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[bookmark: _Toc139473842]Introduction 
Customer relationship management supports business organizations to manage a healthy relationship with potential customers and enhance customer experience. Customer relationship management is used by business organizations because it offers numerous benefits like streamlining the process, increasing profitability, building a connection with all associated individuals like customers, suppliers, and shareholders, and improving business relationships. Emerging themes like advanced technology are influencing and demand implementation required changes to interact and improve the relationship with customers (Bin-Nashwan, and Hassan, 2017). This report has been prepared to examine how H&M focuses on maintaining healthy relationships with its customers and improving productivity. Ethical and sustainability policies of the company will be discussed that support the company to build strong brand value and reputation. Different theories or models that can support a company to improve customer relationship management will also be discussed in the report. At last certain recommendations will be made based on the overall conclusion of the report that can contribute to improving efficiency. 
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[bookmark: _Toc139473844]Ethical and sustainability policies of the company. 
Hennes & Mauritz AB is known as an H&M company dealing in the retail industry. H&M was founded by Erling Persson in 1947, and since then it has been working on offering its products worldwide across different locations to improve sales and productivity. H&M offers a wide variety of products such as clothing, accessories, etc. H&M is operating its business successfully with the help of a competitive workforce who support the organization in increasing sales and building trust and relationships with customers. The human resource team of the company play a key role in improving relationship with customers to build a strong customer base and therefore emphasizes implementing different policies related to ethics or sustainability that improves brand value and motivate employees to generate optimum output. Business ethics is also considered essential in building trust, sustainability and achieving long-term growth and success. Ethical behavior of an organization can supports business organizations in building positive brand value and reputation and attract loyal customers and employees that help in reducing risk related to legal or financial risk. H&M is the leading brand in the retail sector and focuses on implementing ethical policies in the workplace that helps in promoting sustainability (Silva, Hassani, and Madsen, 2020). Some of the ethical and sustainability policies implemented by H&M are discussed below: 
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                        Figure 1: H&M store
              (Source: Pestle Analysis, 2021)
[bookmark: _Toc139473845]Ethical policies: 
Fair labor practices: H&M believes in equality and therefore offers equal opportunity to all individuals working for the company. With equality, H&M offers a safe working environment, and the company has set strict guidelines for suppliers, such as limited working hours, fair wages, safe working conditions, etc. H&M collaborates with other business organizations that help in offering social development in areas where the business operates. H&M focuses on promoting diversity, inclusion, and equality in the workplace that makes sure that all individuals working for the organization are treated equally and do not face any discrimination based on caste, gender, religion, or age. H&M aims to create an inclusive work environment where all employees are allowed to share ideas and perspectives that can contribute to enhancing customers' experience (Back, 2017). Animal welfare: H&M is committed to offering and making sure that animals in the supply chain get all the required treatment. The company also has strict policies for using different products that are sourced from animals. H&M is also working to improve transparency and make sure that the products sourced through animals are safe and do not harm animals. 
Supplier code of conduct: The Code of Conduct is used to set clear expectations for the suppliers. It considers different areas such as child labor, freedom of association, environmental responsibility, etc. to work with H&M it is essential for suppliers to comply with set standards and regulations, and H&M also emphasizes checking performance regularly. H&M also supports suppliers by organizing a capacity-building program for suppliers that improves their performance and productivity. H&M is committed to promoting human rights, and the code of conduct of the company provides principles and requirements for partners and suppliers that emphasize offering a safe and fair working environment for employees (Aibar-Guzmán et al. 2023). Transparency and reporting: H&M believes in maintaining transparency at work related to efforts and progress related to sustainability. H&M produces annual sustainability reports that present detailed information related to organizational goals, challenges faced, and achievements made. 
[bookmark: _Toc139473846]Sustainable policies: 
Sustainable material: H&M is working on using resources that are environmentally friendly and use sustainable resources that help in achieving a sustainable position. The company also aims to source all its material from sustainable sources by 2030. H&M is already taking initiatives such as using organic cotton, and recycled polyester in the collection. Ethical sourcing is among the most important aspects that is considered by H&M to make sure that all its products are made of resources that are ethically sourced. H&M also focuses on regular audits that make sure that the suppliers comply with the code of conduct and deliver quality products to the customers (Javed et al. 2020). Circular economy: by 2030 H&M aims to become fully circular. According to this business organizations operating in the retail sector are using a circular model instead of a traditional model, which focuses on using recycled or reusable material in the products. H&M is also committed to making sure that all its products are sustainable and produced under safe and fair conditions. By extending the lifespan of a product, a product company aims to reduce waste and contribute to a circular economy that can help in improving brand reputation (Bocken, and Konietzko, 2022). 
