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[bookmark: _Toc139779912]Introduction

This report analyses the effect that British Gas's ethical and environmental practices have on the company's reputation and its customers in the United Kingdom. At the start, this report covers the organisation's dedication to ethical practices such as transparency, data protection, and CSR. Presents British Gas's attempts to be transparent with their consumers, secure their personal information, and participate in socially beneficial projects. The sustainability strategies of British Gas are then examined in detail in the report, with the emphasis being placed on the company's efforts to shift to renewable energy sources and reduce energy use. Green energy prices, smart metre deployment, and consumer education on energy conservation are all topics covered. Customer priorities and environmental viability should be at the centre of these sustainability initiatives. Additionally, the report provides a critical analysis of five quality models and theories that can help British Gas enhance its customer relationship management CRM. It looks at the Deming Cycle, Juran's Theories of Quality, Crosby's Cost of Quality, SERVQUAL model and Relationship Marketing theory assessing how well they improve CRM and where they might have shortcomings. The report finishes with a list of suggestions for British Gas based on the findings and conclusion. The goals of these suggestions are to raise levels of openness, improve data security, increase the availability of renewable energy options, and keep CRM practices under constant review and improvement. British Gas can improve its ethical and sustainable practices and its capacity to provide a superior customer experience by implementing these suggestions.
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Ethical and sustainability policies of the company

British Gas is a significant energy provider in the United Kingdom. The company supplies gas and electricity to millions of customers on a daily basis (BG, 2022). If the company wants to achieve its aims of providing exceptional service to its clients and lessening the bad effects it has on the natural world, it has come to the realisation that it must apply ethical and sustainability standards. Let's look into the company's position on ethics and sustainability, how it affects the quality of the service that is offered, and how it stands up against the standards that are now in place.
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Ethical Policies

British Gas operates with the highest moral standards when it comes to conducting business. Maintaining high standards of honesty and integrity inside the company is made easier by providing customers with information that is clear and concise on energy pricing, invoices, and agreements (Yue et al., 2021) Customers gain advantages as a result of the company's commitment to transparency since they are better able to trust the company and make informed purchasing decisions as a result of this trust. Additionally, British Gas has a strict policy in place to safeguard the personal information of its customers. The organisation has adopted strong cybersecurity measures in order to comply with data protection legislation and protect the consumer's personal information. By showing its customers that it takes data protection seriously, British Gas earns trust and loyalty. In the domain of commerce, actions relating to corporate social responsibility, also known as CSR, are generally accepted as being of a morally upright nature (Ghobakhloo et al., 2023). The Warm Home Discount Scheme is one of many corporate social responsibility initiatives CSR schemes that have been created by British Gas to assist in the attenuation of fuel poverty among the company's customers who are at the greatest financial disadvantage (GOV, 2019). The commitment of the company to the improvement of society is brought to light, and at the same time, the initiative assists the company in enhancing its status in the eyes of its customers.

[bookmark: _Toc139779915]Sustainability Policies

Because British Gas places high importance on sustainability, the company has made efforts to reduce the negative effects that its operations have on the surrounding environment. The company is dedicated to making the transition to renewable energy sources and is keen to support the objective of the United Kingdom government to achieve net-zero emissions by the year 2050. Through the use of the 'green energy tariffs' offered by the company, customers of British Gas are able to pick power that is generated from renewable sources and pays a discounted rate for doing so (Herbes et al., 2020). This commitment to renewable energy sources is being driven by the growing demand from customers for environmentally friendly products and services. In addition, British Gas has implemented programmes with the goal of decreasing the amount of energy that is consumed, including the distribution of information to customers on how they can improve their energy efficiency and the installation of smart metres (IEA, 2022). Consumers get the opportunity to more effectively monitor their own energy use, reduce the amount of trash they produce, and lower the impact that they have on the environment as a result of participating in these initiatives. Through its support of energy efficiency, British Gas not only makes the lives of its customers more enjoyable but also contributes to the long-term health of the world. Investing money in initiatives that will produce renewable sources of energy is a typical form of sustainable behaviour (Abbas et al., 2023). Companies that operate in the energy sector typically make investments in and contribute to the construction of renewable power plants such as wind farms and solar arrays. These expenditures contribute variety to the energy mix, which in turn makes the overall production of energy cleaner and more sustainable. British Gas may be able to move closer to achieving its sustainability goals by making investments in renewable energy projects located both in the United Kingdom and elsewhere.
Overall, British Gas has set ethical and ecological criteria in an effort to improve both its relationship with its customers and its impact on the environment. The openness of the company, respect for its customers' privacy, and commitment to social responsibility have helped the company acquire its customers' trust and loyalty (Raza et al., 2020). In addition, the green rates, energy-saving programmes, and other environmentally friendly policies implemented by British Gas are in accordance with the desires of customers and help the environment. If British Gas continues to prioritise ethics and sustainability, the company will be able to better serve both its consumers and the environment.

