a task over the total costs. He argued that if the company focuses more on the charges, the effect will be deterioration of the quality. His effort in defining the term quality is seen in a broad spectrum, for instance; psychology knowledge, variation knowledge, system appreciation, and knowledge theory. He suggested that system appreciation involves understanding how the systems and the process of the company works. Additionally, he argued that it is imperative to understand the root cause and the effects of variation in the company to improve the quality of services offered to the customer. He added that understanding human nature is essential in defining the term quality. 
 Definition of Sustainability
Similarly to other factors, there are multiple definitions of the term sustainability. However, the Brundtland Commission define the term sustainability as the development activities that meet the current demands without affecting the future generation’s capability to meet its demands. There are three significant pillars of sustainability, including; preservation of social systems, ecological systems, and economic systems for future generations benefits.
  Theories and academic sources defining sustainability 
Moreover, Laszlo and Zhexembayeva (2017) define the term sustainability as a way of conducting business that focuses on creating profitability as well as avoiding harm to both the planet and people. This definition perceives sustainability on the grounds of neglecting the creation or establishment of positive effects, for instance, improving people’s living condition while reducing negative externalities. This report will use the definition developed by Elkington (2017) as it conceptualizes sustainability pillars in terms of social responsibility, respect for the environment, and economic profitability. These dimensions play an essential role in integral market-oriented competitive advantage, capabilities, and resources. The environmental pillar focuses on preserving the natural resources, whereas the social system gives details on how the company should determine the impact it brings to the external society as well as addressing issues affecting the community such as; charitable contributions, education support, and community relations (Dyllick & Muff, 2016). Moreover, social pillar extends to describing the company’s position on women involved in the business, ethnic minorities involvement, community involvement as well as corporate giving aimed at promoting diversity and inclusivity in the workplace (Park, Kwon & Kim, 2016). On the other extreme, the economic dimension of sustainability focuses on the financial impact and value creation developed by the company’s viability. 
The reports draw a connection between the three pillars of economic sustainability as well as different beliefs on those relations. Hence, the reports indicate the significance of being aware and knowledgeable about the three components and how they connect and interact (Nyadzayo & Khajehzadeh 2016). Sustainability initiatives have shifted focus from mere acts of advertising and packaging, which promotes green products and services to sophisticated business procedures such as marketing, identifying the location of facilities and how products and services are delivered to the client. Additionally, the shift in sustainability centers on how the stakeholders, suppliers, customers, and employees are treated during business transactions (Cullen, 2017).
CRM Systems on organizations
The Starbucks Corporation has incorporated the use of ethics and sustainability to enhance the customer relationship management system quality. Through the use of sustainability and ethics, the company has improved the quality of products offered to its consumers, hence strengthening the CRM systems (Tseng, 2016). The reports indicate that the company’s executives are mandated to generate more profits by sticking to the society’s basic rules such as; justice and ethics since he is liable to lead the company towards the employer’s interests. In practice of ethics and sustainability, Starbucks holds that hiring the unemployed rather than the most qualified workforce implies that the employees do not act as per the employer’s interests. The practice of ethics and sustainability in the company has helped in the reduction of resources used in manufacturing quality products that fully meet the customer’s needs and preferences hence, facilitating the CRM bond. Interestingly, CRM is essential in retaining as well as acquiring new customers. The company has more sustainable options, such as cleaner coffee production. Regarding ethical behavior, the company works to improving its public image as well as increasing their sales to entice their customers, which is an essential strategy in improving the quality of CRM (Payne & Frow, 2017).
Moreover, the company is keen on maintaining its ethical position by addressing and upholding ethical behaviors such as; impartiality, integrity, and honesty. Starbucks is known for its active ethical conduct, which has impacted the company positively in terms of acquisition and retaining the potential and existing customers, respectively. The reports indicate that Starbucks focus on its sustainability by coordinating all ethical issues raised within or outside the company to see to it that services offered to customers are of high quality (Ngo & Nguyen, 2016).
Customer Relationship Management
CRM refers to a strategic approach that allows the business owners to control the relationship amid the potential consumers and the firm as well as every data associated with the company. The findings indicate that as the business grows, data streams from various source grows as well. These data streams include; social media monitoring, customer support, and sales.  Additionally, CRM applications ensure that data is well managed for future analysis and forecasting the market trends concerning the customer’s behavior, hence, embed it in the company’s future strategy. Moreover, CRM was found to provide an overview of customers to the business owners concerning sales. Profitability, and business goals, that is short-term or long-term goals. The reports indicated that CRM inspires the senior managers to build positive customer relations based on real-time and relevant information to the business. 
The reports reveal that CRM is ranked as the most popular terms in the business setting. Generally, CRM enables business owners to manage direct interactions with their customers, for instance, marketing and services offered to the customer, hence, improving the experience of the customer in the business. CRM determines the company’s loyalty, profitability, and overall success. Notably, CRM is a process that is implemented with the aid of CRM systems, which are engineered to the gathering, managing and analyzing data with an aim of turning the gathered, managed and analyzed data into an essential business information that would affect change, impacts business performance, and  enable the management make informed decisions. 
The findings indicate that in the recent past, CRM applications were employed as tools for sales and marketing. However, this has significantly changed because of the shifting focus of the company towards the customer relationship. CRM is reported to be an emerging customer service integral component. There are several CRM systems alternatives. The management is required to select the options that best suit their company needs. 
The reports demonstrate that CRM is the most efficient and most reliable approach in creating and maintaining customer relationship, and developing strong personal bonding between people, which elevate the company into new ranks of success. Maturing emotional and personal bonds facilitate identification of the customer’s actual needs. Hence, the company will be in a better position to serve its customers to their satisfaction. The reports hold that whenever more complex strategies are integrated into the implementation of customer relationship management, the business will become stronger and fruitful. Majority of the companies have used world-class tools in their work to maintain the CRM systems. These systems include; Sugar CRM, Buzzstream, Salesforce, and BatchBook.
Moreover, CRM impacts sales process efficiency. The integration of Surveypal’s survey to sales-force allows the managers to establish new leads and trigger customized follow-ups of new and existing clients based on their personalized sales data lead. Manage leads saves time and ensures that the customer's relationships are managed better
The reports allude that CRM is useful in the business in that it contains all the customers’ details making it easier to determine whether a particular customer is profitable or not. Additionally, the CRM groups the customers according to their physical locations and the type of business they engage in making it easier to focus and concentrate on single customer separately. CRM system plays an immense role in maintaining existing clients as well as acquiring new customers through continuous follow-ups and converting them. CRM improve customer services and products through the collection of the customers’ feedback.
Impacts of Sustainability and CRM
 