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           Figure 2: Circular economy
               (Source: WDO, 2020)
H&M also motivates customers to participate in different programs such as circular economy which allow customers to return used products to the company that can be reused and recycled. Garment collection program introduced by H&M allows its customers to give used products that can be reused or recycled. This also supports business organizations in expanding the lifespan of products and effective waste management. H&M is committed to responsible marketing and advertising which makes sure that the company complies with guidelines and makes sure that the promotion or advertising does not include any misleading or deceptive practices. H&M also promotes a positive body image that promotes diversity and inclusion and makes favorable changes in the fashion industry. 
Responsible water usage: H&M takes care of the water usage in the production process to ensure efficient utilization of resources. The company already set targets to reduce water use in the manufacturing process and work with suppliers to reduce water pollution and promote water efficiency. H&M is taking numerous initiatives to manage water use and reduce water footprints in the production process. H&M also emphasizes making all individuals aware of the significance of water and reducing water waste and using water efficiently (Brenot et al. 2019). Climate action: H&M is working on reducing carbon emissions from the supply chain. To build a climate positive value chain H&M uses renewable sources of energy that improve overall productivity and efficiency. H&M has strict policies that focus on restricting limits on the use of harmful chemicals in the manufacturing process. H&M also organize training and learning program for employees and suppliers that results in making them aware of the safer alternatives. H&M also focuses on collaborating with stakeholders of other business organizations, which helps in implementing responsible chemical management practices. 
Fair living wage: H&M emphasizes treating all employees equally and providing fair wages to the workers. Wages are provided for the work done that can support them in fulfilling basic needs and requirements. H&M is working on making the fashion industry more sustainable and offering choices to the customers that help in making the right decision to purchase products from any organization (Heuermann, 2018). 
To improve customer experience H&M is taking various sustainability initiatives such as the better cotton initiative and collaborating with NGOs and stakeholders to drive favorable changes in the fashion industry. H&M is also committed to maintaining ethical standards across the supply chain to perform ethically. The company prioritizes fair working and a positive culture that makes sure that all employees are trading fairly and get equal opportunities to grow, and this also helps in promoting diversity in the workplace. H&M also aims to be the first sustainable fashion brand that will support the company to improve its brand value and reputation. The company also aims to make sure efficient utilization of resources and minimize waste. H&M is taking initiatives to reduce the negative impact of the fashion industry on the environment which is not good for customers and the planet. Following the customer experience, the policies related to ethics and sustainability play crucial roles, which support the company in building trust and fostering transparency in the workplace (Wibowo et al. 2020). With the changing trend and customers' perception, customers prefer buying products from organizations that are taking steps to reduce environmental impact and are using sustainable sources to produce goods and services.
Additionally benefiting clients are H&M's environmentally friendly business methods. Customers can engage in the circular economy and help reduce textile waste, for example, by using clothing collecting programs. Customers now have a quick and ethical way to get rid of old apparel, which not only reflects their increased concern for sustainability. Customer satisfaction is substantially impacted by H&M's ethical and environmental principles. H&M builds customer trust and a sense of responsibility by putting a priority on fair working conditions and embracing circularity. Because the company adheres to these rules, customers are given the chance to actively engage in sustainable activities while also having their values reflected. All this supported the company in fostering a positive and strong relationship with customers that directly contributes to increased sales and profitability (Javed et al. 2020). Ethical policies implemented by H&M also result in creating a positive impact on stakeholders such as the community, shareholders, and customers and improve brand value. 
[bookmark: _Toc139473847]Quality models/ theories that may assist the company to improve its customer relationship management. 
To improve customer relationship management H&M can use different quality theories and models. H&M is among the leading brands that focus on offering products according to customer demand and trends and prioritizes customer satisfaction which helps in increasing sales and profitability. Some of the models and theories that can be used by H&M are explained below: 
TQM (Total quality management): it is considered an approach that helps in effective quality management at the workplace. Total quality management also supports companies in continuous improvement, enhancing customer satisfaction, and improving employee engagement. H&M can use total quality management that will help the company to make improvements in CRM and priorities customers in the decision-making process. TQM also supports business organizations in building a positive culture that offers continuous improvement in services offered to customers. offering high-quality products at competitive prices can also support H&M to have loyal customers and manage relationships with customers (Aquilani et al. 2017). 
