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According to Chandler and Lusch (2015) organisations initiate strategies and policies to improve the customers’ perception of their brand, which is expected to translate to increased revenue for the organisation. The strategies target either the people, product, or service offered, which boosts the customers' desire to work with the organisation. Thus, the discussion on Easy Jet, Virgin Atlantic, and British Airways adopted ethical and sustainability measures improves customer experience by creating efficient flying options. It creates a moral system that defines the code of conduct within the system and enhances the customers’ experience within organisations. The focus on implementing the customer experience measures help in improving the customer relationship with the organisations by targeting on the organisation purpose to fulfill the customer want, process, customer, and performance (Pryor et al,.1988).
The paper discusses some organisation’s models to ensure customers’ satisfaction by developing customer relationship management policies from the theories. For instance, Juran theory on improving the way of performing activities within the organisation to minimize the high cost of offering poor quality, the Deming theory focuses on creating reliability of the products and services as well as Crosby school of thought that develops the link on the quality and expects requirements by the customers (Ghobadian and Speller, 1994). Thus, it is important to evaluate the customers' relationship with the organisation in terms of satisfaction and repurchase the product or service for satisfactory customer experience management. The customer experience evaluating will help create a competitive advantage, improve performance and productivity, and create a cost advantage for the organisation.
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Ethics are defined by Jones (1991) as moral principles that concerns an individual in how he leads his personal life and treats others and ethical trading is how organisations conduct themselves regarding customers, employees, environment, health and safety. 
Airlines accomplish these objectives through their mission statements, which dictate what they believe in and their services to meet their preferences, desires, and needs. For instance, Upchurch (2010) mentions the case of British Airways, one of the leading airlines in Europe, and the premium air travel experiences that the company has ventured into. The organisations have invested in customer experiences because it recognizes the billions of sums of money lost when customers' needs, and preferences are not met. Studies done by Mayer, Ryley, and Gillingwater (2012) indicate that airlines leave as much as $1.4 billion by failing to improve the customers' experience. Some of the common ethical issues that come with the airline industry include honesty, confidentiality, and fairness. Therefore, these airlines establish a code of conduct that describes the five principles of ethics: do not harm, be loving, and respect others which concur with the code of conduct by AMA (2020)
Based on case studies Ruban and Yashalova (2020) on world airlines, it was evident that ethical policies enhance customers' buying and traveling experience. British Airways, Virgin Atlantic and Easy Jet have improved customer buying and traveling experiences through the moral system, ensuring that the organisations have retained its position (Ellis, 2010). These organisations have clearly defined the employees' duties and responsibilities, which has contributed to equal treatment of the customers despite their background or differences. These duties and responsibilities extend to ensuring that confidential information is protected from third parties. Broadly, these ethical practices and policies enhance the customers' buying and traveling experiences because they ensure that their rights are respected by making them feel honoured and loved. Besides providing that the employees are treated fairly, these policies help the employees feel like they are part of the company.
Although moral systems have improved for the three UK based airlines mentioned above but ethical issues have occurred during current difficult times such as, Montague (2020) mentions the case of British Airways, one of the leading airlines in Europe is facing a lawsuit by passengers who did not get a refund due to flight cancellations during coronavirus pandemic. Virgin Atlantic is also facing a lawsuit from one of its pilots for unfair dismissal (Finlay, 2020) and Easy Jet is facing a data breach lawsuit (Frodsham, 2020)
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According to Cambridge dictionary (2020) sustainability is to sustain a level or operate at set standard over a long period of time and sustainability in terms of business is to provide products and services that will not use materials or resources that cannot be replaced or be damaging to the environment. 
A study done by Mayer, Ryley, and Gillingwater (2012) indicated that customers are more concerned about an organisation's social responsibility aspect more than the performance level. The study findings indicated that social responsibility initiatives improve customer retention and loyalty towards a given airline. Most of the airlines have taken advantage of sustainability to influence the attitudinal and Behavioural loyalty of customers. For instance, hierarchical regression analyses by Upchurch (2010) indicate that airline social responsibility has a positive and significant association with attitudinal and Behavioural loyalty.
