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Executive summary 

This report examines the British Airways customer experience, with a particular emphasis on ethical and sustainable marketing practises. To provide a thorough grasp of the subject, the report includes a critical literature analysis of quality models and theories. The major goal is to assess the effectiveness of ethical and sustainable practises in customer relationship management (CRM).
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Introduction

British Airways is a well-known airline established in the United Kingdom that provides international air travel services. British Airways has a long history dating back to 1974, and it has established itself as a major participant in the aviation business. The airline has a large domestic and international flight network that connects passengers to over 170 destinations globally. British Airways seeks to provide a premium travel experience to its passengers, and is known for its commitment to safety, dependability, and great customer service. The organisation prioritises ethical and sustainable practises, with an emphasis on employee well-being, decreasing environmental impact, and interacting with local communities (British Airways, 2022). Many companies are looking for alternatives such as ethical and sustainable marketing to develop client relationships to improve best practises in customer relationship management (CRM). 
As a marketing manager of British Airways, I will write this report based on the following: ethical and sustainability policies of the company, critical literature review on quality models / theories, conclusions, and recommendations.
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Figure 1. British Airways Logo



Ethical and sustainability policies of the company

Ethical policies are guidelines that require all employees of a company to do the right thing and maintain high standards at all times. In general, a code of ethics should incorporate the six universal moral standards, stating that an employee to be trustworthy, courteous, accountable, fair, kind, and good citizens. Honorable mentions include mentioning that the company values diversity, green practices, and correct dress codes.

Sustainability is a business strategy that mandates the inclusion of environmental and social issues in the business model to generate long-term company growth and profitability.
A sustainability policy, at its foundation, is a company's commitment to criteria that will help it satisfy its legal, social, and environmental duties. It outlines how the company plans to promote more responsible operations and decrease its environmental and social effect. Effective management of safety, health, environment, quality, energy, carbon reduction, and responsible sourcing is critical to the business's long-term success.
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Figure 2. Ethical and sustainability

Ethical and environmental standards are critical in establishing a company's customer experience. British Airways exhibits a commitment to ethical practises and sustainability through a variety of projects. I will look at examples from British Airways as well as industry best practises to investigate the customer experience based on these principles.

Ethical policies promote equity, openness, and ethical corporate practises. British Airways demonstrates its ethical commitment in the following ways:
Employee satisfaction. 
The company prioritises its employees' well-being by creating a happy work environment and providing competitive compensation and benefits. This is consistent with ideas such as the Service Profit Chain (Heskett et al., 1997), which emphasise the importance of employee satisfaction and its impact on customer satisfaction.

Labour practises that are fair
British Airways adheres to fair labour practises and assures compliance with employment laws and regulations. This increases employee trust and loyalty, which in turn improves customer perception and experience (Wirtz et al., 2013).

Transparency
The airline keeps open lines of communication with customers, offering clear and accurate information regarding fares, travel schedules, and policies. Transparency is an important component of establishing trust in customer relationships and improving the overall customer experience (Morgan and Hunt, 1994).
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Figure 3. Business ethics

Sustainability policies emphasise reducing environmental effect, fostering ethical resource use, and positively contributing to society. British Airways' dedication to sustainability is demonstrated through the following initiatives:
Reduced carbon footprint
By investing in fuel-efficient aircraft, using sustainable aviation fuels, and optimising flight itineraries, the corporation actively seeks to reduce its carbon footprint. Such initiatives are consistent with the concept of sustainable operations and the triple bottom line approach (Elkington, 1997), emphasising environmental stewardship while also favourably improving the customer experience.

Waste disposal
British Airways has developed trash reduction and recycling initiatives with the goal of sending zero waste to landfill. The organisation aligns with the ideals of sustainable resource consumption by minimising waste and supporting responsible waste management, which connects strongly with environmentally sensitive clients (Lee and Shin, 2018).

Participation in the community
The airline works with local communities through a variety of initiatives, including environmental protection and educational programmes. This emphasises the company's social responsibility and involvement in the community, which can increase the perceived value of the customer experience (Kotler and Armstrong, 2010).
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Figure 4. Sustainability

Best practises in the industry
Aside from British Airways, other organisations in the aviation industry have demonstrated exceptional ethical and sustainable practises. As examples:

Emirates Airlines
Emirates prioritises ethical practises through encouraging employee diversity and inclusion, protecting human rights, and upholding high governance standards. Employee happiness, client trust, and loyalty are all improved with this strategy.

Qantas Airlines
Qantas has established lofty sustainability goals, including achieving net-zero carbon emissions by 2050 and decreasing waste to disposal by 75% by 2021. Their sustainability commitment resonates with environmentally concerned customers and has a beneficial impact on the whole customer experience.