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          Figure 3: The concept of TQM
              (Source: Sprint Zeal, 2020)
Customer relationship management framework: different applications and tools are used by business organizations to track records of customers and build strong relationships with customers. CRM framework offers an effective and systematic framework to manage the relationship with customers and improve their experience. CRM can also support business organizations to evaluate customers' needs and requirements. CRM helps in tracking interaction with customers and offers a better and more personalized experience to customers. H&M can use customer data to analyze their demand and preference, which helps in making changes in products and services according to customer demand. Companies also use artificial intelligence to resolve issues and communicate with customers which improves customer satisfaction and experience. 
Six Sigma: six sigma is the best data-driven approach that supports business organizations to reduce defects and improve the overall process. H&M can use six sigma methodologies that can help in identifying an area that requires improvement and take corrective action to fill the performance gap and improve overall performance. By eliminating errors and inconsistencies, H&M can focus on improving customer relationships and improve relationships with customers. Six Sigma tools like DMAIC (define, measure, analyze, improve, control), help in evaluating feedback received from customers and improve performance metrics that help in achieving set targets (Ishak, Siregar, and Naibaho, 2019). The Six Sigma tool can be used by H&M to reduce waste, increase efficiency, reduce errors, legal risk, and support the company to increase profit margin. 
SERVQUAL model: the model is used to improve the quality of the products and services by measuring customers' perceptions based on different dimensions such as assurance, reliability, empathy, responsiveness, tangibility, etc. The SERVQUAL model can be used by H&M to identify performance gaps by comparing customers' expectations with actual service delivery. By taking all essential steps and addressing the performance gap the company can easily build strong customer relationship management and meet customers’ expectations effectively and efficiently. 
Net promoter score: NPS is among the generally used metric that helps in building a relationship with customers and measuring loyalty of customers that helps in identifying customers' satisfaction level. NPS survey can be conducted by H&M to collect feedback from customers and analyze how likely customers recommend the brand to other customers. By tracking the NPS score company can easily evaluate promoters and understand customers' sentiments which helps in offering personalized care to individuals. NPS also supports business organizations to implement changes to improve their relationship with customers. NPS offers various benefits such as measuring and improving customer loyalty, improving product and service quality, boosting relationships with customers, and helping in reducing churn rates (Fisher, and Kordupleski, 2019). 
Relationship marketing: business organizations use different programs and methods to build a long-term relationship with customers such as personalized communication, customer retention strategies where customers are a priority, loyalty programs, etc. relationship marketing emphasizes offering extra benefits to potential or existing customers that help in improving customer satisfaction and deliver quality products and services. H&M can also increase sales through loyalty programs and improve customer loyalty. Relationship marketing is used by business organizations to improve customer satisfaction, increase retention rate, improve word of mouth marketing, increase customer conversion rate, effective communication, and promote collaboration that results in positive brand value and long-term positive benefits. 
Emotional intelligence: EI supports business organizations to manage and understand emotions effectively and efficiently which helps in understanding customers' requirements. H&M can also emphasize recruiting employees with emotional intelligence that helps in empathizing with customers' requirements and emotions. By building a positive emotional relationship with customers companies can easily satisfy customers' needs, and loyalty and improve overall CRM efforts. Different theories and models explained above provide a systematic framework for the company that can help in building a strong relationship with customers. H&M can use customer-centric approaches and methods that can help in building strong relationships with customers (Prentice, 2019). 
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                      Figure 4: Emotional Intelligence
                                (Source : Numly, 2023)
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Through the above discussion, both ethical and sustainability policies play crucial roles in improving the quality of customer relationship management. Ethical policies implemented within an organization make sure that the company operates with fairness, and transparency and focuses on protecting customers' data. Companies' CRM systems should adhere to ethical standards that support organizations in protecting the important data of customers and issues like cybercrime, cyber-attacks, etc. H&M prioritizes ethics that help in building a strong and positive relationship with the customers which results in enhancing the quality of the CRM system used by the organization. Sustainability practices implemented by the company also create a positive impact on the CRM system. By incorporating sustainability practices, H&M can easily evaluate and track the impact of business operations on the environment in the supply chain. This can support the company to monitor sources of acquiring raw material, manage waste and implement practices that improve overall performance and productivity. 
