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Executive Summary

The Customer Relationship Management system is an essential strategy through which a company develops its interaction with its customers. The basic idea for the implementation of a CRM system is to help the business understand its customers, which in turn help the organization to boost its operations and growth. The increasing embrace for sustainability, ethics, and other values encourage businesses to prove their commitments to those values. As such, companies today do not only strive to earn more profits but also to preserve the environment and promote the wellbeing of their employees. This report focuses on an investigation into the CRM systems of several companies. The results highlight the importance of the CRM systems and the influence of ethics, sustainability, and quality on those systems. 
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Introduction

Understanding the customer is an essential step in driving business growth. Businesses study their customers to understand them, using various tools. The study includes monitoring direct sales, trend analysis, behavioral analysis, and forecasting. The results of such studies help the business to improve its customer interactions, improve marketing, determine the amounts of stock to keep and decide what to incorporate in the market to increase customer retention.  Generally, the business can use the information to improve customer experience. The study falls under customer relationship management- a set of practices/guidelines which help a business to interact with its customers. One of the methods for that study is customer data management. The data management policy underlines the practices for data acquisition (who collects the data), storage, analysis, and interpretation (Krier, L. & Strasser, C.A., 2014). Several factors affect the ability of a business to use its customer relationship management system to improve its quality to customers. The report provides the results of an investigation into how sustainability, ethics, and quality influence the business-customer relationship. The study focused on several companies. 




















