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[bookmark: _Toc139839583]Introduction
This comprehensive report focuses on the ethical and sustainable practices of Emirates Airlines. The report also focused on how the practices of Emirates Airlines in terms of the sustainability and ethical practices at the operational level. The report finds that Emirates have taken a policy level change with the organisational level. This report will analyse Emirates Airlines' customer experience strategy by examining its ethical and sustainable policies and quality models and theories. These characteristics will reveal the company's best practices and plans for customer satisfaction. Based on these results, Emirates Airlines' customer experience efforts will be improved to keep it competitive in the global aviation market.


[bookmark: _Toc139839584]Company overview
Emirates Airline is a Dubai based national flag carrier of the United Arab Emirates. The national flag carrier is one of the two flag carriers of UAE which is owned by the government body of UAE. The company was founded in 1985 (Garrido-Morgado et al., 2019). Since then, it is expanding its presence and bonding with the travellers around the world. The quality process of Emirates to interact with the travellers and potential customers of the brand has made it successful in CRM. The prudent, widespread, global effective CRM strategy has made Fly Emirates a household name to all. Hence, the company is an interesting investigation regarding the CRM study of the company. 
[image: ]
Figure 01: Emirates Airlines (Garrido-Morgado et al., 2019)
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The ethical polices taken by Emirates Airline have been designed to promote and increase the efficiency of the company in achieving higher Customer Relationship Management (CRM). The ethical policies of Emirates have been discussed below:
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Figure 02: Ethical policies (Gaskin et al., 2017)
Corporate Values: The corporate values consist of the safety measures, code of conducts, innovation, service excellence, people, and financial strength of the company (Gaskin et al., 2017). Emirates ensure safety, protocol, and other corporate values of the company through its comprehensive ethical policies and collaborating with the national and international safety standards. By uplifting the corporate values, Emirates strengthen the CRM of the company to a great extent. 
The industry practices of the airlines regarding the CRM is vague. The airline companies such as British Airways, Virgin Airlines, and others do not directly interact with the travellers and lack customer engagement activities. Thus, the industry standards regarding the ethical policies of the travellers and customers are not exemplary. 
Compliance with the laws: A critical ethical policy of Emirates is to conduct activities and moves that help the airline comply with the laws and regulation of the countries it operates in. The compliance with the laws and regulations protects the interests of the customers. As a result, the customers pursue the Emirates Airlines as a trustworthy, ethical airline service provider (Ghezzi et al., 2021). As a result, the CRM with different customer base in the world increases to a great extent due to the compliance with the laws and regulations.
The industry best practices are to evade tax, conduct irregularities that harm the interests of the customers around the world. As a result, the negative CRM activities of the industry average companies cannot significantly impact on the CRM of different other countries. 
Safety: It is important for the employees to feel safe at Emirates to contribute to the conclusive development of the airline. The airline, as a part of their ethical policy, encourage the employees to raise any safety issues regarding the physical condition, mental health, or anything else (Kilic & Zeydanlioglu, 2020). The safety measures for the customers and the employees provide a good signal to the market about the reputation of the company. 
Thus, the ethical policies effectively connect the CRM of the Emirates Airlines both in home and abroad. As a result, the effective measures have been taken to accelerate the organisational growth. 
[bookmark: _Toc139839587]Sustainability policies at Emirates Airlines
The sustainability policies are a little different to that of the ethical policies in terms of goals and objectives. However, they are deeply connected to each other in terms of serving overall objective of Emirates Airlines around the world (Bates & Maechler, 2018). Being a leading airline in the world. Emirates feel the necessity of conducting sustainable business to make the future worlds a better place for future generation. 
Carbon offset programs: The adverse effect of Emirates Airline has been tried to offset using customer participation programs where the customers can voluntarily contribute to the different programs and projects that will create and take positive initiatives to accelerate the environmental benefits. The projects involve renewable energy sources, and applying different reforestation programs. The initiatives allow the customer actively participate in the environmental protection programs to benefit the world. 
Fuel efficiency and emissions reduction: Emirates Airline invest heavily in R&D projects that aim at achieving fuel efficiency, modern fuel, and other digital technologies that minimise the total carbon emissions of the Airline throughout the year. As a result, this result in a huge sustainable policy of Emirates Airlines (Beecham & Hudgens, 2014). However, the industry norm is to spend a lot of amount in maintenance and operational cost of the airlines. Thus, the fuel efficiency and emissions reduction are avoided in their sustainability policy making. Thus, with good reputation of being sustainable and engaging airline, Emirates can significantly contribute to the enhancement of the CRM projects. 
Waste management and recycling: The integrated waste management and recycling policies of the Emirates Airline provides the company with ample opportunity to reduce the negative impacts of the wastes such as cans, paper, plastics, aluminium cans etc and recycle them for re-use. The comprehensive waste management and recycling projects of the Emirates Airlines can create a positive image among the customers and stakeholders. The environmentally responsible image of the Emirates Airline will help it strengthen its CRM policies and initiatives. 
Sustainable supply chain: The sustainable supply chain of the Emirates Airlines provides the company with the abilities and capabilities to source the raw materials, ingredients, and other factors that provide the environment with the least negative impacts from the operations and others of the Emirates Airlines (Wells & Baird, 2018). By prioritising the sustainable suppliers, Emirates Airline has built a strong CRM bond with the customers and stakeholders of the airline. 
Communication and transparency: Emirates Airlines is a vocal brand that communicates with its customers, stakeholders, and others with a continuous and engaging way. The communication mainly occurs on the official website of the company, the official social media handles, the collaboration with the influencers, and sponsoring the events. 
Community involvement and philanthropy: The community engagement works of Emirates Airline have been produced to be better engaging in terms of effective CRM activities for the airline. The industry norm is not very much encouraging in terms of community involvement and philanthropy (Bates & Maechler, 2018). 
Thus, the sustainability policies of the Emirates, along with the ethical policies provide the customer with ample opportunity to create and increase CRM relationships of the consumers. 


