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Executive Summary

Ethics and sustainability have a great impact on the quality of the CRM system. Being honest, transparent and delivering the goods or services with honesty helps improve the quality of the CRM System. Having an ethical and sustainable policy in place sets out the organisations plan for the upcoming years and how they will be approached to meet the demands of the stakeholders.
Connecting the customers with the policies helps build a sense of trust and form a strong bond which in turn improves the quality of the CRM System.
This report will be outlining the impact of ethics and sustainability and how it will help to enhance the quality of the CRM System. Different organisations have different policies which set them apart however abiding by these policies and making sure they are honest and truthful to their customers is what helps to strengthen the bond between the organisation and their customers.
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1.0 Terms of Reference
The report produced has been requested by the editor of Customer Relations which is an online journal. It was requested to be created on the week commencing 12th June 2019. The main objective of the report is to research what the benefits are of ethical trading and sustainable resources to customer relationship management. The report also examines the potential impact quality systems have on the customer relationship management. The report has been gathered by Samad Uddin and will be critically analysing the potential impacts of ethics, sustainability and quality on customer relationship management. The submissions for the report is on 05th July 2019. 















2.0 Procedure
2.1 Books, Online journals and websites have been used to gather information and data. 


















3.0 Findings
3.1 Ethics
Ethics in an organisation is an important component that is followed by the organisation to achieve success as well as how ethically they produce their products. The meaning of ethics are principles, integrity, honesty and responsibility. Ethics indicates to the rules and values that describe suitable and unsuitable behaviour in an organisation. It is the morals of science, moral values, and recognised laws of human behaviour. In other words, ethics is doing stuff in a truthful, just and honest way. (Khanka, 2014, p-53).
“Ethics is defined as behaviour or decisions made within a groups value”. (Ferrell, O.C, Fraedrich, J & Ferrell, L. 2015, p- 4 & 5). 
According to Reference for Business, organisational ethics are the values and norms by which companies’ function. They are best illustrated through acts of fairness, compassion, honesty, respect and accountability. The key to company owners and managers is to ensure that all employees know this ethics. One of the greatest ways to implement organisational ethics is to train employees on business norms. (Suttle, 2019). (Collins, 2009)
3.2 Sustainability
“Sustainable growth encompasses a business model that creates value consistent with the long-term preservation and enhancement of financial, environmental and social capital.” (Wales, 2013).
Cultivating a variety of sources of revenue: For instance, an organisation within each of these organisations could receive revenue from government, donors, funders, and companies, and from separate divisions.
Pursuing a variety of earnings kinds: For instance, an organisation can obtain funds, sales of product lines, sponsorship, dividends, etc. A variety of sources and types of revenue will assist safeguard an organisation against any decline in any of these.
Making reasonable strategic options: Organizations must monitor their strategic background carefully and be prepared to identify hazards and possibilities as they arise. Sometimes a danger may seem far away, but it will involve instant and dramatic intervention. Managers and rulers should develop their strategic consciousness and be ready to behave quickly and decisively when needed. (Coetzee, 2019).
There are now countless distinct methods to describe sustainability for an organisation. One latest common edition described it as one that adds to viable growth by providing simultaneous financial, cultural and environmental advantages – the so-called triple bottom line. This variant is helpful, but it is malleable and definitely unfinished. (Hollingworth, 2009).

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). 
Quality leadership is about having organisations work for their clients from enhancing goods, facilities, systems and procedures to creating sure the entire organisation is suitable and efficient.
Maintaining quality implies continuously practicing success ensuring that what the organisation does is suitable for intent and not only remains that manner, but continues developing.
Managing performance is much more than just production widgets without any flaws or having railways to operate on moment although those items are definitely component of the image. (CQI IRCA, 2019)
Currently, in the company framework, all organisations have to experience some difficulties the financial crisis, globalisation, and rivalry in the industry. In addition, the rise in technology and in IT in particular needs fresh measures. For instance, it is well recognized that e-commerce has unlocked fresh gates in company, meaning an enhanced dynamic climate. And if they look at the social networking area, they understand that organisation that does not fulfil the quality of goods or facilities had no opportunity to remain on the stream. The result is for every company quality is indeed very essential. (Constanta, 2015).

3.4 Impact on CRM System
Customer management systems are software tools intended to offer companies a definite image of their connection with clients at all places of contact. This involves purchase, first notify, sales channel, transformation, continuing revenues and advertising, up-selling and renewals. Organisations use CRM system to analyse customers interaction as well as data such as what they buy, when customers purchase certain products and what they might buy in the future. Organisation also use CRM system to reward their customers as well as informing any upcoming events. (Buttle, 2004). 