Critical literature review on quality models / theories

CRM
CRM is an abbreviation for Customer Relationship Management. It refers to a complete strategy used by companies to manage contacts with current and potential customers. CRM refers to the strategies, processes, and technology that are used to improve customer happiness, retention, and overall corporate performance (Peel, 2022).
CRM is fundamentally concerned with developing and sustaining strong relationships with consumers by understanding their needs, preferences, and behaviours. It entails collecting and evaluating consumer data from a variety of touchpoints, including sales transactions, marketing initiatives, customer support questions, and website visits. This information allows organisations to get insights into their clients' purchasing habits, demographics, and interests.
I will continue this report with a critical literature review of quality models and theories that can aid in enhancing customer relationship management (CRM) at British Airways. I will provide an analysis of three quality models/theories: Deming's Cycle and Deming 14 points, Juran the Quality Trilogy and the Quality Planning Roadmap, and Crosby's Cost of Quality and four Absolutes of Quality Management. My discussion will focus on their potential applicability and the relevance of these models to improve CRM, with examples from the airline industry. 

Deming's Cycle and Deming 14 points
W. Edwards Deming's quality management principles emphasise continuous improvement and comprehensive quality control. Deming's Cycle, also known as PDCA (Plan-Do-Check-Act), is an iterative improvement framework. British Airways can use this approach to design and implement CRM strategies, analyse their performance, and make required improvements to improve customer connections.
Furthermore, Deming's 14 Points give management with principles for transforming their organisations. Relevant CRM improvement factors include generating consistency of purpose, implementing a new concept of customer collaboration, and eliminating anxiety among staff. Through personalised experiences and effective communication, British Airways may match its CRM strategies with these areas to develop a customer-centric culture and boost customer satisfaction.

Juran's Quality Trilogy and Quality Planning Roadmap
Quality planning, quality control, and quality improvement are the three components of Joseph Juran's Quality Trilogy. Setting quantifiable goals and creating methods to meet customer expectations is part of quality planning. This approach can be used by British Airways to develop CRM strategies that are in line with client needs, such as personalised services, efficient complaint handling, and effective loyalty programmes.
Juran's Quality Planning Roadmap provides a methodical strategy to dealing with quality challenges. Following the roadmap allows British Airways to identify CRM gaps, prioritise improvement areas, and properly deploy resources. For example, an airline can perform customer satisfaction surveys, examine the input, and use the results to generate action plans to improve CRM (Juran, 1995).

Crosby's Cost of Quality and four Absolutes of Quality Management
Philip Crosby's method focuses on quality prevention rather than detection. Crosby's Cost of Quality idea emphasises the costs of poor quality, including as internal and external failure costs. British Airways may increase customer trust and loyalty by reducing failure costs through proactive CRM practises. For example, the airline could spend in employee training programmes to increase service quality and reduce customer unhappiness (Crosby, 1979).
Crosby's four Absolutes of Quality Management emphasise the need of requirement compliance, nonconformance prevention, performance standard establishment, and a zero faults mindset. British Airways' CRM efforts can be aligned with these absolutes by defining defined service standards, educating staff to meet those standards, and developing a culture of continuous improvement to achieve zero defects in customer interactions.

Deming's Cycle and Deming 14 points
From all three theories described above, I will choose Deming's Cycle and Deming 14 points to improve CRM at British Airways. 
Next, I will apply Deming's Cycle (Plan-Do-Check-Act) to improve CRM at British Airways and the following steps can be followed:
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Figure 5. Deming Circle
Plan: British Airways should set CRM objectives and goals at this period. This could include increasing client pleasure, building customer loyalty, or providing more personalised services. The organisation should also develop a strategy to attain these goals, considering elements such as consumer input, market research, and industry best practises. All key stakeholders, including employees, customers, and management, should provide input during this planning phase.
Do: once the CRM strategy has been defined, British Airways should carry out the specified measures. This entails putting measures in place to improve client experiences and strengthen customer connections. For example, the airline may invest in personnel training programmes to improve customer service abilities, set up feedback mechanisms to collect customer insights, and use technology to personalise interactions with customers.
Check: British Airways must analyse the success of the implemented CRM techniques and compare the results to the specified objectives throughout this phase. This evaluation can be carried out using a variety of ways, including customer surveys, feedback analysis, and performance indicators. To judge the success of the deployed efforts, the organisation should assess customer satisfaction levels, loyalty rates, and other critical CRM metrics.
Act: based on the results of the previous phase's review, British Airways should take the required steps to strengthen CRM. If the outcomes are in line with the specified goals, the organisation can stick with the current methods. Adjustments and enhancements should be made if the results fall short of expectations. This could include streamlining operations, addressing customer concerns, or experimenting with new CRM tactics.
British Airways may continuously enhance its CRM practises by following this iterative cycle. It enables the firm to find areas for improvement, execute changes, assess the impact, and make any necessary adjustments. This methodical strategy based on Deming's Cycle can lead to a more customer-centric culture, higher customer happiness, and stronger customer relationships over time, ultimately improving CRM at British Airways.

