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[bookmark: _Toc1337389178] Introduction
Customer relationship management (CRM) is the practice that involves the intuitive mining of customer data for use of tactical purposes. According to Starzyczná, Pellešová, and Stoklasa (2017) the exact development date of CRM is unknown but is argued by Academics that CRM was introduced between 1950 and 1990. Lasting relationships with customers are of course what every business strives to achieve. The use of ethics and sustainability is commonly used when advertising of many companies to help build trust from customers. 
H&M is a reputable fast-fashion enterprise that has been in the industry for many years. Smith (2023) reported that in 2022 H&M were voted eighth as the most valuable apparel brand in the world. The purpose of this text is to explore the importance of CRM and how CRM can be achieved through promotion of ethical and sustainable practices as the customer relationship manager of H&M. Following from that with the exploration of models of quality to help improve products and services, discussions of ethics and sustainability within H&M with literature-based recommendations, finished with a conclusion.
[bookmark: _Toc970788713]2.Literature review

[bookmark: _Toc204151015]2.1 Customer relationship management
CRM also known as operational management aims to win and keep profitable customers. According to Starzyczná, Pellešová, and Stoklasa, (2017, p.1771) ‘CRM is the establishment of lasting relations with customers, which delivers long‑term value to both parties in this relationship.’ CRM focuses on meeting the needs of customers since unsatisfied customers are unlikely to return. With many aspects of CRM, knowing the concerns of valuable customers is the best way of combatting negative customer experience. CRM practices rely primarily on advertising. 
CRM are likely to engage with customers in many ways such as by advertising on social media, online and in more conventual ways such as tv and radio advertisement. CRM differs from business to business and from country to country based on locational customer trends. Liu, Wang, and Zhao (2020) studied the effects of positive CRM practices in various parts of the world. The research suggested in Europe and North America positive CRM showed correlation to a positive customer outcome such as customer commitment, trust, loyalty, satisfaction, and retention as a pose to Asia where CRM focuses more on data mining. A good place to start is with exploring customers ethical considerations.
 

[bookmark: _Toc1851997735]2.2Ethical considerations
Marketing ethics are the standards and principles that should be upheld to define acceptable conduct in the marketplace. According to the Cambridge dictionary (2023) the definition of ethics is ‘the study of rules, principles, and beliefs about what is morally right or wrong when doing business.’ Unethical conduct usually develops from pressure to meet objectives to do with performance. This leads to corners being cut and workers' rights being neglected.
 Clear attempts to deceive or take advantage of situations are of ethical concerns for customers presenting as a causing factor of poor consumer retention. Svensson, (2009) argued that both in literature and in practice the ethical transparency of supply chains is underestimated and, in some cases, completely neglected. This is particularly harmful from a CRM point of view. Ethical concerns from a customer perspective are that companies should always be transparent. Transparency in ethics is essential for ethical pricing.
Ethical pricing focuses on making sure customers are not deceived by pricing. Deceptive pricing occurs when customers are lured into stores by salespersons who then try to influence the sales of higher priced items. Unfair pricing of competitors' this is a process that is used to draw customers in by low prices. Unfair pricing is typically harmful to oposing companies that lose customers in this process. When competitors are driven out the company raise prices back to former level. Price discrimination where buyers are charged different prices for the same or similar product based on their ability to pay. Consumer rights laws are designed to protect consumers from these conditions.
Unfair working conditions is another ethical concern for customers. Stringer, Mortimer, and Payne, (2020) summarised that the fashion industry presents prominent concerns of worker welfare violations which are captured by media outlets drawing to these conditions. With social media highlighting unfair working conditions, audiences can be reached everywhere in little time. This can be a concerning for CRM and can commonly be connected to sustainability concerns.
[bookmark: _Toc587581816]2.3 Sustainability
Sustainability is concerned with the impact of business production on the environment. Spiliakos (2018) gives a definition of sustainability as doing business without causing negative impact to the environment, community, or society. Sustainability is an issue that requires constant attention and development. Sustainability requires constant attention and adjustments due to the ever-changing global warming crisis, which emphasises the demand of creating more sustainable biodegradable materials and production.
 Business sustainability is a concept that is increasingly highlighted due to current global warming concerns with consumers relying on business transparency in terms of production and material sourcing. According to Wren (2022, p.2) ‘Fast fashion is responsible for approximately half of the fashion industry’s emissions.’ Most of these emissions are caused by the cost of growing and sourcing the materials used. In CRM transparency is essential, with exposure of lack of transparency causing outrage with customers. However, the industry can cause pollution in other ways such as burning insufficient goods. 
Goods that cannot be recycled or sold must be disposed of. Candeloro, (2020) found that another major contributing issue was overstock being burnt which causes major pollution. Candeloro, (2020) reported H&M were responsible for the burning of 12 tonnes of clothing.   Burning apparel causes irreversible damage to the environment, as well as the pollution that went into sourcing the materials. 
[bookmark: _Toc1681957541]2.4 H&M 
H&M is reputable business recognised in many countries of the world. H&M has been established since 1947. With global focuses turning to a more sustainable future, H&M advertise themselves as a company that aim to lead the way into a sustainable fashion industry. H&M hold many approaches to a more sustainable future however some are still critical. Smith (2023) argues that questions have been raised into the transparency of ethical and sustainability concerns. 
Literature suggests H&M are a proactive in their approach to satisfy customer concerns regarding sustainability. According to H&M’s annual sustainability report (2022) H&M show commitment and value towards sustainability and aim to offer quality, sustainable fashion at the best price. H&M continuously monitor improvement strategies and view sustainability as a continuous cycle. H&M’s ethical procedures are clear and explored in the next paragraph.
H&M identified many potential concerns in the H&M risk management (2022). According to H&M risk management (2022) the following risks were identified. Natural resources – within fast-fashion natural resources such as cotton are necessary to produce textiles. Failure to uphold human rights – Worker exploitation is a major cause for concern and can happen at any point of sourcing and production. Corruption of any employer or employee. Political and social instability in production and sourcing markets due to constantly developing laws within the industry and changed consumption patterns and customer attitudes due to outside sources.
[bookmark: _Toc2140793187]2.5 Quality models

