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Executive Summary
An ethical and sustainable organisation will abide by the rules and regulations. An ethical company takes into account all the factors such as production, interaction with customers and the community. Similarly, the sustainable policy sets out the plan for the future and how they will approach to be more environmentally, socially and economically prepared to meet the expectations of their stakeholders. 
An ethical and sustainable organisation has a great impact on the quality of the CRM as their customers prefer to shop in organisations who give back to the environment and their stakeholders. Engaging customers with the sustainable plans helps them to build a sense of trust between the organisation and customers and in return benefits the organisation as the gain more loyal customers. 
This report will outline the impact of ethics and sustainability on the quality of CRM. This report will also outline how different organisations from different sectors perform ethically, sustainably and how they manage their CRM system to increase their business growth. 













Contents Page
1.0 Terms of Reference	1
2.0 Procedure	2
3.0 Findings	3
3.1 Ethics	3
3.2 Sustainability	3-4
3.3 Quality	4
3.4 Impact on CRM Systems	5-7
3.5 Organisations CRM Systems	.........8-10
    3.5.1 Marks and Spencer....................................................................................................8-9
    3.5.2 Lloyds Banking Group..............................................................................................9-10
3.6 Ethical and Sustainability issues	11
4.0 Conclusion	12
5.0 Recommendations............................................................................................................13	








Nishat Choudhury
Student Number: 1704979




1.0 Terms of Reference
[bookmark: _GoBack]The report was requested by the CEO of marketing weekly. It has been requested to be produced on the week beginning 4th March 2019. The purpose of the report is to research the effect of ethical behaviour and sustainable resources and the impact it is likely to have on the quality and value of customer relationships. The report has been compiled by Nishat Choudhury and it will be outlining the experience of customers in organisations centred on the ethics, sustainability and quality and how the use of these helps to improve the customer relationship management system. The submission date is on the 29th March 2019.

















2.0 Procedure
2.1 To prepare the report books, website and online journals have been used. 

















3.0 Findings
3.1 Ethics: Business Ethics embraces organisational philosophies, values and norms. Ethics within an organisation is a set of principles which is used to direct and lead the organisation in the choices and decisions it takes. It comprises of numerous rules, procedures and principles which assists the organisation in examining good or bad practices. “Ethics is defined as behaviour or decisions made within a groups value”. (Ferrell, O.C, Fraedrich, J & Ferrell, L. 2015, p- 4 & 5).
Ethics in an organisation helps to make moral decisions good or bad. It highlights the rights and responsibilities of an individual in an organisation. Ethical theory can be described as a decision model that is used to make choices regarding issues that are morally correct. (BBC , 2019). Ethics define the operating culture of an organisation by reflecting on the beliefs, attitudes and values of an individual as well as the organisations. (Paine, L . S. 1994). 
Organisations support ethical decision making by:
· Consistently interacting and connecting with all the employees
· Following the applicable policies and procedures 
· Acting reasonably within the organisation with internal and external stakeholders. 
3.2 Sustainability: According to the University of Alberta Sustainability is the growth and expansion by which our current needs are met without having to compromise the ability of the upcoming generation to meet their own needs. (University of Alberta, 2019). 
The term sustainability means the principle of developing and enhancing the social, environmental and economical system within which an organisation operates. Sustsainability implies a concurrent focus on social, environmental and economical performance. (Wales, T. 2013).
Sustainability is looking at the micro and macro environment to see if there is anything that the organisation can do to use their resources sustainabily by ensuring that there is long term survival. 
Organistional Sustainability can be categorised into four parts:
Strategic Sustainability: Having realistic aims and goals for the business.
Product and Programme Sustainability: Great quality products and services is essential to ensure that the customers are engaged with the business . 
Personnel Sustainability: Having self motivated and enthusiastic emloyees who can perform their job efficiently is likely to help the growth of  the organisation. 
Financial Sustainability: Planning ahead, attaining a financial reserve before any crisis in the business arises. 


