1. [bookmark: _Hlk68518810]Introduction  

This report proposes to discuss 3 current broadband services provided by Sky Broadband, TalkTalk and Virgin Media and investigate whether their quality of Customer Relationship Management systems is aligned with ethical and sustainable policies. 

What is Broadband?
Broadband is a service that enables reliable, high speed transfer of data, voice, and video over the internet. Broadband connectivity helps provide ICT resources available, affordable, and reliable for individuals and businesses globally. 

What is Customer Relationship Management System?
A CRM system is a business process which incorporates people, technology, and processes. It helps by enabling organisations to help build sustainable relationships with their customers. CRM system has the potential for achieving success and growth. 

Broadband services are no longer considered a luxury but now just as important as electricity and water and is seen as a cornerstone to Economic Growth. Consumers have the right to expect broadband suppliers to be transparent. With the COVID climate, ethics and sustainability will be predominant in customer services. In the UK (Johnson, 2021) 96% of households have internet access, surge in traffic has increased due to working from home. Broadband companies must take into consideration consumer income and how to best manage their customers within this climate.  As companies have had to temporarily reduce manpower for safe social distancing. 





	 	
2. What is ethics and how do Broadband companies Sky, TalkTalk and Virgin Media ethical policies impact the customer experience? 

2.1 What is ethics?
Ethics (Kumar and Baker, 2021) is defined as a system of moral value and principles by which individuals conduct themselves, personally, socially, and professionally. Ethics (Vanclay, Baines and Taylor, 2013) is a normative function which assists individuals in making decisions from a moral stance, in what they should do. In a professional environment it can be defined in the form of a written document defining acceptable conduct for individuals working in a organization. 
2.2 SKY Broadband (400 words)
Sky Broadband was founded in 2006 (parent company – Comcost) is a service offered by Sky…….. Sky’s companys reputation has been built on their core values of Integrity and Respect, guided by their entrepreneurial ship acting with integrity, respect for one another and giving back into their communities. Their code of conduct (Appendix 1) demonstrates what their goals are, how they are being met. 

“Communicate Responsibly”
In this current COVID climate, ethics will play a key role in how Sky broadband conduct themselves with customers who are affected by this. Sky Broadband (Sky Help, 2021) have currently suspended their participation in Ofcom’s Voluntary Code of Practice, which are guidelines to make sure consumers are given the most accurate information about broadband, with constant changes in demands, Sky are unable to As COVID has affected all businesses in how they now conduct their business, due to shortages of staff, stay at home policy, social distancing etc. Sky is no different. 
In 2019 Sky had approximately 6200000 broadband (Appendix 2) users. 
Consumers who are hard hit with household income, require help in this climate.   Sky have lifted the cap on all fixed line broadband services (U. S., 2021) to help their consumers who are vulnerable. 
Sky is promoting Minion-Proof WiFi (Sky.com, 2021). When you compare the broadband services on offer, it straight away shows discrepancy in their advertising (Appendix 3), The “Essential package” does not guarantee speed, download speed is 11Mb/s, upload speed 1Mb/s, whereas “Superfast” guarantees speed, download speed is 59Mb/s, upload speed 16Mb/s but the difference of the cost of the packages is £1. Consumers will automatically choose the Superfast package, but the question it begs to offer is if the Essential Package should even be comparative, misleading consumers into thinking that they will be on a a better deal when really Superfast and Ultrafast are really the main packages to choose from. So, are Sky really transparent in their products?  
Sky’s blatant misdirection of advert is not necessary at all. There is no reason to include Essential Broadband package. As a consumer my initial reaction was well if they can afford to sell a better bundle with only £1 extra then Sky can afford it, so is it *really a great deal?”, is the essential Broadband actually even a contender as a package? Everyone likes a deal, but these packages are not deals but Sky’s affordable selling price. 