3.4.1 Ethics
Ethic is an essential structure of CRM system in order to implement the CRM system to any organisation. It has to collect customers personal data and store it property take into consideration of data acts and customers privacy. (Buttle, F. 2008). 
Gathering customer data: Ethical concerns arising from the compilation of CRM client data are linked to safe sampling techniques and information checking. Ethical businesses guarantee that delicate data like credit card details is gathered in a safe location and safely transferred directly to databases. It is also critical to check the identification of the client and the precision of the information presented during data compilation. High safety for these tasks is expensive but ethically important.
Recording the CRM data: Once an organisation collected client’s data and placed it safely to the database. Ethical organisations follow the four principles related to the storage. Data is only collected from the client once they have agreed to the terms and condition how the data will be used. Every client must be able to view or change their information if not then asked to be changed. Client have the lawful right to withdraw from the CRM program. When a client withdraws from the program then their data must be erased from the database. The ethics behind these principles appears to be that the data that has been collected from the clients is belongs to them and they must be able to control their personal data. (Markgraf, 2017).
Operating the CRM Data: collected that much of the client’s confidential data for CRM is very sensitive. Ethical organisation guarantees to keep the confidential data private to the maximum level of security. To attain this the organisation must store confidential data in a method or in a location that can not be accessed generally. The data must only be used for any CRM tasks if necessary and only the employees who is handling the task must only be the ones that can access the data. If for instance a sub-supplier needs to use the confidential data of a client then they must obey the restriction that has been placed by the CRM company. (Newman, 2014).
Disposing of CRM Data: Since the clients have the lawful right to withdraw from the CRM program and their confidential data is then erased from the system. The organisation needs to destroy client’s confidential data in a safe place and appropriate manner when client’s data is no longer needed. An ethical organisation has detailed guidelines and techniques for destroying and tracking confidential data and keep accurate records of active data. (Knauss, 2010).





3.4.2 Sustainability 
Sustainability is an element of the sustainable organisations CRM system. The CRM program enables the organisation to manage their client’s confidential data giving the team an exact prediction of their marketing, sales and services efforts.  A sustainable organisation will focus to avoid harm to people and the planet while increase their profit margin. Sustainability delivers the essential values and strategy matters that are very infrequently addressed within the CRM system which plays a significant role to establish the process and structures. (Muller, 2014).
Below few of the points have been stated to show how it helps towards the growth of an organisation: 
· Organisation most likely to survive and develop significantly if they grip a sustainable growth by forming a strong relationship between the organisation and their customer.
· Keeping the customer satisfied and deliver an excellent customer experience is most important for a sustainable company. Focusing on the customers will help towards the sustainable organisation’s success. Implementing a CRM system will help to manage the client’s as well as delivering the requirement of the customers. It also helps to improve the CRM system. (Mansoor, 2017).

3.4.3 Quality
An organisation's quality management will contribute a bonus mark to the strategy of the organisational client relationship. Sticking to quality issues is a significant problem for businesses in this modern world of cut-throat rivalry, as it's the quality that now shapes the foundation for customers to choose any of the business suppliers. The rivalry has also resulted in the accessibility of superior facilities to the clients and now the companies are fighting for performance to encourage increasingly clients to a specific brand. Globally there are 3 primary normal processes relevant worldwide, namely Total Quality Management (TQM), International Standards Organisations (ISO) and Balanced Score Card. Such quality management methods guarantee the application of quality procedures to guarantee the customers receive the finest and highest performance goods and employee engagement. (Customer Relationship Management , 2014).
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According to Kim (2012) The figure above shows the three staged theoretical model which are CRM processes, Customer equity drivers and organisational performance. The analytical device is a firm that implements its CRM procedures towards its target client. (Kim, 2012).

3.5 Organisations CRM System 
3.5.1 Retail: John Lewis 
[bookmark: _Hlk12922691]According to Peter McAllister (2011) the ETI Director of John Lewis mentioned that John Lewis has obviously proved a severe dedication to tackling the many difficulties that ethically present trading. They are very happy to accept them as members. Their knowledge has shown that individual companies cannot overcome employees ' issues on their own. The difficult and very severe problems they face imply that it is essential that they collaborate with each other and with organisations on the floor to address problems that impact specific groups as well as personal workplaces. John Lewis making progress, but there are constantly extra improvements to do. By ethically supporting their employees helps the organisation to be consistent with their service towards the customers which in turn helps to improve their CRM system. In these challenging economic period John Lewis need to consider to be ever more creative about how to harness the attention and strength of the private area to help lift the working poor out of poverty. John Lewis believes that by being ethical and providing to their customers it will be beneficial for their CRM system.
Peter McAllister also mentioned that "I have been pleased to work with Ethical Trading Initiative and the John Lewis Partnership so that they have now joined the scheme, which shows that better working conditions are good for business and good for the countries they work in.” (Ethical Trading Initiative, 2011).