Inorder to have a sustainable organisation the firm needs to have the capability to recognise different aspects within the organisation that is affecting the progression in the long term, be aware of the adverse factors and having the skills and knowledge to be able to bring changes to these factors in an appropriate way. (Chatterji, M. 2017).
CSR – Corporate Social Responsibility: The purpose of CSR is to make sure companies behave in an ethical manner. This means taking into account the scoial, environmental and economical aspect. 
CSR is an important aspect of an orgnisation as it assists the organisation to be transparent and clear about the activities and to maintain adequate standards in the organisation. It is seen as an important factor to grow competitive advantage as well as promoting brand awareness and forming a strong relationship and trust between the customers and the employees. (University of Edinburgh, 2017).
3.3 Quality: “Quality means those features of products which meet customer needs and thereby provide customer satisfaction”. (Juran, J. M & Godfrey, A. B. 1998). 
According to Jurans Quality Handbook Juran stated that “Quality means fitness for purpose no matter what goods or services are produced it should be fit for purpose”. To make sure that goods or services delivered are fit for purpose it should contain the right features to meet the needs of the customers as well as being effective to meet customer necessities and be efficient for the organisations performance. (Juran, J. M & De Feo, J. A. 2010, p- 5&6).
Jurans Trilogy (Diagram 1 in Appendix) has three managerial processes:
· Quality Planning: Developing methods to alter to the expectation of customers. Planning activies sticking to the vision and goals of the organisation. 
· Quality Control: Checking the performance of the product to see if it is produced with specification meeting the product goals. 
· Quality Improvement: Continuous improvement by identifying the gaps, setting up new targets and applying it.
(Valarmathi, B & Gupta, N. S. 2009, p- 42 & 43).
Quality in an organisation means to perform by having exceptional products and services and willing to improve on the systems and procedures to make the organisation operational and effective. Handling quality in an organisation means continuously practising fineness and making sure that the organisation is continuously improving to provide the best. Quality plays a major part in the CRM system as this means to deliver and understand the needs of the stakeholders. It is something that an organisation acts on and is not just a policy that needs to be followed. Quality management can help develop the brand, rise productivity and increase revenue. 



3.4 Impact on CRM Systems
Customer Relationship Management is the procedure and means through which an organisation grows, develops and forms a bond with their customers. Organisations rely on their customer base through which they rise and fall.  (Buttle, F. 2008). 

3.4.1 Ethics
Ethics is a part of the CRM system this is because to implement the CRM system customer information has to be stored and this should be done in an ethical way taking in consideration the privacy of the customers. 

· Collecting Customer Data: Ethical organisations ensure personal information of customers are collected in a safe and secure way. The data collected should be verified and accurate. Safeguarding customer data using the CRM system is costly however it is ethically essential. 

· Storing CRM Data: After the data is secure in the database the organisation should follow their ethical principle of storing the data with the customers consent. Following the ethical principle the information is of the customers and they should have control over how it should be used.

· Operating the CRM Data: Following the ethical principle all organisations should store customer data securely where it is not accessible by everyone. The data should only be accessed when needed for a CRM task.

· Disposing of CRM Data: If the customers withdraw themselves from the CRM program their information should be disposed of following the correct procedures as if not done correctly can be a potential risk. An ethical organisation has to follow the right policies and processes to dispose of these data safely. 
(Markgerf, B. 2017).

In conclusion organisation ethics are the values and measures of performing things in challenging circumstances. Inorder for organisations to preserve customer trust and loyalty they need to perform ethically which means fair and honest advertising to promote themselves as well as honouring guarantees and dealing with complaints efficiently with a positive outlook. 
The importance of ethics in an organisation helps to:
· Construct a optimistic corporate culture
· Enhance customer confidence through ethical practices
· Lessens financial liabilities 
(Leonard, K. 2019).





3.4.2 Sustainability
Sustainability is a part of the CRM system this is because sustainable organisations are built up of different aspects that make a difference to the sustainability but it mainly focuses on how well the organisation is able to manage all the sales by maintaining a CRM platform. CRM platforms allows organisations to handle the customer data to get a forecast of the sales. Sustainability is part of the CRM system of an organization which helps the growth of the organisation as stated below:
· Organisations grasp sustainable growth when strong relationships are formed between the organisation and the customers as they are more likely to survive and develop. 

· Better customer support leads to customer satisfaction which is a key in building a sustainable organisation. Keeping the customer at the center of attention helps to bring together all the components for the growth of a sustainable organisation.  CRM system is used to manage customers and base everything around their requirements which can potentially help to improve the CRM system. 

· Using CRM data to monitor customer database helps develop and boost sales and marketing for the organisation. Organisations monitor CRM data to find out more about their customers and their needs which helps the organisation to target the right audience and potentially save on marketing resources which leads to a sustainable organisation.  

