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Executive Summary

It’s shown that, behind the success of organisations that implement “ethics and quality” to improve the power of their CRM systems, not only play an important role but has an integral impact to the sustainability of an organisation. There are a lot of forces which impact on business. Ethics impact on business and how it enables core values to be met. Different organisation’s use different ethical criteria to determine whether a practice or behaviour is ethical or unethical. An organisation must exist within a broader social framework and will need to decide how customers are treated, how employees are treated and what contribution will it make to the society in which it exists. All of which are ethical questions a business needs to ask itself for its long-term strategy.
Ethics contribute to an individual’s moral judgement about what is right and wrong, which intentionally or unintentionally contribute to the decisions that are made. Sustainability in business, also known as corporate sustainability, is about the challenge’s organisations face for their long-term future. Quality is a broad topic and includes many factors. Businesses can build in all of the above factors when introducing quality into their product or service. CRM systems need accurate customer information to enable organisations to plan and manage campaigns and to determine customer value. CRM systems can be beneficial in terms of acquiring quality data on consumers, but if that information is undermined and not ethically used, it can be harmful not only for the company but detrimental to the consumer.
Apple thrives in the retail sector, with its top end products that are desirable, creating an image that is iconic in the business world. Its use of CRM has enabled it to acquire customer loyalty and has retained its market share in its field. Apple have used its CRM system to such an effect that its brand awareness has quadrupled in recent times. Apples CRM practices are beneficial to its customers, allowing them to use multiple Apple products to synchronise to create one network for customer ease. Although there are benefits to Apples CRM, there are also issues as to its ethical practices. Due to its data sharing with other companies and its use of suppliers, customer ethics can be compromised.
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 Introduction

The aim is to understand and examine the impact of “ethics, sustainability and quality” that organisations implement, in order to enhance their CRM systems and to establish any flaws that may arise. The report will provide various examples of organisations and their use of CRM systems to enhance customer relations. Ethics contribute to an individual’s moral judgement about what is right and wrong, which intentionally or unintentionally contribute to the decisions that are made. Similarly, in an organisation, the code of conduct or ethics has a very important role. According to Hayes (2019), a code of ethics is a guide of principles designed to help organisation’s conduct business honestly and with integrity.
CRM systems brings together all relevant customer information required for an organisation to develop a strategic forecast for its sustainability. The use of sustainable tactics will be reviewed. Insight into how organisations can implement quality data, to enhance CRM systems overall use will be discussed. Organisations strive to provide the best possible service to its customers to ensure retention as well as its sustainability. 
According to ISO (2015) “Quality management principles” are a group of beliefs, norms, values and rules that are accepted and can be used as a basis for quality management. The primary focus is how businesses meet customer requirements using quality management. Use of quality models, theories and how they can be used will be discussed. A conclusion will be drawn and further recommendations in how to improve organisational use of CRM systems will be provided.