John Lewis have a great partnership with their suppliers which assists them to offer the best for their customers with over 350,000 products in John Lewis. John Lewis sources their products from various countries. They aim to maintain and support the international standards when treating workers with dignity, fairly and with respect supporting the basic human right. John Lewis have worked with their suppliers for several years which helped them to form a strong relationship as well as helping their suppliers to construct a sustainable, ethical, environmental employment. They work with suppliers who share the same values and ethical conduct which is essential to improve the quality of the CRM. (Partnership John Lewis Waitrose, 2009).
According to Corporate Social Responsibility Report (2009) John Lewis stated that they are committed to deal fairly with their suppliers, sourcing responsibly and sustainably as well as being ethical.  John Lewis has launched ‘Make a Difference’ promotion from February till April 2009 which demonstrated the variety of ‘environmentally friendly products that don’t cost the earth’. This promotion emphasised the range of products they sell starting from the organic beauty products, doormats which are made from tyres, cotton and bottle tops that are recycled, biodegradable cleaning products and Fairtrade hampers. This campaign comprised of displaying on the window, posters and banners which were made from paper that was recyclable, water-based inks and other campaigns and competitions which were held online. (John Lewis Partnership, 2009).
According to the Corporate Social Responsibility Report (2009) In 2004 John Lewis developed their organisational policy on sourcing sustainable timber. They are committed to ensure that the timber used in their products are produced with the least feasible harm to the natural environment. Forest Stewardship Council (FSC) in 2009 accredited 83% of their outdoor range however by 2010 John Lewis believe they would be independently 100% certified on their outdoor furniture. They constantly share their strategy and approach with the suppliers. In May 2009 John Lewis organised a ‘Timber Supplier Day’ where there were attendees from the FSC and Pro Forest and other furniture suppliers. 
This programme has helped them to outline their future goals regarding their sustainably sourced timber for the indoor furniture and has also helped them to identify their future targets to produce more wood-based products. (John Lewis Partnership, 2009).
Implementing a sustainable strategy and schedule such as Plan A 2025 helps to reassure clients and stakeholders that John Lewis goods are acquired through suppliers in an ethical and sustainable manner which has a great impact on the organisation success. Ethical customer relations help to serve the customers with honesty and transparency which will create a strong bond between the organisation and the customers. This helps to enhance the performance and quality of the CRM structure as more clients are inclined to interact with the brand as they think that the employees engaged globally in creating the products are handled reasonably and that economic and cultural variables are also held into consideration during the method.


3.5.2 Service: Virgin Media
According to Virgin Media they believe their main strategy is to be able to achieve their view using digital to create excellent things happen. They emphasise on two main things to do better in the digital world and to be able to grow ethically and sustainably. Virgin Media will be carrying out large development plans by 2020 to make sure their development will benefit not only the people but also the environment. 
The three main goals of virgin media to be able to grow sustainably are:
· To be more comprehensive and to nurture an extreme committed workforce representing the diversity and uniformity of their customers and communities. 
· Improved products and better the sustainability efficiency of the products. 
· Reducing the carbon footprint 
(Virgin Media, 2019).
According to the Virgin Media Supplier Code of Conduct (2017) their business ethics states that virgin media only work with suppliers who uphold the highest values of honesty, truthfulness, transparency and power and they anticipate their suppliers to comply with the law and legislations. They expect suppliers not to participate in any form of corruption or fraud and not to be involved in any community that promotes violence, crime or racism. They believe by working together with their suppliers they would be able to enhance their development sustainably. (Virgin media, 2017).
According to Virgin Media sustainable growth cannot be achieved by themselves however by working with the suppliers and by operating on the same norms, values and ethics they are able to communicate their goal of achieving a sustainable digital lifestyle. Virgin Media expresses the supply chain as ‘the engine room’ where sustainability occurs as it’s the procedure and a powerful way to adopt sustainability and implement it on their products and services. 
Virgin Medias supplier code of conduct sets out three sustainability principles which are: 
· Human basic rights and employment condition
· Managing the environment
· Ethical business
(Virgin Media, 2019).
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These are the Virgin Media Sustainability goals for 2020. According to Virgin Media (2017) in 2015 the organisation has set five goals leading up to the year 2020 as they believe in having a long-term plan. Each goal supports the aim and vision of being digitally sustainably. (Virgin Media , 2019).
Richard Branson is encouraging Virgin Media to concentrate on sustainability initiatives as well as launching a book ‘screw business as usual’ which delineates how companies should focus more on people rather than profits. Richard Branson believes by doing the right thing, bringing positive into the organisation is what proves Virgin media to be ethical. He places ethics at the heart of the organisation. (Eleftheriou-Smith, 2011).
CRM system in Virgin Media relies on assessing various elements of fulfillment and outlining client desires. It enables them to enhance the organisation's achievement by communicating with their clients and increasing their customer base. This helps to build Virgin Media CRM structure and develop their client base as it shows that Virgin Media accommodates client’s requirements. Virgin Media practice ethics is essential when interacting with clients as constructing trust and respect between them and their clients. Virgin Media believes that being ethical is a component of their principles and culture, which is also a key concept of their organisation and helps to enhance the quality of the CRM system. 