Findings

Apple’s CRM 
Since the year 2001, Apple has focused on its customers more than its competitors. The company’s growth strategy incorporates the use of a CRM system. The overall objective is to create a unique customer experience, not just to complete sales (Johnson, K. et al., 2012). Over the years, the company has intensified its customer relationship management to a point where it views that strategy as one of the company’s ‘brands’ (Crossfield, L., 2018). The organization has also developed a cloud-based CRM software which other businesses can employ to promote their customers’ experiences.  Recently, the company unveiled the Apple Genius tech support station within its retail stores, which help customers to understand the products they buy. The ‘Geniuses’ also help customers who bring their Apple products for repairs (Sadun, E., Grothaus, M. & Sande, S., 2011). Over time, Apple has extended this service to its customers. By so doing, the company has created a pyramid effect. In other words, the company can employ the information obtained by other businesses to promote its growth. 
CRM for British Airlines
The airline business has several challenges, ranging from competition to fluctuating fuel prices. Airline companies win customers’ trust through the quality of the services they provide. CRM strategy is a highly recommended practice in the industry as it helps airline companies to promote customers’ experience. The idea is to study the responses of the marketing campaigns advanced and interpret the results of those studies. Using those results, the airline can identify needy areas and respond appropriately. British Airlines is an example of an airline that has applied the CRM strategy.
In the year 2014, BA implemented the Teradata Customer Relationship Management (TCRM) system. The motivation for the choice of this system was to solve the problems associated with the previous CRM system, such as difficulties in the calculation of the frequent-flyer program revenue (Crossfield, L., 2018). By implementing TCRM, the company believed it would promote its analysis and interpretation of its customer loyalty scheme dubbed the British Airways Executive Hub. The system enables the company to achieve the following: -
Include all customers in the frequent-flyer program
Provide benefits to all customers irrespective of their registration statuses
Advance Avios points to members which they can use for a range of purposes, ranging from redeeming flights to booking hotels
Facilitate members’ progress from the lowest to the highest flight tiers
Allow members to use their Avios points for a range of airlines within the International Airlines Group, not just British Airlines.
CRM for MacDonald’s 
 The McDonald’s chain of businesses comprises of more than 35,000 restaurants and franchises. These franchises and restaurants operate in more than 100 countries (Daszkowski, D., 2019). Equally significant is the enormous number of customers that the franchise serves daily. One can almost guess that the company requires a way of solving the issues that arise from the vast customer base daily. Coincidentally, the franchise has a reputation for its use of customer relationship management software. The company employs a system dubbed PowerCentre for its customer-relationship management purposes. The company’s application of the system features three significant characteristics: - on-the-spot reporting, quick issue resolution, and better data collection (Crossfield, L., 2018). The data collected by the system help the company to attend to the issues arising from customers. The advantage of the system is that it can capture buyers’ data and store information. The franchise can monitor data coming from thousands of restaurants and franchises worldwide from a single location. It can group the data, sort the areas with similar problems, or carry out other analysis. 
Ethics 
Ethics is the moral categorization of actions into right and wrong; the fundamental principles of decent human conduct (WebFinance Inc., 2019). Early philosophers argued that any action contains an element of happiness/sadness – it can either make the receiver happy or not. Therefore, it is possible to classify an act as good or bad by assessing the happiness/sadness it causes to the group receiving the action. The utilitarian philosophy defines an action as ethical/moral if it causes happiness to the majority (de Lazari-Radek, K. & Singer, P., 2017, Mill, J.S., 2016). This philosophical view is attributable to Jeremy Bentham. The modification of this philosophy appears in the arguments of John Stuart Mill. Mill separated the utilitarian thought into two categories; the act and rule utilitarianism. 
Users of the Act Philosophy considers the immediate consequences of an action. They argue that work is moral if its effect is happiness for the majority of those it affects (Fumerton, R. & Jeske, D. eds., 2009). The ruling philosophy deviates from assessing the immediate consequence of an action and examines the result of adhering to the rule guiding that action (Eggleston, B. &Miller, D.E. eds., 2014). For instance, if the government declares that bribery is illegal, then the ruling philosophy considers the goodness of adhering to that legislation irrespective of the perceived morality of circumventing the rule at any given time. The general understanding here is that bribery is terrible. 
Recent philosophers have dissented from the utilitarian philosophy. One of the arguments discourages the happiness/badness ideology since it does not consider the fundamental freedoms of the human. Emmanuel Kant is one of the architects of this viewpoint. According to him, every human being has the necessary freedom to dictate his/her life (Farrell, M.E., 2010). This philosophy illuminates the flaw in Bentham viewpoint: the lack of a standard measure of happiness. Since any one person might have a different view from the other concerning what makes him/her happy, the utilitarian thought does not sufficiently give the evidence as to the decision to act depending on the happiness principle (Birsch, D., 2013). 
Descriptive and Normative Ethics 
 The morality of an organization is essential for establishing trust with customers and other stakeholders. For that reason, companies always study their Customer Relationship Management policies to assess whether or not they fall within acceptable standards. If the company intends to characterize or describe the type of interaction, it is having with its stakeholders; then the company is practicing descriptive ethics. The objective of such a study is to describe the behavior of the company towards customers and other groups. Such a review can help the organization to improve its relationship with customers and devise ways to boost sales, and thus, growth. 
At times, however, the organization might want to know the kind of behavior it needs to deal with dilemmas. The scenarios which call for normative ethics are unique, and the organization might not have encountered a similar event before. Rather than a description, the company will need to build justification for its behavior- what ought to be? In that case, the organization turns to normative ethics- a field that prescribes and justifies the moral basis for practice. In brief, therefore, normative ethics focus on the would-be; the appropriate action for a unique situation (McCloskey, 2013). 
The consequentialist version introduced above is one of the categories of normative ethics. Here, the philosophy encourages the individual advancing an action to assess the consequences/results of that action. If the result is wrong, then the doer should not proceed with the move. If, on the other hand, doing the work promises the highest happiness to the most considerable number, then the doer should continue.
Business Ethics 
Business ethics extend the moral principles discussed above to an organizational setting. Generally, business ethics comprise of the guidelines/standards for employee and management conduct and decision making. They help employees and managers to transact daily business in the workplace, as well as the decisions they make. Many companies have a code of ethics which stipulate the conduct for employees and managers. These codes help managers and employees to judge behavior with consensus. The understanding behind the call for these codes is that different people have different cultural backgrounds and will tend to judge behavior using different ethical criteria. An individual who employs the Kantian philosophy to base his/her morality might judge actions differently from one who inclines to the Bentham or Mill’s philosophy. Therefore, business codes of ethics are useful in balancing the judgment criteria for all individuals in the organization. 
Ethics at Starbucks
