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SUMMARY



This paper focuses on Scottish Power, a renowned UK energy company dedicated to green energy generation and environmentally friendly practises. The organisation adheres to a strict code of ethics that emphasises openness, fairness, and ethical marketing. Furthermore, Scottish Power's sustainability initiatives are consistent with the concepts of sustainable marketing since it invests extensively in renewable energy and strives to lessen its environmental effect. The paper also emphasises the potential for Total Quality Management (TQM) concepts to help Scottish Power enhance its Customer Relationship Management (CRM) practises. Customer attention, process improvement, employee empowerment, and data-driven decision making are all emphasised in TQM. Scottish Power may improve its CRM operations and meet or exceed customer expectations by applying quality models such as the Plan-Do-Check-Act (PDCA) cycle.
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[bookmark: _Toc139834872]INTRODUCTION

Scottish Power is the United Kingdom's first integrated energy provider to produce 100% green power. Its concentration is on wind energy, smart grids, and pushing the transition to a cleaner, electric future, and it invests over £4 million every working day to make this happen. Scottish Power is dedicated to accelerating the transition to cleaner electric vehicles, improving air quality, and driving down costs over time to give a brighter future to everyone sooner (Scottish Power, Governance & Sustainability System, 2022). Scottish Power was founded in Glasgow over a century ago and has grown to become one of the UK's most seasoned energy firms. It is one of the six main energy suppliers in the country, supplying gas and electricity to three million clients. Scottish Power is owned and operated by Iberdrola, the Spanish energy giant. Iberdrola has owned Scottish Power since 2006, following a merger worth £11.6 billion.
The company's portfolio of energy generation assets includes thermal, hydro, and renewable energy sources. Scottish Power has been a major player in the renewable energy market, with a particular emphasis on wind generation. It operates and builds onshore and offshore wind farms, making it one of the UK's top providers of renewable energy. In recent years, Scottish Power has invested heavily in renewable energy projects. Offshore wind farms, such as those developed by the business, have been actively developed by the company (Scottish Power, 2023).

1. [bookmark: _Toc139834873]Investigate the customer experience of companies based on ethics and sustainability policies 

[bookmark: _Toc139834874]1.1 ETHICS POLICIES OF THE SCOTTISH POWER
Marketing ethics refers to the moral concepts and ideals that influence the behaviour of marketing professionals and organisations (Bartles, 1967). It entails making ethically and socially responsible judgements and acting in ways that consider the influence on consumers, stakeholders, and society. Transparency, honesty, fairness, privacy respect, and responsible advertising are all examples of ethical marketing practises (Bartles, 1967). Several professional organisations and regulatory authorities offer marketing standards and codes of ethics. For example, the American Marketing Association (AMA) and the Chartered Institute of Marketing (CIM) have set ethical principles and standards that marketers are expected to follow. Adhering to these rules contributes to the ethical and responsible conduct of marketing efforts (Lawrence, 1985).
Scottish Power declares in their code of ethics that they are continually on the lookout for concerns that might compromise their image. Scottish Power says that in this sense, they attempt to preserve the client's commercial interests and avoid creating a financial conflict between clients and Scottish Power. They also aim to minimise, if not eliminate, any potential conflicts of interest (Scottish Power, 2023).

The Group's companies commit to providing services and products of equal or greater quality than legal requirements, promoting responsible consumption, competing in the marketplace, and engaging in marketing and sales activities based on the merits of their products and services, while adhering to standards of transparency, disclosure, and protection in all cases (Scottish Power, Code of Ethics, 2023). Scottish Power's customers want the company to provide an open and honest approach to its pricing structures, contract terms, and any upcoming fees or levies. As well as being transparent about energy rates, billing practices, and service upgrades, Scottish Power assists consumers in establishing confidence and keeping them informed (Power, Scottish, 2023).

As part of their ethical practices, Scottish Power discloses that it strives to serve all customers equally and without prejudice. In order to receive equal treatment, fair complaint resolution, and equitable access to services, clients demand equal access, regardless of their origin, region, or condition (Power, Scottish, 2023). It is ethical to provide customer service in a timely and efficient manner. For a great client experience and to demonstrate your commitment to customer satisfaction, Scottish Power must respond quickly to client inquiries, complaints, and difficulties (Power, Scottish, 2023).

In 2022, an organisation conducted a study with sixteen energy and gas suppliers, asking a diverse spectrum of clients’ which supplier is the best at delivering power and gas. Scottish Power was in 14th place, with a score of 51% based on votes by 10,197 members of the public (Scottish Power). According to the same survey, Scottish Power obtained various ratings for customer service, simplicity of making payments, and ease of accessing information; the table below provides further information (Scottish Power).
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Figure 1 Survey score - Scottish Power (Scottish Power source)

The average rating for this company was two stars for everything except payment accuracy, which received a three-star rating. One star was given for the clarity of information it provided about the energy market and one star was given for everything else. Based to the survey, two-fifths (42%) of its consumers thought its customer service was excellent. Its two-star rating, shared by five other providers, was the lowest in our poll for customer service. According to the report, 5% of Scottish Power consumers last contacted the company to file a complaint. A complaint about their bill was the most common (33%) followed by their energy price (28%) and their debit or credit balance (22%) (Scottish Power).