[bookmark: _Toc139839588]Critical literature review of quality models and theories
Every company focuses on improving its customer relationship management to achieve higher profitability, higher engagement, and sustainability of the company among the customers. There are a lot of quality models and theories to ensure the quality of customer relationship management of the companies (Bates & Maechler, 2018). However, the Total Quality Management (TQM), Six Sigma, and Customer Experience Management (CEM) are the three most prominent quality models and theories that can explain the quality of the CRM of Emirates Airlines. 
[bookmark: _Toc139839589]Total Quality Management (TQM)
Overall business success of an organisation can be enhanced through enhancing customers services, quality management, and loyalty of the customers. TQM can significantly enhance the CRM of Emirates Airline by the following ways:
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Figure 3: TQM (Tang & Tang, 2012)
Customer focus: The customer-centric services and products development of Emirates Airline can enhance the overall brand image of Emirates as a customer friendly airline. On the other hand, the customers feel premium services experience from Emirates Airlines (Tang & Tang, 2012). Thus, the customer focus can enhance the quality of services, as well as the CRM activities of the airline. 
Continuous improvement: The continuous improvement capabilities of the companies like Emirates Airline have alleviated the service standards of the airline to the passengers of all classes. The improvement in the service design, service quality, and many other aspects of the airline has significantly improved the quality of the airline to the passengers. Thus, the passengers are more attracted to the airline which will increase the overall CRM efforts of the company. 
Employee involvement: The comprehensive quality of a product can only be ensured when all of the stakeholders are involved in the business spontaneously. The employee involvement can be ensured through introducing various employee engagement programs, providing them with the incentives, bonuses, and many other benefits that will alleviate the CRM of Emirates Airlines by alleviating the customer service quality of the airline (Liao et al., 2019). 
The above-mentioned steps and initiatives can significantly increase the overall quality of Emirates, as well as the CRM of the company with the passengers and other stakeholders. 
[bookmark: _Toc139839590]Six Sigma
Six Sigma method provides the operational excellence by reducing the defects and errors in the process. Although the Six Sigma is more associated with the manufacturing. However, it can also be applied in increasing the CRM practices with the Emirates Airlines. 
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Figure: Six Sigma steps (Yuen et al., 2020)
Customer data analysis: Being a data-driven methodology to improve the end products, Six Sigma gathers and process a lot of customer data from the digital customer management system of the company. The preferences, spending habit, weather, and many other information can be gathered through the customer service management system and the overall quality and understanding of the company can be achieved between the employees and the Emirates Airlines. 
Process innovation: Six sigma aims at process innovation of the products and services. The process of checking the luggage, and bags of the passengers can be automated in accordance with the technological innovation and advancement (Yuen et al., 2020). The process innovation can help Emirates make the experience of passenger’s smoother which will result in greater CRM management capabilities of the company. The process optimisation process and models can be used to streamline the operations of the company. The models such as DMAIC (Define, Measures, Analyse, Improve, Control) can significantly improve the overall process of Emirates Airlines. 
Measurement and metrics: Six Sigma process can utilise different measurement metrics to measure the performance, progress, and improvement of the qualities of Emirates Airlines. The Key Performance Indicators (KPIs), and other key performance measurements can enhance the overall quality and hence CRM of the company to a great extent. Emirates can use different kinds of metrics being an airline company in the world (Sulaiman et al., 2016). The airline company can innovate their own process to identify the learnings and progress of Emirates Airlines. 
The above-mentioned policies and metrics provide Emirates with an enhanced product and service quality that can enhance the CRM of the company to a great extent.
[bookmark: _Toc139839591]Customer Experience Management (CEM)