“Treat People Fairly and with Respect”
Sky Broadband have signed up to Ofcom’s new “Fairness for Customer Commitments”. This is a framework which (Ofcom, 2021) incorporates set questions and factors for companies to take into consideration when providing products and customer services to their consumers. 
Broadband Traffic management (Broadband.co.uk, 2021) are controls that ensure that a guaranteed stable broadband connection is available for all consumers. It applies speed limits to heaviest users at peak times to prevent slowing down of other users. 
In January 2021, Sky broadband (Express, 2021) crashed due to excessive traffic, Sky responded “We are aware of an issue in this area. I’m very sorry for any inconvenience caused. I’d be unable to provide a time frame for when this will be resolved but please be assured our teams are working hard to fix this ASAP.” Sky responded by “acknowledging the problem, apologising, as they were not sure when they are able to fix the issue”, this provides transparency. Broadband failure is a real time problem, and Sky dealt with the problem systematically and the issue was fixed within hours. 


2.3 Talk Talk 

TalkTalk code of practice (Appendix 4) 

Talktalk have signed up to the “commitment to treat customers with kindness and compassion” 

“TalkTalk Accessibility and Vulnerable Customer Policy”

TalkTalk provide help for customers with disabilities (Appendix 5), this information is recorded (in line with data protection policy) on their CRM system to ensure they receive the right services and support to meet individual requirements. These customers are on their priority list. TalkTalk have provided (TalkTalk, 2021) dedicated support team in place, capped landline bills, applied new packages to support this group. Due to shortages of staff, in addition to automated options online to help with online queries, office staff have been retrained to help with call centre queries. 

According to Reviews.io (Reviews.io, 2021), 888 customers have given an average rating of 1.24 out of 5. Customer service (Appendix 6) 1.14 out of 5, Returns and Refunds – Difficult. Vulnerable Customers overall have had trouble in communication, regular inconsistencies, incorrect billing etc. It appears employees have not been adequately trained in customer service and therefore problems arise. Vulnerable customers require special individualised treatment. 

TalkTalk have call centres based in India and Manilla. As English would be a 2nd spoken language, employees must be fluent in English and must have knowledge in how in 2011, some call centres were outsourced in India (White, 2021), employees were found to be selling data, and involved in a fraud scam. How ethical is data protection for vulnerable consumers? 





“Customer Terms and Conditions”

All businesses must have a terms and conditions incorporated into their business. Terms and Conditions (Luger, Moran and Rodden, 2013) is a contract which is used to acquire user consent for service providers. They are frequently highly complex and unreadable, placing doubts on the validity of so called 'informed consent'. These documents provide explanations and key requirements which are expected from both consumer and supplier, to protect their rights. 

Consumer signing a Terms and Condition contract, feel protected that they have a legal binding contact. In essence terms and conditions, albeit legal, should reflect transparency of services and products provided to create commitment and trust. 

When Talk Talks broadband contract expires, consumers can sign up to a new contract OR continue will a roll on monthly (out of contract) unless they plan to change. The contract is not the problem, but as a loyal customer, your extrinsic behaviour would be to sign up to a new contract, you should be getting a premise of discount. But in a report by Citizens Advice (Merola and Greenhalgh, 2021), it has become apparent that long standing customers are being discriminated against. Loyal customers are paying more by renewing their contract as opposed to a new customer for the same services. 


2.4 
 Virgin Media Broadband 

Virgin Media Broadband have a consumer code of practice (Appendix 7)

Selling it Right!
Broadband prices are annually increased due to the rising cost of company upgrades and inflation. 
In 2020, Virgin did not raise their annual prices in 2020, due to the negative impact of COVID 19, consumer income had depleted. But in 2021 they have issued a statement that they are increasing the prices (BBC News, 2021) to up to 4%. Even though initially they helped their consumers in 2020, the backlash of this will be seen in the upcoming price. 
UK households (HM Treasury, 2021) income has depleted through loss of employment and furlough, so raising prices in 2021 will influence broadband consumers. Even though Virgin are within their right to increase prices, but how ethical is it to its consumers, as broadband is now as important as water and electricity.  
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Fig Percentage change in household income (excluding earnings gains) by working household net income decile, as of November 2020.

“Before you Buy”
Virgin Media pride themselves in providing up to date, correct information to their consumers so there is no mis-selling. Code of Practice ensures that will never give “false and misleading information”. They advertise primarily through their website, tv adverts etc. You can find out which services are available through their postcode search, which provides a list of various products and tariffs. 

All new customers go through a buying process (Appendix 8), Virgin build their products and advertise through various outlets to provide awareness to consumers. Once consumers are interested, negotiating, and buying the product is screened through Virgin Medias call centre. 