[bookmark: _Toc840394693]2.51 Deming Cycle PDCA
William Deming created a cycle based on continuous improvement for all employees and management staff via the use of a plan-do-check-act framework commonly referred to as the Deming cycle. ‘Deming cycle is a sequence of actions that aim at improvement’ Jagusiak-Kocik Marta (2017, p.19). During the planning stage objectives are set and an action plan is formulated. The Ishikawa diagram is a supportive tool for identifying underlying factors. ‘Do’ is the implementation of the plan. ‘Check’ is testing that the implementation of the plan adequately meets the needs of the plan. ‘Act’ is associated with implementing the plan as standard procedure. The cycle continues beyond this point as gained knowledge becomes integrated in the next ‘plan’ phase. According to Jagusiak-Kocik Marta (2017) PDCA can be successfully used in any type of business due to its versatility and constant loop of progression. Juran’s quality trilogy is used commonly alongside the Deming cycle.

[bookmark: _Toc702234853]2.52 Juran Quality Trilogy 
Juran's quality trilogy is used by many scholars and managers worldwide due to its versatility. According to Tejaningrum, (2019) Juran thought about the quality trilogy from his father's experience of his business suffering due to product quality introducing a three-stage quality management process which consists of quality planning, quality control and quality improvement. Quality planning involves providing operators with the ability to provide goods and services that are up to customer standards. This can be achieved by knowing your target audience and what they require. Quality control is the monitoring of the situation to ensure that implementation has not made the situation worse. Quality improvement can be achieved by reduction of waste products.


[bookmark: _Toc2139523668]2.53 Crosby 

Crosbys theory is based on the idea that producing the expected quality product the first time saves money. If a products defects mean a product must be reworked or scrapped it costs the business more. According to Agrawal, (2020) Crosby’s four absolutes of quality is useful for both short- and long-term employee participation to meet quality standards the first time round. Literature analysis on Crosby was exceedingly rare with Demings PDCA and Juran’s quality trilogy being more commonly referred to.  
[bookmark: _Toc2079282440]Discussion on H&M