 Starbucks believes that ethical conduct is crucial for business success. The company has an Ethics&Compliance section through which it articulates the standards of business conduct. This section promotes the company’s mission and values and protects its reputation and culture. Starbucks’s culture is one of integrity, ethical leadership, and ethical decision-making (Starbucks Coffee Company, 2019). The standards of business conduct help ‘partners’ to voice their concerns over business conduct. The pillars of these standards include empowerment, responsibility, and voice. These pillars imply that Starbucks’s partners- retailers and others- can address their concerns quickly with the company, and the company is responsible for those concerns.  
Sustainability
 Sustainability is the continued growth/development, which does not lead to the depletion of natural resources or the deterioration of the environment (WebFinance Inc., 2019). Environmentalists define sustainability as the ability to meet present demands without compromising the ability to meet future ones. The sustainability concept as encompassing the following pillars: people, the planet, and profits (Jain, C., 2016). A sustainable business is, therefore, one that cares for the wellbeing of the communities in which it operates as well as the environment as much as it cares for the profits it can generate. 
 Companies nurture sustainability by including sustainability goals in their mission and vision statements. Such purposes include the reduction of carbon emissions by a certain fraction. Today, many firms have embarked on sustainable methods, which include a reduction in energy consumption, proper waste disposal, and fair-trade sourcing. Walmart and Apple exemplify large multinational corporations which extend their sustainable requirements to the companies that supply them with raw materials. It is important to note that sustainability commitments accompany significant spending by the companies that commit to it, especially in the short-term. In the longer-term, however, the company benefits from efficiency resulting from cost savings. For instance, a company that commits to reducing the consumption of paper spends highly in the short-term to implement information systems that rely less on paper. In the longer-term, the company realizes savings as it will not have to recycle the paper. The working of sustainability, therefore, requires a sacrifice of short-term goals, which mainly focus on profits, for longer-term benefits. 
Sustainability at Apple 
 Apple strives to create products which do not only leave a mark in the world but also the planet. The company envisions an environment strategy which promises the least impact. Recently, the company has started enclosing its products such as the MacBook Air with 100 % recycled aluminum. The company is also encouraging its customers to return their used products for recycling. The company believes that durable products are more favorable for the planet than short-lived products (Apple Inc., 2019). As such, it uses durable raw materials to ensure that its products can last long. Recycling the used devices further helps the company to keep the requirement for new raw materials as low as possible. 
Sustainability at Walmart
 Walmart commits to sustainability for its operations and those of global value chains. The company has three aspirational targets: to use renewable energy only, produce products that sustain the environment and the company’s resources, and to create zero waste (Walmart Inc., 2019). In June 2019, the company agreed to subscribe to US Solar, a solar energy company operating in Minnesota. The agreement would see Walmart consume the company-generated solar energy instead of electricity, which would further Walmart’s commitment to the use of renewable energy (Walmart Inc., 2019). In the same month, Walmart, in partnership with Electrify America, commenced the operation of more than 120 electric vehicle charging stations (Walmart Inc., 2019). Again, that investment would boost the company’s commitment to the consumption of renewable energy. 
Quality 
 Quality as an excellence measure. It is the extent to which a product is free from significant variation, deficiency, or defects (WebFinance Inc., 2019). Significant change means that chance alone cannot account for the difference in the product; there must be other factors contributing to the difference(s). A quality product falls within specific uniformity standards. For instance, the density of a quality beer appears within certain density limits for the particular type, out of which the beer maker will describe the beer as not quality. The idea of quality/uniformity helps to build trust in the customer; if the product is consistently uniform, then the customer will have faith in the product. If otherwise, the customer’s confidence in the product/service decreases. The notion of quality is an essential factor in driving sales and growth. Buyers who have faith in a product or service will most likely want to buy form the company. Examples of products whose sales rely heavily on quality are drugs, foods, automobiles, etc. One of the services where quality plays a crucial role is a call center. 
Statistics provide quality control techniques that help manufacturers to determine the acceptable range within which their products can deviate. The quality control charts, for instance, give the manufacturer control limits within which a product can vary. Acceptable variation is the chance that the average of a sample obtained from a group of products equals the standard of any other sample obtained from the same group (Reid, R.D. & Sanders, N.R., 2015). If the sample means deviate differently from the population average, then there is a likelihood that chance alone cannot account for the differences. In that case, the manufacturer should consider searching for the source of the variation. If any of the products deviate from the acceptable limits, then the manufacturer should re-examine the whole process to identify the origins of the deviation. The quality control charts have had application in a range of companies, from medical laboratories to manufacturing. 
Manufacturing companies, especially car manufacturers, commit consistently to specific standards which ensure that the vehicles they produce have some uniformity. For instance, a car manufacturer could want manufactured cars to have particular ranges. In that case, the scale is the desired uniformity. An acceptable variation is a chance that any of the sample obtained from the manufactured vehicles varies as much as any other sample obtained from the same product line. If any of the samples portrays significant variation, then the manufacturer should consider examining the process to identify its source. The lack of quality can lead to substantial losses for the company. For example, a vehicle manufacturer that has to recall some of its cars spends an extra cost to repair the vehicle.
Meanwhile, customers lose faith in the car, and that leads to lost sales. The overall result is a constant financial loss for the company. It is, therefore, essential for any company to ensure that its products or services fall within the acceptable quality limits. 
Quality at Rolex 
 In the year 2017, Forbes announced Rolex as the most reputable brand globally (Strauss, K., 2017). The exciting thing about that position was the company’s secrecy combined with its relatively fewer customers compared with other brands such as Google and Walt Disney (they were also among the topmost in the list). But an earlier Forbes article had explained Rolex’s exceptional reputation, saying that the company’s consistency to produce quality watches was the reason behind the fame. According to Adams, A. (2014), Rolex managed to top the list of the most reputable brands by ensuring that their watches provided the same value to customers for a long time. Buyers of the watches manufactured by the company view the clock as a way of ‘gifting’ themselves for lifetime success. The company can drive a sense of accomplishment in the buyer that has informed the company’s high position. When one buys a Rolex watch, it is because they want to mark particular life accomplishments- a status in life that the buyer has not had before. The ownership experience, therefore, is the core element in a Rolex product that any potential buyer desires. 
Impact on CRM Systems 
Organizations seek sustainability to acquire a more substantial shareholder value, have more access to capital, and raise their performances. These benefits lead to an improvement in shared values for both organizations and the societies where they operate (Gholami, H., Saman, M.Z.M., Sharif, S. & Zakuan, N., 2015). The campaign on sustainability has influenced the way people view companies. Sustainable organizations win the favor of customers (Lagas, B., 2015). Ethics, as in ethical branding, on the other hand, promotes the reputation of the company to customers (Syed Alwi, S.F., Muhammad Ali, S. & Nguyen, B., 2017). Over time, more and more people favor organizations that commit to adhere to ethical practices. The ability of an organization to market itself as moral influences the number of customers it can attract. Also, customers want to buy products from companies that have a reputation for quality. Generally, sustainability, quality, and ethics improve a company’s CRM.
The fishbone model for Customer Service Quality Improvement  





