W. Edwards Deming's 14 Points model is a well-known quality management approach. Following that, I will look at how some of these principles can be applied on British Airways and their potential impact on CRM practises, highlighting the hurdles and benefits of their implementation.
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Figure 6. Deming's 14 Points model

Create constancy of purpose
Deming's first point emphasises the significance of developing a long-term vision and purpose. British Airways' CRM activities must be aligned with the organization's overarching goals and values. British Airways should build CRM tactics with a long-term goal in mind, cultivating client loyalty and happiness. Changes in market dynamics, growing customer expectations, and the requirement for agility in adjusting to these changes can all pose challenges.

Adopt the new philosophy.
This argument implies adopting a customer-centric mentality and abandoning standard management practises. It emphasises the importance of knowing client demands and personalising services to meet those needs. British Airways must instill a customer-first culture throughout the organisation. This necessitates a fundamental shift in mentality and management strategies. Implementing this transformation in a large organisation with various departments and hierarchies may be difficult.



Cease inspection, require evidence.
Deming's third point contends that an inspection-based approach is both costly and inefficient. It encourages British Airways to prioritise prevention over detection and correction of customer service concerns. British Airways should be proactive in identifying possible service gaps before they have an impact on customers. Comprehensive training programmes, quality assurance methods, and robust feedback mechanisms can help achieve this. This transformation, however, may necessitate large investments in technology and training.

Stop granting business just based on pricing.
Deming's fourth principle emphasises the necessity of developing long-term relationships with suppliers based on quality rather than price. British Airways must work with suppliers who share their dedication to quality and customer satisfaction. Balancing quality and cost factors when selecting suppliers can be difficult, particularly in a competitive industry where cost effectiveness is important.

Constantly and indefinitely improve.
This concept emphasises the importance of constant development and innovation in CRM practises to fulfil changing client demands. To stay ahead in the volatile aviation sector, British Airways must cultivate a culture of continual learning and growth. It is vital to develop a systematic feedback structure and to enable employees to recommend and execute improvements. 

Institute training. 
Deming's sixth point emphasises the significance of thorough training for personnel at all levels to improve their CRM skills, knowledge, and understanding. British Airways should invest in ongoing training programmes to provide personnel with the skills they need to provide exceptional customer care. This necessitates a major investment in training resources, time, and effort, which may be hampered by budgetary limits and employee opposition.
Using Deming's 14 Points model to improve CRM at British Airways necessitates a complete and holistic strategy. While each point provides useful information for improving customer pleasure and loyalty, important problems may occur during implementation. 
Conclusion

Ethical and sustainability policies influence the quality of British Airways' Customer Relationship Management (CRM) systems. Implementing ethical practises and environmental standards increases British Airways' consumer trust and reputation. Transparent pricing, fair treatment of staff, and good environmental practises all contribute to a favourable perception of the airline, resulting in enhanced customer loyalty and higher CRM quality.

Customers who prioritise organisations that share their values reward ethical and sustainable practises. These policies can be used by British Airways to engage customers and boost their CRM operations. The airline may attract socially conscious customers and create long-term partnerships by displaying a commitment to ethical behaviour and sustainable operations.
British Airways' ethical and sustainability policies create a distinct selling point. These policies can distinguish the airline from its competitors in a competitive market, attracting customers who value ethical and sustainable practises. By recruiting and maintaining clients that prioritise such values, this distinction can contribute to enhanced CRM quality.

Recommendations

British Airways' CRM tactics should include ethical and sustainability aspects. This entails integrating consumer interaction practises with ethical norms and long-term sustainability goals. For example, the airline can guarantee that fair and transparent communication is prioritised in customer interactions and that sustainable solutions are encouraged during the booking process.

British Airways should give extensive personnel training to enable the effective implementation of ethical and environmental policies in CRM systems. This training should emphasise ethical decision-making, responsible behaviour, and the incorporation of sustainable practises into daily operations. Engaging employees in the process and empowering them to make ethical decisions will increase CRM quality and assure policy compliance.
British Airways should put in place strong measurement and reporting methods to track the impact of ethical and sustainability initiatives on CRM quality. This includes tracking customer input on ethical behaviour, measuring the adoption of sustainable practises, and reporting progress and improvements in these areas on a regular basis. These indicators will aid in identifying areas for improvement and demonstrating the company's commitment to ethical and long-term CRM practises.

British Airways should work with partners and suppliers who share their values to strengthen ethical and sustainable practises throughout the value chain. Selecting suppliers that adhere to responsible and sustainable practises, fostering ethical behaviour among partners, and ensuring that the entire ecosystem matches with the airline's ethical and environmental aims are all part of this.

Ethical and sustainability standards have a significant impact on the quality of British Airways' CRM systems. The airline may increase CRM quality while demonstrating its commitment to ethical conduct and sustainability by incorporating these rules into CRM initiatives, giving employee training, monitoring the impact, and engaging with partners. Implementing these recommendations will not only increase customer trust and involvement but will also help British Airways stand out in the competitive aviation business, leading to increased customer satisfaction and long-term success.
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