H&M describe product quality as how secure and user-friendly a product is. H&M describe quality as an area for constant improvement indicating the use of the Deming cycle. This is essential in the fast-paced environment of fast fashion where factors are always changing. By using a continuous cycle H&M are taking responsibility in the fact product quality is always an area that can be improved in more than one area. Areas of improvement could include the quality of materials sourced, the quality of the manufacturing and the quality of transportation of the product through the supply chain.
 A sustainability focus in H&M is based on the production of more sustainable material usage. According to Švikruhová, Zábojníková and Kapsdorferová (2023, p.64) ‘Clothing and textile production is one of the foremost contaminating industries in the world.’ H&M’s goal to combat these issues include the manufacturing of materials that can be used as a pose to cotton. This is a positive trust building exercise for CRM as a major selling point of shared values. H&M add value to their claims by declaring that they aim to use 100% recycled or sustainably sourced materials in all commercial goods by 2030. H&M production also highlights points of improvement in its code of ethics.
H&M do not own any production factories and regularly subcontract production to less economically developed countries such as Asia. H&M defend this by saying they make companies sign their strict ethical and sustainability commitment which includes many regulations on working conditions, animal welfare fair wages and much more. Again H&M appear to be using the Deming cycle by employing sustainability officers to constantly check and review that these requirements are being met by subcontractors. However, literature suggests that transparency is lacking in this aspect with many scholars reporting corruption early in the production stages.
[bookmark: _Toc594093317]Recommendations 
Looking into making fashion sustainable offered many interesting results. According to Shrivastava et al. (2021) ‘Shopping for second-hand or used clothing is one of the most sustainable ways of using apparel.’ A way of making clothes more sustainable for the future by reselling preloved items. This means less clothing would end up in landfill. Second hand clothing has become a growing trend. H&M could offer incentives such as in-store discounts for donations of preowned clothes that are in a reasonable standard, clean them and then resell the items. In doing so, H&M would be helping sustainability issues at one of the root causes of environmental damage with items such as coats and shoes taking hundreds of years to break down in landfill. By offering the customers incentives such as £1 per item of up to standard clothing on an in-store voucher to keep sales as a priority.
Using the Deming cycle would be particularly beneficial if this recommendation is used. The plan, do, check, act framework would allow CRM to strategically plan how to advertise the change, then try it out on a small scale observing the effects of the change making sure they are useful to what the plan was trying to achieve. The act stage is to focus on what was learnt and to set goals to improve the plan further.
H&M already have a scheme to recycle used clothes, customers can bring old used clothes in store and recycle them there. This is a positive scheme for customers with sustainability concerns, impacting the amount of space appraisal brands take up in landfill. An area for consideration regarding this is that H&M could consider offering in-store incentives to customers based on the amount of clothes they return to the recycling bins in-store, such as percentages off on next in-store purchase. Offering incentives draws the customer in while offering in-store incentives encourages the customer to purchase from the store.
The use of artificial intelligence within CRM has become a useful tool to help combat issues of many kinds. ‘AI appears to have a significant impact on helping fashion companies to be more sustainable thanks to some tangible data’ Candeloro (2020, p.101) This data is used to help fight over production issues by predicting trends. AI Can also be used to get to know the customer base through their social media following, it is useful for developing statistical information on trends and can be used to help advancements into how to make clothes last longer without defects caused by planned obsolescence (the process of items breaking for the purpose of returning cutomers coming back to spend instore).
[bookmark: _Toc1960219666]Conclusion
This paper presents and literature-based analysis on the effects of ethical and sustainability issues from a CRM perspective. It outlines quality models such as the Deming cycle, Juran’s theory and Crosby’s theory giving examples of how H&M are using these models as a point of continuous development within CRM practice. A discussion of practices currently in place at H&M gave room for literature-based recommendations on how to improve further.
To conclude on this literature-based study it is obvious that CRM have clearly defined practices of reaching out to customers to gain trust and commitment by demonstrating clear achievable strategies and goals related to customer expectations on ethical and sustainability grounds surrounding workers' rights, ethical pricing, and long-term saving of our precious planet. The fashion industry contributes to a huge volume of Un disposable waste that takes hundreds of years to decompose in landfill. This issue is more harmful than ever with global committees paying the subject a lot of attention. 
In future research it would be increasingly interesting to see the long-term effects of positive social media interaction and the correlation to better more measurably positive outcomes on CRM. Another research point identified is the use of AI in relation to making industries more sustainable through the means of predicting trends. 
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