The Juran Model
The companies discussed above can improve their CRM systems by incorporating quality management in their management functions. That initiative comprises of three practices: quality planning, quality control, and quality improvement, as illustrated below: -









Organizations’ CRM Systems 
The cases of Starbucks, Apple, British Airlines, McDonald’s, Rolex, and Walmart above exemplify the Customer Relationship Management systems employed by companies in a range of industries.  The cases highlight the use of sustainability, quality, and ethics to improve the quality of CRM. The fact of Starbucks, for instance, highlights the commitment to integrity, responsibility, and ethical practices. Starbucks invites its partners to criticize unethical/irresponsible conduct. Apple’s case highlights the commitment to sustainable production and encourages its customers to recycle used products. Walmart’s case highlights a company willing to include its customers in a movement to substitute non-renewable energy with renewable energy. The company commits to lead the way for its customers by investing in a renewable energy project. Rolex’s case highlights the commitment to maintain high quality and how that commitment has influenced the reputation of the company. 
Gaps in Organizations’ CRM Systems 
The primary limitation identified in CRM systems of the companies above is the lack of segmentation. In all the cases examined, the company in question assumed that all their customers have the same knowledge/education levels, which means they have the same ability regarding the responses they give to the CRM system. For instance, when a company sends e-mails to its customers to say what they prefer, the company assumes that all the customers will understand the contents of the e-mail. Ideally, that is not always the case.  




















Conclusion 
CRM systems provide organizations with a strategy to understand their customers and improve their operations. Companies can use the CRM system to boost sales and develop trust for their customers. The investigation in this report focused on several companies ranging from retail to specialty eateries. The study confirms that sustainability, ethics, and quality affect the quality of CRM systems, irrespective of the industry in which a company operates. The case studies of the various companies reveal that the lack of segmentation can lead to mistakes in the use of the CRM system. Since the company does not separate its customer according to their differences, some customers might not benefit from the system. 



































Recommendations
Companies should separate their customers first before designing their CRM systems. A single system might not capture all the customers. 
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