Airlines like Virginia Atlantic have taken advantage of social responsibility measures to improve customer satisfaction and perception, for instance, the organisations have mentioned their ambitious plans for reducing emissions through the ‘Change is in the air’ strategy, which defines its sustainability strategy (Climate action | Virgin Atlantic, 2020). This airline is promising to deliver many passenger miles using fewer greenhouse. Madeline Cobb sustainability manager at Virginia Atlantic states that these sustainability measures maximize the number of passengers per flight while at the same time protecting the environment (Balch, 2015). Virginia Atlantic is pushing for policy reforms geared towards meeting the customers' business and preferences' objectives. For instance, the company has championed sustainable fuels. This organisation has lobbied for jet fuel producers to consider being subject to the UL government’s Renewable Transport Fuels Obligation (Balch, 2015). In case they become successful, a lot of fuel mix from UK airlines will need to be outsourced from sustainable sources. This organisation wants to convince the UK government to use Green Investment Banks to help funding projects that are viable for producing sustainable fuels (Ellis, 2010).
Through sustainable measures, airlines have been able to improve customer’s experience while at the same time, reducing emissions. Goddard et al (2016) concur with this fact by mentioning EasyJet, which is committed to reducing carbon emissions and creating efficient flying options. The organisation has introduced the Airbus A320 neo aircraft in 2017 and 2019, one of the most cost-efficient and eco-friendly aircraft (A320neo, 2020). It means that customers who choose to fly with the company make environmentally conscious decisions and choices (A320neo, 2020). This is the first airline to offset carbon emissions from the fuel on all the flights. These measures improve the customers' satisfaction and experience because the plane's cost is not impacted; neither is the flight's performance and overall safety (Mayer et al., 2012). This organisation has also implemented community-based programs designed to provide clean water to communities through the funding mechanism and these sustainable measures are geared towards creating an eco-friendly environment that allows the customers to make eco-conscious choices (Carbon offsetting, n.d.). 
British airline also considers the importance of policy reforms that advocate for customer relationship management. As a result British Airways (2020) have also stated that they will reduce carbon emissions to zero by 2050 and are using more and low emission producing aircrafts such as A350, A32 and 787s and have emitted high producing emissions Boeing 747’s earlier than planned.
The airlines are taking advantage of customer relationship management (CRM) tools to gather and integrate information to personalize customers' experience and demonstrate high values and level of customer service. 
Broadly, ethical and sustainability measures are used by airlines to meet the customers’ perceptions and desires on the flight services they provide. British airline, Virginia Atlantic and EasyJet have taken advantage of customer relationship management (CRM) tools to analyse the customers' past behaviours and predict their future behaviour (Hanson et al., 2016). These tools are used to uncover other destinations of interest and personalize the offers to meet the customers' needs. Most importantly, these policies improve the flying experience because they can report on the issues and delays. Airlines can take advantage of these CRM tools to identify the issues faced by passengers on their journeys; this information will then be used to make prompt and effective compensations and discounts on future travel (Direction, 2002). Airlines can anticipate travelers’ needs through sustainability and ethical measures and meet them using customer relationship management (CRM) tools.

[bookmark: _Toc57373660]Customer Relationship Management
Customer relationship management (CRM) is a strategy to nurture and manage the interaction between the organisation with the customers to improve customer satisfaction, loyalty and retention (Palmer, 1996). Additionally, it initiates the marketing, customer service, and provision of technical support for the organisation (Zamil, 2011). Customer relationship management aims to seek to attract and gain new clients as well as to retain the existing customers. CRM approach is based on collecting information and that information in return facilitates the organisation about their potential clients and how best to facilitate their desires. The concept of customer relationship management is expressed from different points of view to create an understanding of the organisation strategies. Soliman (2011) describes it as a process that enhances customer relationship by focusing on attracting and maintaining customers. At the same time, as a strategy, it involves organisation’s investment in the customers who are likely to be valuable, which reduces the continuous investment in the customers. 