1.0 Main Body

1.1 Ethics

Ethics is the philosophical study of the moral value of human behaviour and of the rules and principles that should govern it; moral philosophy. A definition of ethic according to Collins (2019), is a system of moral principles or values held by an individual or group. Similarly, in an organisation, the code of conduct or ethics has a very important role. According to Elkins & Seidel (2019), product or business choice for consumers are more ethics driven and have a big role in how consumers select products on ethical considerations. As an example: fair trade goods are on the rise, this due to ethical awareness from consumers, as fair trade helps farmers in developing countries. Consumers trust that the organisations with which they conduct business with are responsible and moral. CIPD (2018) views the application of ethics within an organisation as, the foundations to sustainable practices which deliver long-term value, not only in terms of profit for the organisation, but for the benefit of the wider environment, internally and externally including its workforce and its customers. Business ethics ensure that a certain level of trust exists between consumers and the business, as well as examines good or bad practices within the context of a moral duty. Two key subdivisions of ethics, “descriptive and normative ethics”, descriptive ethics is the study of how people behave, normative ethics is the study of how people ought to behave. These are ethics that guide the way organisations behave and by acting in an ethical way, the moral conduct of a business will help distinguish between “right” and “wrong” and then making the “right” choice. However, Blackman (2019) states that, “business ethics can create complex issues and is more than deciding what's morally right or wrong when doing business.” It’s an active process. 
Without a code of ethics or conduct in an organisation, it is probable that it can spiral into chaos and confusion, due to the lack of consensus in what would be the appropriate ethical behaviour. According to Hayes (2019), a code of ethics is a guide of principles designed to help organisation’s conduct business honestly and with integrity. As an example: businesses usually outline their mission and values, helping employees and managers to approach problems with the ethical principles based on the organisation’s core values. In the business world unethical behaviour can trigger the use of business law in cases where minimum standards of ethical behaviour are expected. An example of this can be that a business has sold a defective product knowingly, in cases such as these a governmental body in the UK, The Trading Standards can be called upon to take relevant action by the consumer on the unethical behaviour by the business. Bramble (2019) explains that, business law and business ethics should complement each other, but that is not often the case. Organisations often take actions that are legal, but not ethical. 
The semiconductor chip maker Intel has a comprehensive code of conduct, dealing with many of the societal issues that can be associated with the diverse nature of culture and values of people. According to Ethisphere (2019), Intel Corporation has been recognised as one of most ethical companies of 2019. Publicised by 3BL media (2019) which reports that, “Intel Corporation has been named as one of the world’s most ethical companies for its ethical business practices for the seventh year in a row”. Intel’s code of conduct lays out its core values and principles demonstrating its vision. One such value as stated on Intel.com (2019) is that of fairness and integrity, where they say “One of our core values is to work as a team with respect and trust. To strive to uphold open and honest communication, to protect our employees from discrimination, harassment and unsafe practices”. This statement is that of an ethical conduct which derives from the core values of the company. The tech company Microsoft has a strong commitment to corporate responsibility and integrity through their business ethics. Employees at Microsoft are encouraged to volunteer at local schools to educate students in computer science. These are values that stem from its owner, Bill Gates. One of America’s most generous donators to charities and non-profit organisations. Microsoft (2019) states that, “standards of business conduct and its ethics at Microsoft are endorsed by the board of directors. The board of directors and management fully support this and is responsible for overseeing the ethics and compliance of the program and its standards”. Adhering to these values, it is evident that Intel and Microsoft create the drive with their ethical behaviour and by taking responsibility for tackling the challenges of sustainability with their ethical stance.


1.2 Sustainability

Sustainability in business, also known as corporate sustainability, is about the challenge’s organisations face for their long-term future. According to Haanaes (2016) These include an organisations approach in creating long-term value by taking into consideration economic activity, environmental responsibility and social behaviour to ensure responsible and ethical strategies for ongoing success. A business needs to plan ahead for future consumers as well as their own wellbeing. As an example: by implementing sustainability principles such as, waste management, precious resources control, can help an organisation become more efficient, improve its brand value, help retain customers and reputation as well as provide a platform for innovation and longevity. Organisation use sustainable marketing tactics, to provide a platform to build relationships with consumers as well as letting them know that they are important and so are future generations. According to Devine, Mizusawa and Gittell (2012), sustainable marketing includes the development and promotion of products and services that meet business and consumer needs, that are responsibly utilized using natural and cultural resources to ensure a better quality of life for now and future generations. (Appendix A) provides a concept that businesses can utilize to strategize for the present as well as for the future of both the needs of the business and of the consumers. The concept works by understanding what the current needs are for the consumers and for the businesses short term sales, growth and profit, by giving consumers what they need now. The societal concept is where the business recognises the future welfare of consumers and can plan for future needs of the business. The sustainable marketing concept recognises both and can take relevant social and environmental actions that meet both the present and future needs of itself and of its consumers. Nestle is one the largest food and beverage companies, with brands ranging from local favourites to global icons. As its states on Nestle.co.uk (2019), “Nestlé's purpose is enhancing quality of life and contributing to a healthier future”. It has positioned itself in the global market as a leader in sustainable practices. With initiatives such as reducing sugar in their products by 5% by 2020, this is good sustainable practice as consumers are more conscious to health issues. Their long-term ambition to help 50 million children to lead healthier lives and livelihoods in communities directly connected to their business activities as well as strive for zero environmental impact in their operations. Societal commitments such as these are not just beneficial for consumers but has a profound influence on its long-term future.
Social criticisms can arise, through business marketing that can impact individual consumers. These can include high prices, deceptive practices, high pressure selling, harmful or unsafe products, planned obsolescence and poor service to disadvantaged consumers. Zeepedia.com (2019) states that, “marketing receives a lot of criticism. Some is justified and some not. Social critics claim, certain practices potentially hurt individual consumers, society as a whole as well as other businesses”. An example of this is: the high prices charged by JD Sports for its range of products, which are branded trainers, tracksuits and various sports gear. Consumers may argue that these prices are too high as competing businesses such as Sports Direct can sell the same products cheaper. JD Sports can argue it has higher distribution costs or just simply better quality. Deceptive practices are sometimes used in companies, whether it be deceptive pricing, promotion or packaging. This activity includes misleading advertising to promote a product to influence consumers to buy, solely for the benefits of the business.  As an example: large electronic outlets such as Curry’s PC World advertise sales on their range of televisions, consumers go to purchase only to find its not in stock, or only on a particular model. Marketing is a pervasive activity practiced by every business and its only natural that it draws criticism, as consumers have different concerns about how marketing systems serve their interests. Sustainable marketing, when done authentically, builds trust between consumers and businesses enabling shared goals and success, both now and into the future. 
1.3 Quality