[bookmark: _Toc139834875]1.2 Sustainability policies of Scottish Power 

Sustainability in marketing refers to the inclusion of environmental, social, and economic factors into marketing plans and practises. It entails promoting ecologically friendly, socially conscientious, and commercially viable goods and services. Sustainable marketing seeks to fulfil the requirements of the current generation without jeopardising future generations' ability to meet their own. It is consistent with sustainable development principles and contributes to a more sustainable and responsible marketplace (Kumar., et. al., 2012). Marketing has developed throughout time as well. Marketing evolution has been studied in five concepts: production concept, product concept, selling concept, marketing concept, and societal marketing concept. All marketing actions were centred on these principles. The production philosophy was built on producing more at a lower cost to fulfil unsatisfied expectations. In contrast, the product idea asserts that buyers desire high-quality items with satisfactory performance and novel features. The aggressive selling and marketing approach is key to the selling concept. However, in the mid-twentieth century, the marketing notion evolved to emphasise a consumer-centric strategy. It believes that marketing activities should be centred on generating, conveying, and providing higher value to specific customers. In the end, the notion of societal marketing arose, which is focused on incorporating social and ethical considerations into marketing efforts (Kotler and Lee, 2005).
Scottish Power attempts to be a powerful, prosperous, and sustainably run business as a member of the Iberdrola Group. They are dedicated to conducting business ethically to achieve sustainable growth and to safeguard and strengthen Scottish Power’s and the Iberdrola Group's image in the UK (Scottish Power). In order to ensure that the environment is respected and protected, Iberdrola Group companies comply with or improve on the standards established by such environmental laws and regulations, minimize their impact on the environment and encourage actions that contribute to its protection, conduct research and development projects that promote economic decarbonization, and sponsor such projects (Scottish Power, Code of Ethics, 2023).

In order to be trustworthy, Iberdrola Group companies are required to provide accurate, useful, timely, and honest information about their performance. The directors, professionals, and suppliers of the Group must be guided by transparency in the disclosure of information necessary to protect the company (Scottish Power, Code of Ethics, 2023). In addition to focusing on renewable energy generation, environmental responsibility, and corporate social responsibility, Scottish Power has demonstrated a strong commitment to sustainability. Several measures have been used by the company to enhance sustainability and reduce environmental impact. Scottish Power has invested significantly in renewable energy, notably wind power. The company operates an onshore and offshore wind farm portfolio, which contributes to the increase of renewable energy capacity in the UK. Scottish Power supports the transition to a greener energy future by prioritising renewable energy generation (Scottish Power – Sustainability).

Scottish Power is committed to lowering its carbon impact and increasing energy efficiency. The corporation has set aggressive ambitions to cut its own operating emissions and is working to fulfil the UK's carbon reduction targets. It emphasises energy efficiency programmes to assist clients in reducing their energy use and carbon footprint (Scottish Power – Sustainability). Scottish Power understands the value of sustainability in its supplier chain. The company encourages its suppliers to use sustainable practises, follow ethical guidelines, and reduce their environmental effect. Scottish Power’s Supplier Code of Conduct encourages its suppliers to engage in responsible procurement, fair labour practises, and environmental sustainability (Scottish Power – Sustainability).

[bookmark: _Toc139834876]2. Critical literature review on quality models / theories

According to Chalmeta (2006), Customer Relationship Management (CRM) is a strategy and technology that businesses employ to monitor and analyse customer interactions. It includes collecting, organising, and utilising customer data to promote customer happiness, retention, and corporate growth.

[bookmark: _Toc139834877]2.1 Total Quality Management (TQM)

Total Quality Management (TQM) is a management concept and technique designed to constantly improving the quality of an organization's goods, services, and processes. TQM emphasises a holistic and systematic approach to quality, with the engagement of all workers and a focus on customer satisfaction (Sohal, Prajogo, 2006).
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[bookmark: _Toc139791357]Figure 2 Total Quality Management
 (Source: total quality management - Bing images) 

This method is used by companies ranging from Ford Motor Company through Toyota, Motorola, and Xerox Corporation. It can increase or deepen consumer loyalty to the firm by focusing on the client. Profits might rise because the cost of acquiring a new client is significantly higher than the cost of maintaining an existing one. Customers feel appreciated when they know that their thoughts are respected and that the company responds to their comments. TQM may also assist a company in producing higher-quality services and goods with fewer flaws or problems that need the consumer to contact the organisation for resolution (EuropeanCeo, 2012). Although there is no widely recognised body of knowledge in TQM, companies do model their efforts after a few formal models, including various industry entities and awards. In the following the report will discuss three models that help implement TQM, like The Plan-Do-Check-Act (PDCA), the Juran model and Crosby Model of Quality.