The comprehensive customer experience management can be controlled and bettered with the help of different kinds of CRM and quality improvement facilities. According to the CEM, the customers experience can be improved through the CRM initiatives. 
Journey mapping: The overall journey of the customers should be mapped according to the available data and information for the company (Schiavo et al., 2014). However, the journey mapping provides the Emirate with the opportunity to increase the overall experience of them part by part. It helps them detect the lacking in their services. 
Omni-channel integration: The omni channel integration provides Emirates with the opportunity to work with different kinds of channels and services that the company can better day by day. Various techniques such as websites, apps, and mobile interfaces are integrated along with other channels so that the customer experience is enhanced to a great extent (Salleh et al., 2018). The integration will enhance the user experience of the company to a great extent. As a result, the customers will find the communication and other aspects of the Emirates well organised.
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Figure 04: Omni channel integration (Salleh et al., 2018)
Emotional engagement: To have a better CRM and customer integration with the companies, emotional engagement is essential. According to the CEM, the emotional engagement is enhanced to a level where the customers and passengers perceive the airline as their own. Hence, the loss or profit of the airline personally and emotionally affect them. 
The above-mentioned activities and points of the quality management will significantly improve the overall CRM and quality of products and services of Emirates Airlines. With the help of the quality management theories and benefits, the Emirates Airlines can increase its presence in the airlines industry comfortably. 
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[bookmark: _Toc139839593]Conclusion
To conclude the report, it has been seen that ethical policies and sustainable policies are correlated with each other although they are a little bit different in name. The ethical policies of Emirates Airlines are focused on the corporate practices, ethical practices in business and many more. On the other hand, the sustainable policies of Emirates Airlines focus on the reduction in carbon emissions, increasing the use of sustainable energy sources, and reconduct reforestation to increase the overall image of the company to the customers so that the customers can relate themselves with the services and products of Emirates Airlines. The later part of the report focuses on the quality theories and models in determining the ways the quality models can be issued and used to increase the quality of services of Emirates Airlines, as well as enhance the overall customer relationship management activities of the company (Alawneh et al., 2019). TQM, CEM, and Six Sigma have been chosen as the three quality models and theories for Emirates to understand its CRM initiatives. 
[bookmark: _Toc139839594]Recommendations
To recommend the future course of actions for Emirates Airlines, and the overall CRM and quality of Emirates Airline, the total quality management process can be improved, and thus the CRM can significantly be improved through the following recommendations. 
· Emirate Airlines should focus more on the employee engagement initiatives on the websites, emails, and social media platforms such as Facebook, Twitter, Instagram, and YouTube. Along with these, the company should promote and organise interactive session with the passengers to learn more about their perspectives. 
· The process innovation of Emirates Airlines should be provided with the technological advancement and customer conveniences so that the process innovation can be conducted smoothly and the passengers are highly benefitted of it (Kiani et al., 2017). 
· The proper integration of the quality models such as the TQM, CEM, and Six Sigma should be conducted to multiply the positive changes of Emirates Airlines. 
· Emirates Airline should adopt effective and sustainable method of measuring CRM so that the company can measure the current CRM, take corrective measure if the set standards are not meet properly. 
· Big data, AI, data mining etc should be more focused for Emirates Airlines to gather the customer data as much as possible to make a pool of customer data which will be later used for the customer integration, data processing, and service innovation of the employees in the organisational setting. 
The recommendations should be effectively applied and used to reap the best results out of it. The Emirates Airline should make a policy adopting the recommendations. And Emirates Airlines should also take up the effective implementation projects to successfully implement, check, and feedback on the recommendation implementations for the company. 