Customer relations management is an important tool in gaining competitive advantage in the flying trade as every airline is trying to increase the size of their customer portion. Therefore, customer relationship is essential for airlines considering the EasyJet have established the interaction platform with the customers to ensure the offer enjoyable and affordable travels to win the customers’ loyalty (EasyJet PLC, 2020). Similarly, British Airways (2009) report the objectives and strategy with prioritising the customer need aiming at achieving excellent performance and improving the revenue margins.  According to Tukur (2017) in the airline trade Virgin Atlantic has the best customer service management among their competition.

[bookmark: _Toc57373661]Improving Customer Relationship Management
The benefits of customer relationship management involve improving the marketing performance of the organisation by ensuring effective customer knowledge management, organisational efficiency, and focusing on the main customers (Garrido-Moreno and Padilla-Meléndez, 2011). The aim is to preserve and attract customers and enhance customer satisfaction by increasing the sales standard growth and enhancing the net profit. Hence, the airlines should consider implementing and improving effective customer relationship management to ensure the goals are satisfactorily met. For instance, EasyJet would increase the cost advantage goal by understanding the necessary aircraft configuration to increase the number of seats and attain higher aircraft utilisation and load factor (EasyJet PLC, 2020).
Measuring and improving customer relationship management ensures a long-lasting relationship by prioritizing effective communication with customers. Therefore, escalating the expectations of customer service and enabling the organisation to demonstrate the exhibits that provide effective customer recognition (Chiguvi et al., 2019). Virgin Atlantic Airways could offer their critical driving focus on customer service and commitment to travellers in creating a trusted brand (Virgin Atlantic Airways, 2019). It also helps in growing and maintains the relationship with profitable customers by increasing their lifetime value as perceived by the British Airways premium goal to ensure the customers enjoy their uniquely served services at any time, they come across each other. It provides that the customers feel the service is worth paying for (British Airways, 2009).
It is significant to note, as expressed by (Zamil, 2011), implementing the customer relationship strategy is essential in increasing the profitability of the organisation, which is contributed by improving the marketing systems of the organisation. It also reduces the cost of marketing by improving the investment of time within the organisation and increasing the customer relation rate and improving customer relationship management to achieve customer satisfaction by putting in action word of mouth in the advertisement to put effect into it and understand the needs of the customers. Additionally, it makes the process easy by imitating high communication channels, reducing the gap between the customer and the organisation. 
The competition within the airlines industry is tough to manage both aspects as it involves the customers’ evaluation of the organisation.  CRM is based on collecting data and utilising that data to enhance engagement. Due to recent breaches of data, customers are careful about their data handling Thus, to improve CRM systems such as adopting new technology, the assurance of the customers of enough security in providing them with their data is challenging. The challenge is threatening to the global airlines but can be solved by the organisation's transition during the implementation. Otherwise, the organisation could lose valuable and loyal customer (Awasthi, et al., 2014).
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Quality theories have been developed to reflect on the practice of quality management within the organisation and include the modern management school of thought. The quality management models such as Deming theory, Juran theory and Crosby express the change in organisational context that offer improvement in the provision of satisfactorily needs of customers. Thus, the discussion on the fundamental approaches that initiate improvements in the organisation systems.
[bookmark: _Toc57373663]Deming Theory
The personality of Deming is highly attributed to the statistical process control, which is a performance measure. Thus, the quality management theory brings out the aspect that customer satisfaction is not limited to meeting the expectations of the customers but also exceeding them. Deming's quality theory is based on getting things done right first time then to fix them later and the organisation that focuses on costs face issues of deteriorating quality (Peterson, 1999). The delivery of quality service is, therefore, a process that focuses not only on the customers’ demands but also on their needs; hence, the organisation must ensure the knowledge is about both the demands and customers' needs. Quality improvement is a measure of the ability to manage processes and systems adequately, as well as the ability to control the operations of the organisation (Ghobadian & Speller, 1994).