Sustainable practices alone will not make a business successful. A set of quality management principles need to be in place. Quality can bring improvement in products, services, systems and processes, making sure that the entire business is fit and effective. According to ISO (2015) “Quality management principles” are a group of beliefs, norms, values and rules that are accepted and can be used as a basis for quality management. The primary focus is how businesses meet customer requirements using quality management. 
Before establishing a quality management system, businesses need to identify key quality dimensions of a product or service that is provided and manage connected systems such as CRM and update processes to help ensure customer satisfaction. Gavin (1987) proposed eight critical dimensions of quality which are:
Performance: does the product or service do what it is supposed to do.
Features: does the product or service have all feature specified for its intended purpose.
Reliability: does the product or service consistently perform the way it is specified to do so.
Conformance: does the product or service conform to specification; does it possess all defined features.
Durability: will the specified product last and how long will it perform.
Serviceability: how easy is the product to maintain or repair.
Aesthetics: the way the product may look.
Perception: product perception, reality, product may be of high quality, but negative service or other factors may give it the wrong perception.

Quality is a broad topic and includes many factors. Businesses can build in all of the above factors when introducing quality into their product or service. Quality is important in every stage, it can show where a particular product or service may excel and where it may need improvement. Toyota and its use of the Kanban system. A Kanban is a physical signal that creates a chain reaction, resulting in a specific action. Barone (2019) claims that, Toyota's implementation of the Kanban system introduced the idea to implement its just-in-time inventory process. Used to make its assembly line more efficient, the company decided to keep enough inventory on hand to fill customer orders as they came in. Most parts of Toyota’s assembly line are assigned a physical card that’s numbered with an inventory code, before a part is installed the card is removed and moved up the supply chain, effectively ordering the same part. This allowed Toyota to keep its inventory in check and not be overstocked in assets.
There are also poor-quality methods deployed in business, example: Emphasis on short term profitability, buying at the lowest cost, competing with competition disregarding quality, competing on price not quality and take it or leave it attitude towards customers. Samsung released its Note 7 phone to compete with Apple’s iPhone 7. Samsung had received positive reviews after its strong marketing campaign. But there was a problem, the Note 7’s batteries were at substandard quality that their phones were exploding. According to Fagan (2016), the catastrophic quality failure was due to Samsung’s attempt to compete with the iPhone 7’s release. Market share, brand loyalty and trust take years to build and only takes a moment to lose. Poor quality can have such a devastating impact on business. Organisations can use The Fishbone framework (Ishikawa Theory 1969), to find and analyse root causes, problems and effects in quality of their product or service. Samsung’s Note 7 as an example had a catastrophic battery failure, this is the main problem, see (Appendix B). The purpose of the analysis is to manage quality with specific steps to solve the problem and eliminate possible causes, so that they do not occur in the future.
Management by Walking Around (MBWA) according to Business Directory (2019), is the hands-on approach from managers in the workplace, where direct participation with their subordinates in listening to their suggestions or complaints in work related affairs, by walking around different departments of the organisation. The purpose of this exercise is to collect qualitative information that may help the affairs of an organisation. McKendrick (2011) claims that, the previous chairman of Apple Steve Jobs, often engaged in customer service on a personal basis. Jobs would personally pick up the phone and call customers about their problems, then communicate this with his staff making things happen around the company. He transformed the business by relatively simple practices such as MBWA and built one of the world’s most successful companies. The Economist (2008) writes that, the benefits of MBWA was recognised by W. Edwards Deming, who said” If you wait for people to come to you, you'll only get small problems. You must go and find them. The big problems are where people don't realise, they have one in the first place.”. MBWA has its drawbacks, example: it’s a time-consuming strategy, the emphasis can be overemphasized, also implementation can be difficult if enough emphasis is not placed on the value of a conversation. There can be obvious benefits by MBWA, example: it can create stronger communication and improve employee relationships, help employees focus on correct operational aspects and value also improve the overall efficiency of the organisation. By applying such theories (Ishikawa and MBWA), Findings can be analysed and used to assist organisations to improve their CRM systems, to best serve their customers.

