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[bookmark: _Toc138791101]Executive Summary
The main purpose of this report was to analyze customer relationship management (CRM) in light of H&M, a fast fashion multinational company that is also based in the United Kingdom. Therefore, the main aim was to understand those factors that contributed towards the improvement of CRM and how H&M fit into all that. The first thing focused on was the company’s ethical and sustainable policies, after which a critical literature review was conducted to understand different quality models that could help enhance CRM as well. Finally, the report ended with suitable recommendations for H&M.
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[bookmark: _Toc138791102]Introduction
In the contemporary world, it is necessary for businesses to maintain their customer relationship management (CRM). CRM is significant because it is concerned with leveraging the relationship the business has with its customers, which is why it includes managing customer services, experiences, and anything that comes in between (Payne and Frow, 2016). Its importance has grown in contemporary times because tackling competition is a lot harder these days. Hence, this report's main purpose would be to highlight the necessity of ethical and sustainable policies and quality models that contribute to the improvement of customer relationship management. More specifically, the report would focus on H&M, short for Hennes & Mauritz, which is a Swedish multinational fashion retail company that is easily one of the biggest players in the global fashion industry, including the UK as well. The company originated in 1947 by Erling Persson and only sold women's clothing at first, but when the business grew and reached expansion levels, this product portfolio included clothing accessories for both men and women and children as well (Bonilla et al., 2019). Moreover, H&M is well known for its fast fashion and affordable prices, and considering its size and scale, it is evident that it would have to maintain its CRM. Therefore, the report will evaluate this company and offer relevant recommendations at the end.
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The first thing to note in the impact of the company's activities on the improvement of its customer relationship management is its ethical policies. Being a multinational company with numerous employees and millions of customers, H&M takes its ethical standards seriously and keeps renewing its ethical policies to ensure they are up-to-date with the latest trends and do not violate any laws. More specifically, the company has a Code of Ethics, which contains ethical policies that have been put into place since 2003 and keep getting slight alterations as per the era (H&M Group, 2023). This states a zero-tolerance policy towards corruption, violation of business laws in the market’s industry, and straying away from business principles. H&M believes that corruption among the employees, employers, and its business partners is what causes the most reputational damage, as customers would not be willing to purchase from an unethical company. As a result, the firm takes strict action against corruption, and it also believes that the fashion industry’s biggest challenge is corruption. It monitors its employees, suppliers, and business partners and makes sure that no bribery, unauthorized exchange of gifts, or favours are conducted (H&M Group, 2021). Besides that, the ethical policies also state the emphasis on transparency with H&M’s supply chain processes so its customers can get an honest and open experience with it. 
Moreover, it was noted that these ethical policies are given significance because a part of their impact includes positively affecting customer experience, and this can be noted in H&M’s policies as well. More specifically, the fact that H&M believes that it is its ethical responsibility to be completely transparent to its customers about its activities and supply chain performance is a good step towards positively managing customer experience and relationship management. When a customer knows about the company’s ethical policies and its transparency, they can make informed purchasing decisions more easily. This also includes knowing the kind of ethical impact the products they are buying from H&M would have on the environment and society. Besides that, H&M’s commitment towards fair working conditions and lack of corruption also improves CRM because customers value those brands, especially the fashion ones, that positively impact society, care for their workers, and foster a strong ethical connection with the world. 
To provide proof of this, examples from H&M itself can be given. For instance, the company’s dedication towards ethical labour practices automatically enhances the customer experience because the customers would know, thanks to the company's transparency, that they are engaging with an ethical brand that is aware of its responsibilities (Shen et al., 2017). However, to fully understand H&M’s effectuality with its ethical policies, the same policies committed by other companies in the same industry, like Zara and ASOS, can be presented. For starters, like H&M, Zara is also determined to be transparent to its customers about its supply chain practices so they can make an informed choice (Gheorghe and Matefi, 2021). Nevertheless, as a part of its ethical policies, Zara is also committed to continuous learning and improvement so it can find more and more innovative solutions for its ethical and sustainable practices. H&M does not do that. On the other hand, ASOS also has a Code of Ethics that emphasizes the importance of a responsible and transparent supply chain that works on fair working practices and helps customers make a confident purchase decision (Kaikobad et al., 2015). However, unlike H&M, its ethical policies also contain zero-tolerance towards animal harm in producing fashion and its commitment towards not using real fur. Even if H&M has such ethical practices, it does not list them as a part of its ethical policies.
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Moving on, another important aspect involved with the improvement of customer relationship management is quality models or theories. Hence, amidst providing suggestions to H&M with the motive of improving its CRM activities, three quality models can be presented with the help of past studies to understand how they are involved in this factor. The most significant thing is their impact on customer service. More specifically, customer service refers to the assistance provided to customers by a company before, during, or after their purchase or engaging with its products or service (Kasiri et al., 2017). Therefore, maintaining excellent customer service is vital because it guarantees customer satisfaction, retention, and a boost in a good reputation. If a customer receives extraordinary assistance and aid from a company, they would automatically want to repurchase from it because of their positive experience. Hence, companies like H&M have to take care of this factor so their quality cannot be compromised. Speaking of which, quality is also linked to customer relationship management. According to a study, quality is defined as a set of traits exhibited by a company’s product, service, or procedure that meet the customers’ expectations and contain excellent performance and reliability (Cook, 2017). Therefore, it can be claimed that quality plays a critical role in improving CRM. This means that H&M needs to get behind on that, and one of the ways to make sure this is done effectively is by taking guidance from quality models. For the company’s benefit, three quality models are identified.