Fishbone model is aimed at facilitating the analysis of present processes to identify opportunities for improvement in the company. It provides a way of evaluating the cause of letdown of systems used in the manufacturing process to produce products or goods of high quality. It was found out that sustainability-related activities are divided into three areas in every organization. Such categories encompassed management, merchandise, and production. With this regard, production entails technical decisions and logistics while products require services or products and their impacts all through their life cycle in the business (Schaltegger & Wagner, 2017).
The reports indicate the rationale behind sustainability being part and parcel of CRM. The study focused on two fields of sustainability, that is, management and product. Durability is essential in the CRM since it integrates sustainability issues in the significant areas of CRM; these issues include environmental problems, economic issues, and social issues (Vaughn, 2015). The findings indicate that CRM and sustainability have contributed in shaping the strategies of the business, fostering competition, and changing business operations. Integrating the two trends have led to their comprehensive concepts. Regarding this, sustainability helps in providing essential values as well as strategic issues that contribute to established structures and processes of the business, which are never addressed in CRM. Regarding this, sustainability helps in providing essential values as well as strategic issues that contribute to established structures and processes of the business, which are never addressed in CRM. Incorporating sustainability in CRM strategy majorly in the area of six methods of CRM leads to the differentiation between the company and its competitors (Doppelt, 2017). 
Additionally, it helps in ensuring the continuity of the operations of the business, since the societal limits and ecological limits are considered. Therefore, incorporating sustainability in CRM entails consideration of social, environmental, and economic targets in the establishment and maintaining a long-term relationship with profitable customers. The two trends aim at increasing the customers’ awareness of suitability issues in the organization and attracting as well as retaining sustainability-conscious customers. Reports indicate that close relationship between the company and the customers as well as understanding their impending needs in all economic phases requires effective and efficient operational processes of CRM in significant areas such as services, sales, and marketing. Marketing concepts show the impacts of actions related to marketing on the economic, environmental, and personal wellbeing of the consumers or customers (Neubauer & Lank, 2016). In Sustainable marketing context, sustainable refers to business continuity and customer relationship duration or continuity. Regarding the ecological pillar, green customer refers to anyone whose behavior in purchasing something is influenced by environmental issues or concerns. Regarding the ecological pillar, green customer refers to anyone whose behavior in purchasing something is influenced by environmental issues or concerns. Notably, green consumption refers to customer purchasing decisions based on ecological criteria. Green consumer satisfaction identifies whether environmental needs, desires, and goals pleasurable to the customers are fulfilled. The findings concluded that the consumers who are socially conscious purchase products with the intent of impacting the people positively. Their behavior relates to community issues, for instance, the impacts that the business created in the community and labor rights (Painter-Morland et al., 2016). 
Impacts of Quality on CRM
Juran argues that quality implies to suitability of utility in field use, safety, availability, conformance, and design. He argued that its systems and technique for problem-solving determines everything in the business. His proposes that quality can be improved by focusing on the satisfaction of the customer and worker pride as well as building awareness of improving opportunity, setting improvement goals, providing training, updating the company’s progress, recognizing quality work done, results communication, scores keeping, organizing to attain specified targets, and solving existing problems through projects development.  
Noe et al. (2017) argue that companies have developed strict emphasize on the impacts of quality on customer relationship management. Remarkably, Fishbone diagram insists that quality has become a more integral component of any company to the point of being integrated into the firm’s strategic plans. Incorporating service quality into CRM plays a crucial function in understanding the consumer’s needs and preferences, leading to increased profitability in the company. The reports reveal that the gap existing between quality and CRM affects the customer's future decision of repurchasing the products from the company. Hence there is a need for tackling the existing differences between the two. Notably, retaining customers is highly possible in the firm whereby products of high quality are provided as well as where there is proper customer relationship management (Arnold, 2017). The electronic CRM focuses on the process of active service recovery, especially dissatisfied consumers or customers. Quality is essential in boosting the firm’s retention practice; it involves location, surroundings, and mood or attitude inflicted to the consumers, which influences their purchasing intention. 
Following the Juran model, it is essential for the company to understand the customer’s needs and expectations such as; products price, cost-effectiveness, quality maintainability, quality reliability, prompt products delivery, ensuring the products are available to the customer, product outer presentation, and the company’s performance rate. Conducting market research is the first step in assuring quality to the consumers. Since it is aimed at identify exact customer needs when it comes to products and services offered. 
Impacts Ethics on CRM 
The reports allude that ethics in CRM plays a significant function in quality improvement in terms of services provided to the consumers as well as fostering positive relationships. Notably, business ethics is all about the capacity of differentiating what is right from what is wrong. Findings indicate that the top leading companies have developed a booklet consisting of ethics and code of conducts that every employee must adhere to them. Moreover, these codes of conduct are reiterated each mid-year, whereby everyone is expected to sign.   The newly employed staff is always required to sign the ethics and the codes of conduct of that particular company. Violating these rules and regulations will lead to punishment stipulated by the laws of conducts. The level of confidence and trust determines the company's success that they build with their customers, which is only achieved when ethics are practiced in customer dealings (Hassan et al., 2015).
Moreover, integrity must be demonstrated every time even when not dealing with the customer. The findings indicate instances where the company can be judged as to whether they practice ethics or not. These include; products promotions and advertisement, transparency in accounting procedures and financial transactions, company’s values, and promises made to customers (Arnold, 2017).  
Gaps in the CRM Systems in Organizations
In as much as ethics and sustainability help in promoting the customer relationship management by ensuring quality products and services are offered to the customers, various deficiencies associated with ethics and sustainability in the CRM system exist (Zameer et al., 2015). These gaps are hinder quality services; hence; loosen the relationship between the company and the customers leading to lower retention capacities, and smaller numbers of acquired clients and clienteles. These gaps include; high-pressure selling, deceptive practices, high price rates, unsafe products, poor services provided to the disadvantaged customers, and planned obsolescence (Hill & Alexander 2017).





