Integration of sustainable practices with the CRM system can support companies like H&M to understand customer requirements and deliver products and services accordingly and offer eco-friendly products that can help in improving overall customer experience. Additionally, H&M's company culture is impacted by its ethical and sustainability standards. Employees are more likely to match their decisions and behaviors with moral and sustainable standards when these rules are adopted throughout the entire organization. This results in better customer service, more accurate data collection, and more effective CRM operations. As ethical and sustainable practices are ingrained in the CRM system, the quality of customer interactions and information is improved. The quality of H&M's CRM systems is significantly impacted by its ethical and environmental standards. H&M can increase customer trust, monitor, and control its environmental effect, meet consumer requests for sustainable products, and cultivate a corporate culture that supports ethical behavior by placing a high priority on ethics and sustainability. All these factors directly contribute to enhancing the overall quality of the customer relationship management system at H&M, which helps to increase sales and profitability. 


[bookmark: _Toc139473849]Recommendations
To improve customer relationship management, certain recommendations can be made that can support H&M to build strong connectivity with customers. CRM also enables business organizations to strengthen connections with customers. Recommendations will support H&M in enhancing the customer relationship management system and streamlining all business operations that improve productivity and efficiency. Personalized communication: H&M should focus on implementing the best CRM system that will help the company to analyze and evaluate data effectively. H&M can offer personalized communication with customers based on their shopping habits, demographics, and preferences which helps in improving the personalized communication process. Targeted promotions, personalized recommendations, and personalized emails can also support companies to improve customer experience and build strong relationships with customers. Personalized communication also improves customer satisfaction, brand perception, customer retention, and improves customer engagement which contributes to increasing revenue and profitability (Anshari et al. 2019). 
Omni channel integration: effective communication also supports business organization in creating seamless processes and offering a consistent experience to customers. H&M should also integrate online and offline touchpoints that help in offering a unified experience to customers. Omni channel integration makes sure that the company analyzes all data related to customers such as purchase history, customer preference, etc. This makes sure that customers go through different processes and steps seamlessly, contributing to improving customers' shopping journey. Omni channel retail strategy also supports companies in improving customer experience and offering more channels to purchase products and services. Omni channels also allow retailers to drive sales and traffic and integrate touchpoints to increase sales (Domański, and Kolinski, 2020). Enhanced loyalty program: developing a loyalty program also supports customers and offers rewards to customers that result in improved loyalty and engagement. To develop strong relationships with customers companies also offer products at discounts, early access to sales, and get personalized products and services. CRM system is also used to track and reward customers who purchase products repeatedly and this also makes sure long-term and effective relationships with customers. 
Social listening and engagement: to engage with customers and identify customers' demands companies can use social media platforms. Monitoring social media platforms also helps in tracking changes in trends and market demand. Social media marketing is also used by companies to influence customers' decision-making process and collect feedback from customers that helps in addressing issues and customers' concerns effectively. Open and transparent communication and active engagement with customers can also support the company in building strong relationships with customers with trust and loyalty. Sustainability integration: by building a strong and positive relationship with customers, H&M can also make customers aware of sustainability practices through an effective CRM system. Allowing customers to have important information like the use of eco-friendly products, initiatives, ethical sourcing, etc builds trust among customers. H&M can also offer personalized products and services according to customers' preferences and now a day's customers prefer products that are sustainable and do not harm the environment. This proactive approach will support environmentally conscious customers and attract potential customers (Shukla, and Pattnaik, 2019). 
Proactive customer support: by addressing potential issues of customers the company can easily strengthen positive connections with the customers. CRM systems can also be used to identify the purchasing pattern of customers and their demands. Self-service options and addressing issues of the customers can contribute to creating a positive impact on the customers. Chatbots, FAQ sections, and many more methods are used by companies to interact with customers which results in empowering customers and offering quick solutions to resolve issues and concerns (A Al-Homery, Asharai, and Ahmad, 2019). Continuous feedback: business organizations that use customer-centric approaches should focus on introducing different communication channels where customers can give feedback and suggestions to make required improvements. Proper evaluation of feedback helps in making essential changes that improve overall performance. Feedback from customers can be utilized by a business organization to offer products that improve customer satisfaction and improve the overall experience. This shows that H&M is committed to its values and considers customers' opinion, which improves customer satisfaction. 
Effective community management, data security and privacy, and emphasis on continuous improvement can support business organizations to increase sales and improve customer experience. By considering all the above-mentioned recommendations H&M can easily improve its customer relationship management system which will result in an increased retention rate, improve customer satisfaction, and measure success. It can also help in being updated with the industry trends and technologies, which is important to make required changes and frame strategies accordingly. By improving performance by implementing different methods and approaches H&M can easily improve its positioning and become a customer-centric brand that helps in achieving a sustainable business position in the competitive market. 
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