The first quality model that can help improve customer experience and service is Customer Lifetime Value (CLV). According to research conducted by Kumar and Reinartz (2016), CLV is a quality model whose main focus resides on comprehending and expanding the long-term value of a customer. It is based on calculating the estimated revenue a customer can generate within the entire relationship they have with the company. Therefore, this model is significant in customer relationship management because it makes sure the customer's satisfaction is reached by fulfilling their expectations. More specifically, the model can help companies like H&M analyze how this can happen. Its process includes identifying the most valuable customer segments, fabricating marketing tactics as per them, and then investing in resources that can make such tactics turn into reality (Fader, 2020). These procedures are important because they are concerned with the way customer retention can be maximized and result in customer profitability. An example from the fashion industry can be given with the help of Zaman et al. (2017). For instance, a popular fashion retailer like Zara or H&M itself has a lot of customers that have been shopping with them for years and years. Such loyal customers’ behaviour can be analyzed using the CLV model. The calculations would include the Average Order Value (AOV), which represents what the customer spends on average while shopping with the fashion company; Purchase Frequency, which telltales how loyal the customer is and how often they make a purchase with the company in a single year, and Customer Lifespan, which is an estimate of how long the customer has been purchasing products of the targeted fashion company and whether they show signs of discontinuation or not. After getting all these calculations, the company would come up with an estimated cost of how much revenue can be generated with this customer the whole time they have developed a relationship with the brand. Such a revelation would help the fashion company introduce such tactics that would benefit from customer service and achieve profitability.
The second quality model that can help any fashion company like H&M is Net Promoter Score (NPS). As per the study conducted by Fisher and Kordupleski (2019), NPS is a very popular model or a metric more, that measures customer loyalty and the possibility of how much a customer would recommend the company's products or services to their family and friends. More specifically, Baehre et al. (2022) state that NPS is based on a single question, namely, how likely would the customer be to recommend the company to their friend or peer? The metric is based on presenting a scale of 0 to 10 to the customers, and as per their responses, they are divided into categories known as promoters, passives, and detractors. Therefore, companies who use NPS have to track it regularly so they would understand why the customer gave this response and how they can improve their satisfaction and make sure they stay loyal to the business. More specifically, Owen (2019) shed light on a form of an example of the way NPS works in a company. For example, the Net Promoter System is used to measure customer sentiment, and this is done by conducting a survey. Once the promoters, passives, and detractors are identified, the company can then identify trends on what makes them unsatisfied and work to improve themselves, after which NPS can be conducted once again to see how the responses have changed over time. Such data-driven decisions allow a company with a sizeable customer base, like H&M, to maintain customer loyalty and improve CRM.
The third and final model that is deemed relevant here is Customer Journey Mapping. This quality model revolves around understanding and visualizing the number of interactions and engagements the customer has had with the company throughout their entire relationship (Micheaux and Bosio, 2019). This mapping allows the said company to identify the most important moments in this experience, like the instances that gave pain, the moments that satisfied, and any room for improvement. According to Lynch and Barnes (2020), customer journey mapping can aid companies in improving their customer relationship management because it provides insights on the customer’s viewpoint while making informed decisions so the company can tailor them and provide a better experience if possible. Hence, by critically analyzing these three quality models with the help of literature, it can be understood why they are considered significant for the improvement of customer relationship management. However, after evaluating the strengths of these models, it can be claimed that the most authentic and reliable one would be CLV because it deals with facts and figures which cannot be unreliable. Nevertheless, at the end of the day, the decision rests on the company’s shoulders.
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In conclusion, this report analyzed the factors that impacted customer relationship management and how they contributed to its improvement. The improvement was accompanied by the concept’s success. To be more specific, the report focused on H&M and analyzed CRM by keeping this company in sight. As a result, it evaluated its ethical and sustainable policies, which reached the deduction of how it contributed to customer experience and loyalty to the brand. Next, a critical literature review highlighting the three quality models deduced that using theoretical and conceptual frameworks can also improve customer relationship management. Hence, after conducting this report, some recommendations to H&M can be given. For starters, the company should learn from its competitors in the UK's fast fashion market. For instance, it was identified that Zara is committed towards continuous improvement, and ASOS is driven towards highlighting its cruelty-free fashion as a part of its policies. Therefore, this suggests that H&M should focus on more aspects of both ethical and sustainable policies that affect contemporary fashion customers. Secondly, another recommendation is that H&M should conduct CLV with its customers to make sure the kind of revenue they are generating is worthy and their customer loyalty is also noticeable. This would not only improve its CRM but would also improve its reputation as a whole.
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