2.0 Main Findings

2.1 CRM Systems Use of Ethics, Quality & its Impact in Organisations Sustainability

Application of theories such as, (Ishikawa and MBWA), can produce information needed to expand on customer relations and product quality, enabling organisations to better cater for their customers via their CRM systems. CRM stands for Customer Relationship Management. A business strategy designed to improve profitability, reduce costs and increase customer loyalty and retention. CRM brings together all information from different departments of the organisation and can provide information of each customer in real time. Example: by keeping track of customers, ensuring it is followed up to find out why a customer, did or did not complete their purchase. A CRM platform enables this information to be tracked and followed up so that each potential lead is not lost. Salesforce (2019), describes CRM as, technology designed to interact with customers and help organisations build customer relationships, in order to provide better customer service and increase profitability. Customer experience is an integral part of CRM, customers who have a positive experience with a business is more likely to become a repeat and loyal customer. Winters (2016) suggests that, data quality imputed to CRM is important, it is constantly growing, and it can degrade quickly. However, it is essential to update and improve data quality as without reliable data an organisations reputation can be damaged, decisions can be misinformed. Strategies such as the integration of economic, social and ecological issues to its CRM, organisations can expand on its presence as it is important to have a socially conscious image. Organisations understand that customers place greater importance on social and environmental matters. 
To ensure survival of an organisation, ethics is an important element to its sustainability. The implementation of ethics to its CRM system plays a big part in the changing market. The quality of information that these CRM systems collect, determine an organisations ethical stance on how the data is used and inevitably its sustainability. According to Markgraf (2017), ethics is an important consideration within an organisation, it’s a key differentiator in a competitive market where reputation and values are now as important as products and services. The impact that ethics can have on CRM systems in organisations, example: that the organisation can get closer to its customers allowing dialogue by understanding individual needs, then providing the suited product or service, in a nonintrusive and honest way. McKinley (2012) cites that, Information about customers is the most critical dimensions for business success, and organisations believe that quality knowledge about the customer is an asset and can give the organisation the ability to continuously compete and innovate. However, Winters (2016) explains that, organisations need to maintain trust with its customers developing a strong company reputation for integrity by establishing internal ethical controls within the use of CRM and maintain a code of ethics or conduct that should act as a red line that should not be crossed.

2.2 Use of Ethics & Sustainability to Improve CRM System Quality

Customer data quality is crucial for organisations and its CRM systems. CRM systems need accurate customer information to enable organisations to plan and manage campaigns and to determine customer value. CRM systems can be beneficial in terms of acquiring quality data on consumers, but if that information is undermined and not ethically used, it can be harmful not only for the company but detrimental to the consumer. Apple is one of the largest companies in the world and customer relationship has become essential to Apples growth strategy. Apple uses its CRM systems to capture data as and when a customer purchases an Apple product, or the use of software such as iTunes, to register a product using their Apple ID. This information is served as an ongoing repository of customer touchpoints and allows Apple to send tailored advertising so that it is more directly targeted at the customer. According to Crossfield (2018), Apple have used its CRM system to such an effect that its brand awareness has quadrupled in recent times. Although Apples CRM has been developed to enhance customer satisfaction, ethical issues can arise due to Apples use of manufactures in China and its data sharing.
Abuses such as human rights, labour standards, environmental safety and business integrity are routinely ignored. According to Macworld (2006),” Apple use Chinese facilities to manufacture its products, the report observes. Low wages, long hours and poor standards of care for its employees”. Data sharing via its CRM system with other companies is also a concern. Markgraf (2017) agues that, “ethical issues originating with the collection of customer data for CRM are related to privacy, which can be sensitive data”. Markgraf (2017) also states that, “ethical companies ensure that sensitive information such as credit card numbers are collected in a secure environment and transmitted back to the databases securely.” The NHS utilizes a very complex CRM system and according to Taylor (2013), the NHS has adapted CRM systems into its Trauma Patient management. Developed as an information management solution to manage patients and share information across the wider regional Trauma Network. This CRM system provides a rich source of information to help Doctors manage the patient’s health. Human error can be a dominant factor with a high level of staff turnover in the NHS, employees are exposed to sensitive data. In both cases maintenance of high-quality data requires a strong ethic policy and compliance measures for their data repositories. CRM systems enable organisations to manage and plan ahead, giving an accurate forecast on sustainable business growth.
2.3 CRM system gaps on: ethics & sustainability within an organisation