[bookmark: _Toc139779916]Critical literature review on quality models/theories

Using many concepts and strategies associated with quality management may be of great assistance to companies in their efforts to provide improved service to their clients. The Deming Cycle, Juran's Theories of Quality, Crosby's Cost of Quality, SERVQUAL model and the notion of Relationship Marketing will all be subjected to in-depth analysis and evaluation in the following review of the relevant literature. This study's objective is to evaluate the subjects' significance, capabilities, and potential effects on customer relationship management CRM.

[bookmark: _Toc139779917]Deming Cycle (PDCA Cycle)

Dr W. Edwards Deming is credited with developing an iterative process known as the Deming Cycle (also known as the PDCA Cycle). This methodology was intended to improve quality and solve issues (Elavarasan et al., 2020). The model is in four stages: the preparation stage, the execution stage, the evaluation stage, and the adjustment stage. Businesses have made great use of it as a tool to improve the management of relationships with their customers. In the research that has been done on CRM, many benefits have been offered, and they all make reference to the Deming Cycle. To begin, it inspires companies to anticipate the desires and needs of their consumers, which is a win for everyone involved (den Haak, 2023). Second, is encouraging a growth attitude, which assists in the process of CRM processes evolving in unison with the changing requirements of clients. The model also encourages companies to collect and study customer feedback in order to enhance CRM practises via the use of data-driven decision-making. This is one of the ways in which the model contributes to the improvement of CRM. The Deming Cycle has its defenders, but its critics are quick to point out the cycle's shortcomings. Because of the iterative nature of the solution, its deployment might be delayed, which would prevent rapid responses to the demands of clients. Smaller companies may have difficulty adequately implementing the approach since it requires a significant investment of both time and money for efficiency. However, if implemented correctly, the Deming Cycle has the potential to increase CRM efficiency for customer happiness and retention.
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Figure: Deming Cycle
(Source: Process, 2021)
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According to Juran, quality can only be accomplished by concerted efforts of management and personnel at all levels, with a particular emphasis placed on catering to the preferences and backgrounds of individual clients. Juran was a champion of three fundamental ideas: quality planning, quality control, and quality improvement. According to the available evidence, Juran's concepts are still relevant in the area of customer relationship management (Okolie, 2023). It should be the objective of any quality plan to exceed the expectations of the client, and this may be accomplished by either meeting or exceeding those expectations. Adapting CRM tactics to meet the needs and desires of individual consumers is one strategy that may help businesses boost customer satisfaction and loyalty. Keeping a high-quality standard in CRM operations is vital to reduce the number of errors made and increase the level of customer happiness (den Haak, 2023). When leaders of an organisation place a high priority on quality improvement efforts that promote employee engagement in the continual development of CRM practices, the company may see the growth of a culture that is focused on customers. It has been stated that the concepts proposed by Juran do not give sufficient depth to be of any value in the process of achieving quality improvements while working within a CRM framework (Elavarasan et al., 2020). The principles are beneficial in general, but every business will have to make adjustments in order to accommodate the CRM efforts that are unique to their operations. The effective application of Juran's concepts requires a strong commitment from senior management for understanding consumers expectations.
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Figure: Juran's Theories of Quality
(Source: LT, 2020)
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Crosby's Cost of Quality is an approach to quality management that places and prevents issues from occurring in the first place rather than locating and resolving existing ones. The idea suggests that in order to reduce the amount of time and effort spent on unnecessary redoing, organisations should do things right the first time. According to the findings of the study, Crosby's concept could be applicable to CRM. Assigning a high level of importance to ensure quality and minimise errors is one way for businesses to improve the accuracy and reliability of their CRM activities (den Haak, 2023). Possible effects include increased levels of customer satisfaction as well as reduced costs brought on by rework, customer complaints, and lost revenue. Crosby's argument, it has been claimed by some, oversimplifies the complexity of CRM to an excessive degree. Because the theory places its whole focus on error prevention, it runs the risk of overlooking other aims that are just as important, such as increasing customer interaction, personalization, and building rapport (Okolie, 2023). In order to put Crosby's notion into action, you will also need an organization-wide commitment to quality, extensive training programmes, and stringent quality assurance procedures.
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Figure: Crosby's Cost of Quality
(Source: CU, 2023)
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SERVQUAL is an acronym that stands for Model for Evaluating and Measuring Service Quality. In this industry, the SERVQUAL model, which was developed by Parasuraman et al. (1988), enjoys widespread use. Five qualities that lead to a positive experience for the client: accessibility, responsiveness, certainty, empathy, and tangibles. These are the traits that contribute to a great customer service experience. Businesses are able to evaluate the CRM practises they now use and identify the areas in which they need to make modifications by using this framework. When applied to the practice of customer relationship management (also known as CRM), the SERVQUAL model has shown positive results. The research that Ryu and Jang (2007) conducted utilised the SERVQUAL model to evaluate the quality of financial services (Ryu, 2023). According to the findings of the study, a more effective CRM system was directly responsible for higher levels of customer satisfaction and loyalty. However, a critical position points out that consumers' expectations and preferences may vary widely, which suggests that the SERVQUAL model may not accurately capture the whole complexity of CRM.
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Figure: SERVQUAL Model
(Source: Diva, 2020)
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The Relationship Marketing strategy focuses on developing and maintaining meaningful ties with clients over the course of an extended period. Through one-on-one connection with customers and the provision of specialised services, we place a premium on their satisfaction, loyalty, and retention. According to this theory, pleased and devoted customers have a greater propensity to make additional purchases and to tell others about the positive experiences they have had. Studies have demonstrated that CRM can be improved by using relationship marketing. For example, Li and Zhang (2017) investigated how the hotel industry was affected by CRM and how Relationship Marketing played a role in it (Das et al., 2022). It was found that employing methods of relationship marketing such as one-on-one communication and personalised services had a favourable impact on the pleasure and loyalty of customers. Opposite, some individuals believe that relationship marketing overlooks the significance of transactional interactions and does not take into consideration a variety of needs and requirements of customers over time.
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Figure: Relationship Marketing Theory
(Source: RG, 2023)
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Strengthen Transparency and Communication:

Even while openness is already one of British Gas' top priorities, there is always room for development in the way the corporation approaches it. The company should make top points to provide customers with uncomplicated access to information regarding energy costs, bills, and agreements (Winer, 2020). By enhancing the transparency of our operations and our level of communication, we can earn the trust of our customers and better satisfy their needs. One strategy for ensuring the contentment of customers is to keep them updated on changes that have occurred in their energy supply.

Enhance Data Security Measures:

It is important for British Gas to continue investing in strong data protection measures so that they can protect the data of their customers and sustain their trust. Customers' trust must be earned before it can be earned from other customers, and this may be done by maintaining compliance with data protection standards and staying current on best practices in cybersecurity (Herbes et al., 2020). It is possible to make proactive improvements to data security procedures and systems by auditing and reviewing them on a regular basis in order to locate vulnerabilities. British Gas should make it a top priority to keep their customers informed about the safety safeguards the company takes, as well as the steps their customers can take to protect the confidentiality of their personal information.
Expand Sustainable Energy Offerings:

Even though British Gas has gone through a lot of trouble offering prices for environmentally friendly forms of energy, the company might do more to persuade its consumers to pick forms of energy that are less harmful to the environment. Not only will domestic and international investments in renewable energy projects assist satisfy customer demands, but they will also contribute to the development of a cleaner overall energy balance (Raza et al., 2020). British Gas should investigate the possibility of developing partnerships with renewable energy suppliers and promoting the benefits of these partnerships to customers. The corporation may decide to stimulate customers to adopt energy-efficient practices and technology in order to further the cause of sustainability and increase the quality of the experience they have as customers.

Continuously Evaluate and Improve CRM Practices:

The CRM practices that British Gas uses should be constantly improved, and the company should strive for excellence in this area. In order to achieve this goal, it is required to routinely evaluate the data stored in the CRM, do research on the input provided by customers, and make improvements based on the findings. Conducting customer satisfaction surveys, obtaining feedback through a variety of channels, and monitoring client opinions on social media can all provide you with valuable information (GOV, 2019). Listening to feedback from customers and adapting its customer relationship management practices in response to that feedback enables British Gas to maintain a delightful customer experience that is also in accordance with the customer's ever-changing requirements and preferences.

[bookmark: _Toc139779923]Conclusions

This report examined how British Gas' ethical and environmental policies affected its CRM efforts. Due to its transparency, data protection, and CSR, customers trust the company. Transparent communication, data protection, and social welfare initiatives have set British Gas up for efficient CRM. British Gas's CRM systems have also benefitted from sustainability. Consumer demand and environmental responsibility drive the company's green energy pricing, energy-saving programmes, and renewable power transition. British Gas has strengthened its CRM by giving customers greater control over ecologically responsible decisions and offering energy-saving alternatives. Examining quality models and ideas emphasises the importance of improving customer relationship management. British Gas must combine elements of the Deming Cycle, Juran’s Theories of Quality, Crosby's Cost of Quality and SERVQUAL model to create a customer CRM strategy that balances operational efficiency and customer needs. Finally, British Gas's ethical and sustainable practices have improved customer relationship management. British Gas prioritises "openness," "data protection," "corporate social responsibility," and "sustainability" to maintain customer loyalty. The organisation must continually evaluate and improve its CRM practices to meet changing consumer needs. British Gas will remain a customer-focused energy company while enhancing its CRM systems.
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