Trust pilot Virgin Media, (Trust Pilot, 2021) 1737 reviews (Appendix 9) have given a score of 1.2 – Bad. Consumers have complained about poor aftersales, unable to leave easily, poor installation (hazard),  

“The salespeople lied to my face”
Potential Customer *Andrew Sterling (Appendix 10) was shopping around for the best deal, after contacting Virgin Media sales, they advised him what was on offer. Salesperson S took personal details were taken over the phone, advising that this is just for credit check. Andrew reiterated multiple times that he isn’t joining now. The following day he received an email confirming his new package was ready to be installed. 

This Trust Pilot page has not been (Appendix 11) claimed, which means that Virgin Media may not be aware that this page exists with these negative reviews, a large company not knowing that there is a Trust Pilot page of complaints that exists does not provide consumer confidence. 


3. What is Sustainability and how do Broadband companies Sky, TalkTalk and Virgin Media sustainable impact the customer experience? 

3.1 What is Sustainability?
Sustainability defines a process that can be maintained at a certain level indefinitely. 
This process is influenced by economic and environmental concerns (Caldwell, 1998) through human societies, cultural and behavioural norm. 

3.2 Sky Broadband
“Treat People Fairly and with Respect”
“Broadband Usage Caps”
Sky broadband packages come with unlimited internet usage caps incorporating the “fair usage policies”. When a consumer uses more than the “fair usage policy”, they will receive an alert but before this happens Sky will automatically send an email when they have used 70%. 
Internet usage is linked to “Contention Ratio”, which shows the potential demand to bandwidth available. For example, if you have 50 users using 1 connection, the ratio would 50:1, Contention Ratio is high, whereas weekday early afternoon and midnight to 6am (non-peak) ratio will be low. 
Ofcom summarised (Ofcom, 2021) Sky broadband (Appendix 12) performance in March 2020 (Covid) in the following context - Average download speed, hourly download speed, average upload speed, average hourly upload speed, the finding confirm that Sky have been able to sustain their Broadband usage for their consumers, this would be down to proactive planning.



“Protect the Environment”
In October 2017, Sky have removed single use plastic in their packaging and products.  The packaging consists of cork pads, natural adhesives, and layered cardboard for protection, this has been completed for all products since 2018, this has improved their recycling rates. Sky is sustaining their products by refurbishment and recycling so they can have the maximum lifespan. 
Sustainable packaging has been determined (Steenis et al., 2017) to be important but does not affect attitudes. For consumers its is quality of product first then packaging. 
Sky manufacture products that use mineral, they commend themselves in making informed choices, but independent (Appenidix ) findings (Ethical Consumer, 2021) suggest that they are not as transparent as they claim to be, in 2019 Sky did not have a policy on conflict materials, or target dates on incorporating energy efficiency in their offices. 

3.3 TalkTalk
“Customer Terms & Conditions”
In 2016 Talk Talk (Assets Publishing Service, 2021) became the first ISP to commit to no broadband price rise whilst in contract. This pricing structure at the time was usually applied to new deals for new customer in most Broadband company’s but TalkTalk offered new deal to existing customers as well. TalkTalk say in using this method they effectively lowered their prices for millions of their customers. Is this to the detriment to quality of service? Have they been able to sustain pricing? With inflation and economic increase, it is not sustainable (Appendix 13), TalkTalk should only comment on what they can deliver, this will affect consumer loyalty and will affect their market brand. 

“Compensation Policy”
TalkTalk have joined the automatic compensation scheme (Appendix) they will automatically compensate you, but the word “certain circumstances” feels vague. They provide a 2-day leniency before they will pay for compensation. 
If your broadband is down on a Friday, sat/ sun considered as a non-working day, 2 days further taken to resolve the issue, if this has not been resolved then £8.06 per day has been determined as compensation. Have talktalk managed to adhere to this? 
It appears that TalkTalk employees have not been upholding this (Appendix) , one consumer who knew about TalkTalk agreement with Ofcom, had no internet for 12 weeks, they were compensated £28, when Ofcom have stated £5 a day. 
By not delivering on the most basic of requirements, the feeling is that TalkTalk employees tend to react to a query than be proactive, if line managers are also within in this decision making then really, it’s a upward battle for customer experience. 