The Virgin Atlantic has expressed an element of adopting the model by identifying the need to interact with the customers in situations of travel interference. (Virgin Atlantic Airways, 2019) notes that one of the primary checks to maintain high standard service is by informing the customers of the possible and known delays, diversions, or cancellation of the travels to ensure their services do not interfere with the activities of the customers as well as offering timely refunds in the due events. Similarly, the Deming quality model in EasyJet is evident in their service delivery of putting much effort into offering the customers compelling reasons why they should choose to spend more time and money, thereby increasing the chance of customers’ choice competitors (EasyJet PLC, 2020). Also, British Airways focus on delivering outstanding customer service by ensuring every customer enjoys a premium experience at every touchpoint to improve on the quality services to the consumer as an element attributed to Deming theory (British Airways, 2009).
The Deming quality management model expresses the responsibility of changing the systems and process to the top management in the role of setting the standards of the services they consider acceptable. Also, they provide a working environment that enhances the achievement of the set standards. As explained by Peterson (1999), Deming theory expresses the guidelines that should promote the participation of employees, including creating then purpose consistency to improve the products and services as observed in British Airways, which has set out the plan to improve the service delivery to customers on the training of the workers. The theory expresses the need for the workers to accept the management style philosophy attributed to creating constant improvement within the organisation. It also implies the cessation of customer inspection dependency. Instead, it focuses on delivering continuous improvement in processes and systems, including training the employees to ensure optimum use of the workers and clearing fear to ensure workers deliver services effectively. The model shows a set-up of focusing on the provision of support for quality and removing barriers such as lack of management support by creating effective top management support and offering vigorous training and education program as it is the case in the Virgin Atlantic where they have set it an initiative to reduce flight cancellation and also post the inconvenienced flight at the website as well as sending the notifications to through emails and text message (Virgin Atlantic Airways, 2019). Also, EasyJet has enabled recruiting the right people in the appropriate positions to boost the quality of the service delivered (EasyJet PLC, 2020).
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The model provides the quality of the service or product to the customer due to its definition of quality as fitness to achieve the purpose or the intended use. Hence, it is the position of the user to identify the applicability of the service or product. The theory's primary target is to explain that the organisation should strive to produce products or services that satisfy the customer needs by the provision of the right amount at a proportional cost. The theory points out that for a product to be considered quality, it must conform to the specifications or requirements. Therefore, all characteristics of the product or service must fit the requirement of the customer (Ghobadian & Speller, 1994).
EasyJet has experienced growth due to the documentation of the services offered to the customers, which earned it a reputation as a global airline. It targeted at providing similar services to the customers, which led to increased customer loyalty as well as customer recognition. The strategy involved the transparent and charismatic personality of the top management in engaging with customers. Later in 2005, initiated to provide low-cost travel compared to the other airlines that were fit for the customers (Rae, 2001). Also, Virgin Atlantic express (Virgin Atlantic Airways, 2019) to be fully committed to offering satisfactory services to people with special needs that show no discrimination aimed at ensuring the customer's interaction is comfortable and easy, which ensures the needs are met to the purpose intended.
The theory as described by Ghobadian & Speller (1994) identifies the fitness for use or purpose in terms of meeting design quality, which is meeting the specifications as described as conformance of the service to satisfying the needs of the customer, and availability of the product or service at a convenient and reliable time. For instance, British Airways aims to implement the Juran quality model by targeting to implement the best global connectivity by building a presence at major cities worldwide by initiating expansion measures such as partnership, hence achieving convenience (British Airways, 2009). Additionally, safety is critical in meeting the intended purpose.
Like Deming theory, the Juran quality management model identifies management as the primary influencer of performance. The theory does not emphasize perfect work but instead working with a specific intention, which can be improved by building opportunities for improvements and awareness of the needs and setting goals for improvements. It also provides for training and conducting problem-solving projects and organisation to meet the objectives.
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The theory provides for the change of attitude for the top management to promote the delivery of quality. The model describes quality to the conformance to the needs, which must be manageable, measurable, and tangible. At the same time, the requirement of product and service must be precisely defined and understood correctly by the workers. Its express quality to be equated by the cost incurred by the quality conformance and quality non-conformance as the expenditure of doing wrong things, thus, the model explains quality management as doing things right, prevention over inspection after service delivery, and creating the difference between quality control and quality assurance (Crosby, 1979).