Conclusion 

To sum up, the relationship building and sustaining through anticipation, assessment, and fulfilling implied and stated customer’s needs in a continuous manner defines the term quality. Sustainability refers to the development activity that meets the current demands without affecting the capability of the future generation to attain their needs while ethics refers to the philosophical branch that deals with moral principles, it defines what is wrong from what is right. Ethics affect the way people make decisions in society. Ethics, quality, and sustainability play an immense role in the CRM systems in the organization. Ethics and sustainability facilitate the quality of services provided to the consumers as well as fosters positive CRM. Promoting excellence using ethics and sustainability, calls for building high levels of confidence and trust in products promotions and advertisement, transparency in accounting procedures and financial transactions, company’s values, and promises made to customers. However, sustainability and ethics gaps in CRM system that hinders quality providers such as; high-pressure selling, deceptive practices, high price rates, unsafe products, poor services provided to the disadvantaged customers, and planned obsolescence  














Recommendations

There is a need for developing consumerism in the organizations, the movement of government agencies and citizens to improve the buyer's power and rights concerning those providing services. For instance, the right to anticipate the excellent performance of the product as advertised, right to acquire safe products, and the right to purchase the product offered for sale. The consumer should be informed about the goodness of the product and given a reason to impact marketing practices and products in a manner that will promote the customer’s living standards. Moreover, there is a necessity of setting improvement goals, providing training, progress, recognizing quality work done, results communication, scores keeping, organizing to attain specified targets, and solving existing problems through projects development.  
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