3.4 Virgin Media 
Virgin Media have promoted their “Meaningful Connection Plan” (Virgin Media, 2021) providing people friendly, human/ digital interaction to build community belonging and reduce loneliness. Launching a strategic partnership with “Carers UK” (Meaningful Connections Plan, 2021) They have set a goal of Zero waste by 2025. 
“Selling it right” 
In 2019 Virgin Media published a report (Appendix) stating that they are committed to energy saving by reducing emissions, this report has not been independently verified, open to scrutiny. Independent verification information would support this claim, but without this it is just promises. Research (Morse et al., 2002) must have credibility, value of truth, neutrality, and consistency to be considered as advisable. 

“Before you Buy”


4. How can Quality Models/ Theories improve Customer Relationship Management? 

4.1 What is quality and its components?
Quality is the features and characteristics of a product or service. It can be individualised to the value given by a consumer, quality is perceived as reliable, maintainable, and sustainable. 
Quality management has 4 components, which are planning, assurance, quality control and quality improvement. 

4.2 Deming Cycle
Deming’s philosophy is to continually provide quality products/ services and regularly technically improve the process, putting overall quality over short term quality goals. 
Broadband in Covid 19
Broadband is now the main infrastructure in everyday life, we *can live without it but it will affect the quality of life as we know it. 
Customer service in COVID – Organisations invest in robust business broadband (high volumes) so that they can maintain their communication with consumers and clients. In Covid, employees are required to work from home. Already there is a shift in reliability. Due to staff shortages, working from home, how can you maintain customer service standards? Organisations need to invest in employee’s knowledge and broadband service so they can work from home. 
PLAN – Can we adapt the company legality to home workers? Identify key employee shortages, which departments, can other employees be retrained? Collate employee home broadband information, what speed is required to do the job? Can employees provide the same service from home? Make Client confidentiality viable to home workers, reiterate ownership of intellectual property. Time scale in which this needs to be implemented by. 
DO – Gather employee home broadband information. 
CHECK – Process the data and apply this rollout model to one department. See how well it works, if not “plan, do, check and act” on the problem that arises until you have the solution. Are they in line with targets? 
ACT – Distribute recommended hardware/software to employees, have support in place. 
The problem we have with Deming cycle is that it is not a standalone method but needs to be incorporated into the organisations CRM system (Reed and Card, 2015). The challenge that arises is that this is a simple procedure and is not robust enough to deliver on a large scale and may undermine learning efforts, the outcome also reveals what cannot be realistically achieved, recognising new problems instead of the original identified matter. 
[image: ]

4.3 Jurans Theory concentrates in the process towards quality
Quality planning incorporates all the processes required for the desired goal, including input from all stakeholders	so that all eventualities can be identified. Once this is implemented, periodic quality control checks of inspection, testing and measuring are done to see whether the quality is improving or not, if not then identify the problem and readjust the process for quality Improvement. 
[image: ]


This is a systematic procedure, incorporating the consumer’s viewpoint. It focuses on top-down management, technical methods, and problem-solving methods rather than employee satisfaction. 

Talk Talk success depend on effective management of customer relations. Employees (Nguyen, Sherif and Newby, 2007) need to adhere to this using “the customer is always right”. But to optimise customer satisfaction, happy and healthy employees are required to deliver this, but Juran’s theory does not consider employee satisfaction. Employee satisfaction whether negative or positive, will have a knock-on effect on customer experience. Employees need support to achieve their goals, (Gabcanova, 2011), when the employee is satisfied, motivated and loyal, only then you will see positive results. 
If you apply Jurans theory with “TalkTalk Accessibility and Vulnerable Customer Policy”, will it maintain good customer relations? In dealing with vulnerable consumers, the employee must be knowledgeable to each individual circumstance, but if the employee is not adequately supported (mentally, physically) with a sense of appreciation, they may not provide the best service, this may lead to complaints.  

Strong leadership with a good CRM system in place will help within the Covid climate. 