· To assure a sustainable growth of the organisation the CRM system should be kept up to date if not it can have an adverse effect on the integrity of the system. 
(Mansoor, H. 2017).
Stakeholder demand organisation to practice being socially and environmentally sustainable hence why Corporate Social Responsibility, ethics and sustainability play a major role in the growth of the organisation. (Dr. Acquaye, A. 2017).
In 1994 John Elkington the founder of a British Consultancy called Sustainability came up with the triple bottom line model (Diagram 2). John Elkington believed that organisations should be formulating three bottom lines. (The Economist , 2009). 
[bookmark: _Hlk3820612]Triple Bottom Line model determines liability and transparency when making decisions. (Pivo, G & Hammer, J. 2016).



Customer relationship management is a tool used for sustainable competitve advantage in an organisation. According to the journal of social sciences sustainability depends on three factors: 
· Confrontation 
· Transparent
· Repeatability
(Celep, E., Zerenler, M & Sahin, E. 2013, p-732 & 733).
3.4.3 Quality 
Quality is a part of the CRM system as the intention of most organisations are to meet the needs and necessities of their customers by continuously trying to achieve the best quality centred around the customers requirements. Quality can be achieved when the CRM system is monitored closely to find out the needs and expectations of the customers. Quality is an influential marketing tool that is used in organisations which is connected with effective and efficient performance of the manufacturing trade. (Havlicek, K. Breckova, P & Zampeta, V. 2013, P- 16).
Quality management guarantees excellent quality products. Product quality can be measured by its presentation and stability. Quality programs such as Total Quality Management and Six Sigma aim to deliver a great quality item the main objective is to go beyond customer expectations to satisfy them. Organisations prosper when they accentuate quality rather than quantity. 
The Total Quality Management model (Diagram 3) is a system used for customer driven organisations. It uses information and statistics to communicate efficiently to incorporate the quality into the culture of the organisation. The following are the principles of Total Quality Management:
· Dedication towards the customers
· Employee participation 
· Focused on the process
· Integrated system
· Strategic plan that incorporates excellence as an essential factor
· Constant development 
· Continuously gathering and evaluating data 
· Effective communication 
(Westcott, R. T. 2013).




3.5 Organisations CRM System 
Ethics and Sustainability helps improve the quality of the CRM system in all organisations. Below are two examples of organisations that are ethical and sustainable and how they have improved the quality of their CRM system. 
3.5.1 Marks &Spencer’s
Marks and Spencer’s are dedicated to their core values “Inspiration, Innovation, Integrity and In touch”. M&S believe that this is important as it helps the organisation to work together and communicate with the customers, suppliers and employees. M&S code of ethics frames the values and behaviours which helps to strengthen the culture. M&S believe that this code will help the organisation to make decisions when facing an ethical dilemma. The main goal of M&S is to do business with great values, standards of ethics and integrity. (M&S. 2019).
Building a relationship and connection with customers is important for an organisation to accomplish long term revenue and for that the organisations needs to be created on ethics and beliefs. M&S have formed a great bond between the customers and themselves which is a part of business ethics as it is based on trust. Abiding by the organisations ethical policy customers are likely to return.
[bookmark: _Hlk4258760]M&S have suppliers all over the world who must follow the ethical standards. Regular fire, health and safety checks are part of the organisations ethical policy. According to an article published on The Guardian it has been mentioned that M&S consistently update the customers about the Plan A where trust and ethics is a part of the research. M&S believe Plan A and the presence of being a fair partner is important to the organisations plan. (Siegle, L. 2013).
Having an ethical policy (Diagram 4) customers are able to bond and trust M&S which helps to improve the quality of the CRM system. The data that is stored on the CRM system is used for market research and to better understand the needs of the customers to bring In improvements to the services. M&S also use this data for marketing and advertising the products and services which is shaped according to the needs of the customers and comply with applicable law and guidelines. M&S can access the data of the Sparks card members by tracking the browsing activities on the website to find out customer prefrences so they can contact customers about products that are of interest to them. (M&S. 2019).