The concept of the model is unlike the British Airways mode of achieving quality that targets on growing to improve to achieve higher quality service delivery performance as explained in the business plan (British Airways, 2009). Virgin Atlantic has an element of the model as they provide an allowance by setting high standards but accept failing to achieve the standards. However, they focus on ensuring the comfort of customers (Virgin Atlantic Airways, 2019). The Crosby school of thought aims to change the top management's thinking to allow them to accept margins of error, defects, and mistakes that reduce the expectation of workers in meeting the standards set in their jobs. Besides, communication, commitment, and understanding are at the core of the theory concept (Crosby, 1979). The management commitment is critical in ensuring the requirements of the management concerning the quality. It ascertains the quality improvement team to initiates quality improvement programmes that ensure quality awareness within the organisation (Ghobadian & Speller, 1994).
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Customer relationship management is significantly supporting the airlines in making suitable improvements in offering quality services to the customers. It involves initiating methods that promote the development and management of the organisational systems with the integration of various organisational systems. It promotes the incorporation of ethical and sustainable measures within the organisation to attract and withhold the loyalty of the customers based on the quality of service during the organisation- customer interaction.
Ethical issues are essential in ensuring organisational goals are met. The ethical measures include honesty, confidentiality, and fairness, which promote the code of conduct within the organisation and help improve the experience of the customers. The study shows that airlines experience a significant loss in failing to establish adequate ethical code; hence customers opting for other airlines over the airline. The evolving threat that comes with sharing personal information needs to be addressed through legal compliance and regulation with agencies responsible for privacy and confidentiality of information and it is important to ensure that the privacy of the customers is guaranteed.
Therefore, it is crucial to ensure the sharing of responsibilities among employees to provide the ethical responsibilities of each department. The element promotes enacting policies that lead to employees having fair treatment and customers receiving quality services promoted by customer relationship management.
It is also essential for an organisation to focus on taking social responsibility to improve the performance of the organisation because it is significantly influential in the customers’ loyalty and retention. Thus, social responsibility in an airline is critical in the sustainability of quality customers’ experience within an organisation. Sustainability brings out the perception and satisfaction and feel good factor of customers by the services offered.
The service quality improvement within the organisation is necessary to ensure the customers are served satisfactorily and create a competitive advantage over the competitor airlines. It also increases profitability within the organisation and reduces the cost of marketing as a result of putting an effect on word of mouth. Hence the airlines could easily attract first-time customers based on the reputation portrayed by the customers as a result of quality services delivered through the application of quality management models.
It is significant to note that Deming, Juran, and Crosby's quality management theories emphasize the growth of customer relationship management in different ways. For instance, Deming's theory aims for perfect work, which could be criticized by the Juran model to be unreasonable due to focus on a model that seeks to create quality service or product based on specific project work while Crosby is divergent in creating a room for mistakes. Hence, for successful airlines operation, it is advisable to set the organisation goals and ethical measures based on integrating the models to achieve a sustainable customer and organisation relationship.

[bookmark: _Toc57373667]Recommendations
1. The airlines rely extensively on the repetition they create with their customers. The airlines mentioned above are advised to deal directly with customers, thus removing the travel agents or middle person. This could in return save on commission payments and a direct contact with customer can be established. This could only happen by marketing via social media platforms and creating user friendly online platforms such as websites and Apps. 
2. Customer relationship management is critical to the growth of profitable airlines. The management of the airlines should ensure that it is improved to create an attractive environment for customers. Customer relationship management can be evaluated using surveys to collect this information. Incentives should be given to passengers to complete such surveys and detail of such surveys should be requested on E tickets, via email or through text messages. By implanting recommendation 1 the airline will have customers emails, phone numbers and addresses, hence it will be easier to get feedback and customer recommendations.
3. Easy Jet is a budget airline and expectations are low, while Virgin Atlantic is recognised as a middle-class airline and expectations are not too high. As regards to British Airways they provide a premium service at a price hence expectations are high. The airlines should focus on quality service delivery rather than profit-making since quality services significantly contribute to increased airline revenue. The quality management models such as Deming theory, Juran theory and Crosby contradict each other but by adopting all three models continuously at different levels of management can set a standard of service which satisfies the customer and by continuously improving processes can exceed expectations. 
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