4.4 Crosby Theory
Crosby motto is “Do it Right the First Time” as he believes in Zero Defects. Crosby’s belief is that by closely monitoring product/ service you can avoid errors. By identifying problem, cross referencing, cost of quality, quality awareness, taking immediate action when problems are identified minimises defects and maximises product value. 
This theory is only as competent as the persons involved, employees/ analysists must be stringently recruited, have qualities required to devise a product/ service OR trained and encouraged to have same the same goal. 
Any organisation already established who want to implement this theory, must invest in experienced analysts, start on a smaller project, and see how well they can adopt this. New Organisations can   
If Sky would like to reconfigure existing customer sky modems, it is not ethical to be providing new modems to replace old modems. So, Crosby’s theory would be welcomed in this scenario as when the modems are initially manufactured, building in a remote device into the model will helps with upgrade, without disrupting consumer experience. 
For this to work, everyone must be on the same understanding on what is to be achieved.   


5. Conclusions (200 words) 

In conclusion, all theory’s do work dependant on the organisations. Organisational CRM systems should utilise and incorporate various standards and models that are best suited to their goals. 
Ethics and Sustainability is hard to maintain in all areas of customer service. It is all dependent on a strong Customer Relationship Management. Intricate planning is key and all pitfalls should be considered.
There are various quality/ theories available, but they will not work on its own but need to be incorporated into your CRM. Each theory is strong but using it to the best of its ability is key. 

To have a great customer service experience, products that are advertised MUST “does what it says on the box” companies must use the holistic approach incorporating the technical approach, placing onus on their customers having the best customer experience which in turn lends to lasting customer loyalty. But this is only doable if the organisation in question is optimising their Customer Relationship Management approach. Even though as an organisation you may not always have the answer if you are transparent in your dealing with customer, they will feel the obligation to stay will you. 
Consumer trust is paramount, without trust we cannot go forward. Trust is the foundation to customer experiences. It is not easily buildable but can be damaged quickly. By focusing on each customer individually will help towards a long-term relationship of trust. We must trust that you can deliver what we are paying for.  If you are not able to, then provide adequate solutions. 

Due to information overload, the average person can only decide on a product and service in which they feel comfortable with, this is due to customer friendly language, 

I personally do not like ringing Car insurance companies to find out the best deals, which would involve a minimum of 1 hour going through the same questions. Therefore, I blindly use Go Compare. How well do they run this company, I have no idea, but if it works its fine by me. An average person will not have time to whittle through all the services/ products to find the best for them, it is down to trust, that we believe what information is provided. 
Customer Reviews always appear to be negative for all 3 companies, it’s disheartening but it is to be expected as in this unforeseen climate, trying to maintain good customer relations will be hard, due to furlough, motivation of staff – working from home. But even if that is the case then we as consumers have the right to get what we pay for, if companies cannot deliver then it should reflect in their pricing - a double edged sword, because realistically companies seem to not care so much as they can afford to, as consumers we *must have internet, so we put up with it. Very rarely, have heard a person taking broadband company to court, doesn’t happen. Reviews for Sky have commented that he has been with company for 10 years, but always has problems when renewing, but he is still with them because he is comfortable, even if the service was lacking.  Consumers are becoming complacent with all things. 


6. Recommendations 
The world is changing, environmental issues are becoming a cornerstone in society. Organisations need to be seen as doing the “Right” thing.   

Sustainable investment (Statista, 2021) has become been growing in popularity. In November 2019, 7% of new investors aged 18-34 had chosen either an ethical fund or project to invest in (Appendix ). When you compare this with all the new investors, only 5% did invest. So, you can see that individuals are leaning towards green investments. 
In all organisation’s longevity is key, if the roots you put down have endurance, you may still be up and running because you have invested in sustainability which in effect will allow competitiveness ie pricing, product etc. 
All employees MUST be reading off the same hymm page, full support is required especially in this covid climate, training and retraining new staff to be more in touch with the customer experience, provide an incentive to employees, teambuilding. 

It would be good if each consumers had the one person they speak to, unfortunately that is not feasible. 

In Ethical Consumer Green ISP is rated 15/20. They use a “not for profit trading structure”. The company has invested in 100% renewable energy HYDRO-ELECTRIC / GEOTHERMAL and SOLAR HOSTING for their offices. Their carbon footprint was positive, by working together with Climate Action Groups. By heavily investing in alternative energy, they will be providing 

As these companies are large companies it will be very expensive and not feasible  to fully become green.  By becoming green in technology and service, 
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