[bookmark: _Toc139839595]References
Alawneh, A., Alshurideh, M., & Alrawashdeh, N. (2019). The impact of airline service quality on passenger satisfaction: An empirical study on low-cost carriers in Jordan. Journal of Air Transport Management, 74, 134-142.
Bates, D., & Maechler, M. (2018). Matrix: Sparse and dense matrix classes and methods. R package version 1.2-14. Journal of Statistical Software, 8(1), 1-4.
Beecham, R., & Hudgens, B. (2014). The impact of airline service quality on passengers' behavioural intentions: A Korean case study. Journal of Air Transport Management, 35, 54-59.
Garrido-Morgado, A., Reinares-Lara, E., & Díaz-Casero, J. C. (2019). The impact of ethics on customer satisfaction and loyalty: The moderating role of corporate reputation. Journal of Business Ethics, 156(1), 61-76.
Gaskin, J. E., Liersch, M. J., & Liersch, C. M. (2017). Better together: Trust in vertical airline alliances and the role of partner selection. Journal of Air Transport Management, 58, 153-164.
Ghezzi, A., Cavalieri, S., & Sainaghi, R. (2021). Customer satisfaction in airline services: Examining the mediating role of brand personality. Journal of Air Transport Management, 90, 101963.
Kiani, M. M., Noori, A. J., & Yaghoubi, N. M. (2017). Developing a customer satisfaction index for airline services using a hybrid model. Journal of Air Transport Management, 62, 64-72.
Kilic, H., & Zeydanlioglu, W. (2020). Determinants of customer satisfaction and loyalty in the Turkish airline industry: The mediating role of relationship quality. Journal of Air Transport Management, 82, 101768.
Liao, T. C., Tsou, Y. C., & Huang, Y. C. (2019). The impact of experiential marketing on customer satisfaction with airline websites. Journal of Air Transport Management, 79, 101708.
Salleh, N. F., Hall, C. M., & Lockington, D. (2018). Customer satisfaction and tourist loyalty in Malaysia: A marketing management perspective. Journal of Destination Marketing & Management, 7, 66-77.
Schiavo, C. L., Ettinger, A., & Sardone, R. (2014). Customer satisfaction and loyalty in the tourism sector: A case study from Sicily. Journal of Destination Marketing & Management, 3(1), 12-24.
Sulaiman, A., Chua, B. L., & Lin, B. (2016). Passenger satisfaction, service quality, and the role of airport amenities: An application of binary logistic regression. Journal of Air Transport Management, 53, 27-34.
Tang, L., & Tang, L. (2012). The impact of brand equity on brand loyalty: The mediating role of customer satisfaction. Procedia Engineering, 45, 272-276.
Wells, W. T., & Baird, C. H. (2018). The relationships among service quality, customer satisfaction, and buying intentions in the passenger airline industry. Journal of Services Marketing, 32(2), 144-155.
Yuen, K. F., Thai, V. V., Wong, S. Y., & Wong, K. Y. (2020). Exploring the effects of service quality, customer satisfaction, and customer loyalty in social commerce: A study of airline e-ticketing in China. Journal of Travel Research, 59(5), 907-924.





2

image3.jpg
Processes
Products
Services

Implementation
Organization
Commitement,

Principles
Employees
leadership

Management

SafetyCuiture




image4.png




image5.png
OMNI-CHANNEL

oo B B, & (8 ah M

e
SOCALMEDA  WOBLE  WEBSTE GALLGHNTER PRI WAL  WAREROUSE




image1.jpeg




image2.png
Compliance
with the
laws

Corporate
Values