M&S is dedicated to deliver sustainable value (Diagram 5) to all of its stakeholders through the high quality own brand products and clothing. Plan A was launched in 2007 and will prepare M&S for the upcoming future to deliver better products and services where all the resources will be controlled and there will be many social changes. To keep on improving the services and to develop the brand M&S have a Plan A 2025 which sets out challenging obligations. M&S believe in creating their stores and operations as sustainable as achievable. According to M&S ethical policy M&S are dedicated to uphold carbon neautrality status for the activities that the organisation operate worldwide as well as encouraging and promoting an active and sustainable lifestyle. These are some of the ways M&S deliver sustainability:
· Incorporating sustainability into everyday activities
· Getting customers and employees involved in the sustainability activities
· Implanting sustainable and liable practices into the products and services
· Constructing more sustainable stores and distribution centres
· Generating an optimistic culture of modernisation on sustainability
(M&S. 2019). (Elman, A. 2014).
Having a sustainable policy and plan in place such as the Plan A 2025 helps to reassure the customers and stakeholders that M&S products are ethically and sustainably obtained through sources. This helps to improve the quality of the CRM system as more customers are likely to engage with the brand as they believe that the workers involved worldwide in making the products are treated fairly and that environmental and social factors are also taken into account during the process.  

3.5.2. Lloyds Banking Group  

At Lloyds bank the aim is to provide the best for the customers by operating sustainably and if they have the highest standard of ethical and responsible behaviour. Lloyds believe to serve the needs of the communities and that’s the way Lloyds measure the performance. Working together as a team to put this approach into practice makes this possible. Lloyds will try and manage the environmental, social and ethical risks as well as involving themselves with suppliers in ways that will enhance value for both. Their ethical policy (Diagram 6) states that they believe: 
· Working and performing with honesty
· Making the customers the centre of their organisation
· Building a great establishment for their colleagues
· Providing banking and insurance facilities for the communities 
· Working sensibly with the stakeholders
· Operating to constantly reduce environmental impact

Lloyds believe to encourage change to a low carbon economy this will be done via resources as economically and efficiently as attainable as well as abiding by the environmental rules and regulations and considering the risks. (Lloyds Banking Group. 2015).



Lloyds approach to sustainability assists the goal of the UK Government’s ‘Clean Growth Strategy’. They support climate change and are working towards their main goal in supporting the UK to effectively change to a more sustainable low carbon economy. To achieve this, Lloyds have few goals which are: 
· Be one of the top banks for sustainable development and help customers to change to sustainable models. 
· Provide low emission vehicles
· Sustainable investment options
· Sustainable Bonds market
· Decreasing carbon footprint, sustainably sourcing products
They have constantly lessened the environmental impacts with the Environmental Action Plan that was launched in 2010. (Lloyds Banking Group. 2019).
CRM in Lloyds bank focuses on evaluating different aspects of satisfaction and outlining customer preferences. It helps them to improve success of the organisation by interacting with their customers and raising their client base. (Nure, G. 2001). Lloyds bank are supporting their brand, evolving themselves in the digital and online banking services. Lloyds bank provides additional features such as depositing cheque on the mobile app which has recently been introduced. This helps build Lloyds CRM system and build their customer base as it demonstrates  that Lloyds are accomodating according to the needs of customers. Lloyds practice ethics when dealing with customers as building trust and confidence between them and their customers are important. Lloyds believe that being ethical is a part of their values and culture which is also a core principle of their organisation. (Newman, E. 2014).
IDIC CRM Model (Appendix Diagram 7)
The IDIC model was developed by Peppers and Rogers. The model proposes that businesses must undertake four actions to retain a long term relationship with the customers. 
Identify, Differentiate, Interaction & Customise
By analysing both the organisations using the IDIC Model there are gaps that have been identified in Lloyds bank where automisation has been introduced and everything is becoming digital where face to face interaction is not needed. M&S only interact with the customers through their sparks club however there are other customers who are not signed up to the club and their feedback should be considered.
M&S is currently surviving in the retail sector although it might not be for long as they have strong competitors who they have to be aware of.
Lloyds Bank are thriving in the banking service with new digital technologies that can be operated by people from home and their profits rising as years are going by. (Diagram 8).