IDIC CRM Model 

Peppers and Rogers generated the IDIC template. The model suggests that companies must take four measures to maintain a long-term relationship with clients.
Identify, Differentiate, Interaction & Customise
By assessing both companies using the IDIC Model, there are gaps found in Virgin Media where everything is done digitally and most of their services are online and via phone rather than face-to-face communication. John Lewis only interacts with clients through their ' My John Lewis program ' but there are other clients who are not linked up to the program and their feedback should be valued.
John Lewis is presently existing in the creative industry, although it may not be lengthy as they have powerful rivals they need to be aware of.
Virgin Media is flourishing in amusement facilities with the latest digital techniques that can be run by individuals from the house and their earnings are increasing as the years pass.
3.6 Organisation CRM system gaps.
Down below the organisations CRM system gaps been identified to see if the ethical and sustainability is really working within the organisation.
According to Collinson (2015) John Lewis employees are under continuous stress to fulfil their objectives even if that implies, they have to get the dissatisfied clients off the phone line where their issue has been solved or not. (Collinson, 2015). 
According to Ethical Consumer John Lewis got their worst income prevention ranking in 2018. Two of the company's subsidiaries were registered in Guernsey and deemed high tax prevention danger. (Ethical Consumer, 2019).
According to The Guardian Virgin Media advises more than 800,000 clients with a particular router to change their password instantly after an inquiry discovered that hackers could access it. SureCloud ethical safety researchers obtained entry to the Super Hub 2, although Virgin Media said the problem occurred with other routers of the same era, not just their model. (Association, 2017). 
According to Ofcom they fined the ethical Virgin Media group £7 million due to overcharging customers. They also fined the organisation an additional £ 25,000 for ignoring to provide complete data when they requested. (Offcom, 2018).




4.0 Conclusion
This research has analysed how ethics and sustainability helps enhance the quality of the CRM system. 
The organisation CRM system gaps that have been recognised within the above report regarding John Lewis are although John Lewis claims to be a well reputed brand and be ethically and sustainably obtaining their products according to Ethical Consumer John Lewis was ranked at the bottom for their worst income prevention in 2018. Two of the organisation’s branches deemed high tax prevention danger.
Although Virgin Media is thriving in the service sector there were gaps within the organisation that were found during the research. According to Ofcom they were not ethical towards their customers due to which they received a £7 million fine and a further £25,000 for not responding. This has led the customers of Virgin Media to think that they are not abiding by what they say and are not ethical as they deemed to be which has a great impact on the quality of the CRM system. 











5.0 Recommendations
As stated in 3.6 John Lewis try to ignore their dissatisfying customers and advise their employees to do the same. According to Edward Deming the second point on his model of 14-point philosophy states that products and services should made to fit around the customers and their needs. Edward Deming’s 6th philosophy also states to provide training in the job which will help employees understand their job role. So, it is recommended that John Lewis increases their speed of service, the way they deal with their complaints and the quality of the products and services provided. To do this John Lewis needs to train their staff to ensure customer service is consistent and is meeting all the needs of the customers to get positive feedback and to also enhance the quality of CRM system.
As stated in 3.6 Virgin Media had an issue when hackers hacked in to the router of 800,000 people. Edward Deming’s first point states to create a consistent purpose towards development. So, it is recommended that Virgin Media use a safe system where all the customer details are saved and can only be accessed by authorised personnel with a secure access network. 










6.0 Appendices
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Total Quality Management 
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