[bookmark: _Toc139834878]2.2 Deming Cycle (PDCA)

The Plan-Do-Check-Act (PDCA) cycle, commonly known as the Deming Cycle or the Shewhart Cycle, is a framework for continuous improvement. prepare (define objectives and prepare for improvement), Do (execute the plan on a modest scale), Check (evaluate the outcomes and gather data), and Act (make necessary revisions and institutionalise improvements) are the four phases (Laing, 2000).
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[bookmark: _Toc139791358]Figure 3PDCA Model 
(Source: PDCA - BING IMAGES)


[bookmark: _Toc139834879]2.3 The Juran Model

The Juran Model, often known as the Juran Trilogy, is a quality management system designed by Joseph M. Juran, a prominent management consultant and quality guru. The model provides a systematic way to establishing and sustaining prominent levels of quality in organisations. This model is made up of three major parts: quality planning, quality control, and quality improvement (Ghobadian and Speller, 1994). The Juran Model is a systematic and practical approach to quality management that enables organisations to create goods and services that continuously meet or exceed customer expectations while promoting organisational excellence (Ghobadian and Speller, 1994).

[bookmark: _Toc139834880]2.4 The Crosby Model of Quality

The Crosby Model of Quality, created by Philip Crosby, is a quality management system that focuses on avoiding errors rather than discovering and resolving them. Crosby was a well-known quality management specialist who emphasised the significance of obtaining zero faults in the production of high-quality goods and services. The model is comprised of four important principles: the concept of quality, the mechanism for obtaining quality, the assessment of quality, and the conviction in the cost of quality (Ghobadian and Speller, 1994).
 
[bookmark: _Toc139834881]3.  PDCA Model applied on case study – Scottish Power

This case study focuses on Scottish Power company, this company can use Deming’s Cycle (PDCA) to improve customer relationship management (CRM). PDCA can assist in identifying improvement opportunities, implementing changes, monitoring results, and making further adjustments. An example of how Scottish Power can improve its CRM practices by utilizing PDCA is as follows:
Plan:  Scottish Power can identify particular CRM goals, such as improving client satisfaction, improving response times, or increasing the retention of clients. Also, Scottish Power can examine current CRM practises, identify pain spots, and solicit input from customers and staff to discover opportunities for improvement.
Create an action plan: Scottish Power can create a thorough strategy including specific measures and initiatives to fix the identified issues and accomplish the CRM targets based on the study. The action plan can be conducted by Scottish Power by modifying its CRM operations. Upgrades may include improving customer touchpoints, communicating better, giving customers fully self-service options, or managing data more efficiently.
Check: Scottish Power can collect CRM performance data, including customer satisfaction, response times, complaints, and retention rates. Perform an analysis of the CRM data to determine its effectiveness.
Act: Scottish Power can determine areas for development and areas for success based on an examination of CRM performance data. Based on the results of the review, the company can make any necessary changes to CRM procedures and tactics. Include consumer and staff input to ensure that the improvements properly meet their wants and concerns.

Improve the company's standard operations by incorporating the enhanced CRM practises and ensuring continual CRM performance monitoring and measurement. Look for ways to improve your performance on a regular basis. Scottish Power may build a disciplined method to continually improve its CRM practises by implementing the PDCA cycle. This iterative method enables the organisation to discover areas of weakness, implement adjustments, assess the impact of those changes, and tweak them to create long-term improvements in customer relationship management.

[bookmark: _Toc139834882]Conclusion and Recommendation 

Scottish Power is a prominent energy company dedicated to green energy generation and long-term sustainability. In its activities, the organisation shows a great dedication to ethics and sustainability. Scottish Power promotes openness, fairness, and appropriate marketing practises by subscribing to an ethical code. Furthermore, the company's emphasis on sustainability, renewable energy generation, and lowering its environmental effect is consistent with sustainable marketing concepts. Furthermore, the implementation of Total Quality Management (TQM) concepts may assist Scottish Power in strengthening its Customer Relationship Management (CRM). Customer focus, process improvement, employee empowerment, and data-driven decision making are TQM concepts that may increase customer happiness, streamline CRM operations, and generate long-term corporate success.

Based on the critical literature assessment and the context of Scottish Power, the following suggestions are made. Scottish Power's CRM operations should follow the PDCA cycle. This iterative strategy will aid in the identification of areas for improvement, the implementation of changes, the monitoring of outcomes, and the continuing enhancement of CRM performance. Scottish Power may improve customer connections, promote customer happiness, and achieve long-term success in the energy market by adopting these recommendations and effectively incorporating TQM concepts and quality models into its CRM practises.
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