3.6 Organisation Gaps 
Below are the gaps that have been identified to see if the organisations are really working ethically and sustainably. 
The Rana Plaza garment factory in Bangladesh has collapsed in 2013 killing thousands of workers. Although M&S say that they work ethically and sustainably to ensure they meet the needs of the customers, according to The Guardian Lucy Seagle has interviewed M&S to find out how ethical their clothes are and how the organisation is operating to ensure the safety of their workers. According to M&S regular fire, health and safety checks are a part of their ethical policy. The eight storey factory was used by most of the high street retailers. The collapse of the factory had caused a great commotion amongst the customers of M&S to say if they are really abiding by their ethical policy. Since then M&S have signed the Accord on Fire and Building Safety and have come up with strict ethical standards that should be followed by the suppliers. (Butler, S. 2018), (Siegle, L. 2013).
During the newspaper interview when asked if M&S have undertaken research to gauge customer’s attitude to ethics, they have said the CIU team constantly keep the customers updated about their Plan A and trust and ethics is a part of that research. Plan A and being a fair partner is essential to M&S and their sourcing strategy. (Siegle, L. 2013).
Similarly there has been a commotion over how ethical Lloyds bank is. In 2013 Lloyds banking group was fined by the FCA for misselling products and services to customers that wasn’t needed as well as being fined for misselling PPI. This proves that although they have an ethical policy which they abide by they still do things unethically which effects the quality of their CRM system as more people decide to move elsewhere rather than bank with Lloyds and they loose their customer base. (Peston, R. 2013), (BBC News, 2015) & (Treanor, J. 2015).








4.0 Conclusion
Ethics and Sustainability helps improve the quality of the CRM system this is what the report has analysed in depth. 
The gaps that has been identified above regarding M&S proved that although the organisation claims to be ethically and sustainably sourcing their products according to the media it has been mentioned otherwise. The health and safety of the workers were not taken care of due to which a big mishap occurred. 
Lloyds banking group is thriving in their sector although the organisation was involved in a scandal regarding misspelling their products and PPI to customers where not necessary. 
This has proved that organisations do not always abide by their ethical or individual instinct to survive in the current market. Likewise, the nature of the task involved makes it challenging for the organisation to perform ethically in some situations. 













5.0 Recommendations
Dr. W. Edward Deming’s 14-point philosophy helps organisations to raise customer awareness and to adopt continuous development within the organisation. (Asq.org. 2019).
According to Deming’s philosophy recommendations have been stated below:
· Deming’s second point mentions to design products and services to meet the needs of customers. Lloyds as mentioned in 3.6 have been involved in a PPI scandal and mis selling products to customers in 2013 so it is recommended that they adopt the new way of thinking and create quality vision as it is about leading and thriving the banking service not just surviving. 
· Deming’s fourth point states to have suppliers who are consistent on their quality. As stated in 3.6 M&S have several suppliers who they work with mostly overseas although they claim to be ethical and sustainable but the research in 3.6 states otherwise. It is recommended that M&S open clothing factories in the UK which will initially save them money as due to Brexit importing from overseas will be expensive due to which the prices of the products are likely to go high. 
· Based on the IDIC Model M&S should install a secured tablet in the store inviting people to take survey whilst in store as many people do not know how to use the internet this can be easily done in store with a chance of winning prizes and can attract more people to take part. 









6.0 Appendices
[image: Image result for juran's trilogy]Jurans Trilogy Diagram 1







Total Quality Management Diagram 2
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Marks and Spencer Ethical Policy Diagram 4
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Lloyds Banking Group Ethical Policy Diagram 6
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Continued progress — business model is delivering increased profits and returns LLOYDS

Profit progression
(£bn)

0.4

2013 2014 2015 2016
Underlying profit Statutory profit before tax

Returns progression
(%)

13.0,

(1.1)
2013 2014 2015 2016
== Underlying RoTE Statutory RoTE

O Type here to search

BANKING GROUP

 Statutory profit increasing: growth in
underlying profit and reduction in below the
line charges despite higher PPI cost

* Consistent strong underlying profit
- Net income growth of 5%, NIM up to 2.86%
Market-leading cost:income ratio of 46.8%
Strong asset quality with AQR of 18bps

Moody’s upgraded Lloyds Bank’s rating to
Aa3 and S&P improved outlook to positive

Loan growth of £6bn with growth in
targeted segments

« Strong underlying RoTE of 15.6%, with the
statutory RoTE increasing to 8.9%
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1. THE IDIC Model

Information to the organization, about the
customers and their needs
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individuals — customersby [ % | customers by customers products.
and let them their value to their needs ‘according to and
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and their customers’
needs. needs.

Information to customers,
about your ability to cope
with their needs
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