CRM is not always useful in every situation, this is where the question of ethics arises. With a view to improve retention and remain sustainable, organisations constantly indulge in marketing efforts to gain quality data, but to implement this extensive information to its CRM systems, it must be collected and stored. Main concerns with regard to CRM system are customer privacy and the quality of the information collected. Apple uses its CRM systems to capture data as and when a customer purchases an Apple product and the NHS has adapted CRM systems into its Patient management, as a solution to manage patients and share information. The purpose of the collection and collecting the data, is the point at which collecting customer data can stray from what is ethical. Markgraf (2017) argues that, “ethical issues originating with the collection of customer data for CRM are related to privacy, which can be sensitive data”.
Sustainable strategy considers the impact of organisational decisions and Consumers trust that the organisations with which they conduct business with are responsible and moral. Most of customer data for CRM is sensitive, if companies such as Apple share customer preferences with other companies, the ethical gap in CRM is then exploited for financial gain. Parker (2015) suggests that, “there are two ways to think about ethics. First, different approaches to data sharing result in different harms and benefits. Second, what is considered right and wrong is sometimes a separate consideration from the consequences.” The benefit to Apple may be that quality information shared can bring financial gain, whilst other companies using the predefined data to sell products to a consumer, they have no alliance to, Apple may get revenue from each third-party sale. The NHS runs its CRM systems requiring the input of critical data with high levels of clarity, so it can be used to help Doctors get critical data instantly. With a high level of staff turnover, human error can be a dominant factor, as employees are exposed to sensitive data. This gap in the CRM systems can cause sustainability issues.





3.0 Conclusion

People often operate under different ethical value systems, which depend on their personal experiences and when their personal values match the organisation’s code of conduct, people can more easily make ethical decisions that promote an organisation’s values. According to Elkins & Seidel (2019), product or business choice for consumers are more ethics driven and have a big role in how consumers select products on ethical considerations. When organisations take the time to identify what is important to its customers and its target market, it can position its value statements and protocols to meet higher ethical standards to increase its sustainability. Apple uses its CRM systems to capture data. This information is served as an ongoing repository of customer touchpoints and allows Apple to send tailored advertising so that it is more directly targeted at the customer. Apple use manufacturers in China to supply its parts and the assembly of its products, as reported by Macworld (2006), these are ethical issues that can harm the image of the company.
CRM systems brings together all relevant customer information required for an organisation to develop a strategic forecast for its sustainability. Quality data is key to CRM systems to channel improvement in products, services, systems and processes, making sure that the entire business is fit and effective. The NHS has adapted CRM systems into its Patient management, as a solution to manage patients and share information. There are drawbacks to CRM systems, mainly the question of ethics. Sustainable strategy considers the impact of organisational decisions and Consumers trust that the organisations with which they conduct business with are responsible and moral. Most customer data for CRM is sensitive. Parker (2015) suggests that, “there are two ways to think about ethics. First, different approaches to data sharing result in different harms and benefits. Second, what is considered right and wrong is sometimes a separate consideration from the consequences.” Human error can be a dominant factor as input will determine output. Marketing is a pervasive activity practiced by every business and its only natural that it draws criticism. 

4.0 Recommendations

Apple can take a stance to improve its customer image by, sourcing manufacturers and suppliers from other parts of the world where, human rights, labour standards, environmental safety and business integrity is not exploited. Data sharing should be restricted and enable the consumer to decide whether they want data to be used for the purpose of marketing or simply leave the option to opt out. Example: if the customer has purchased a service from Apple then the customer should be able to switch “off” recommendations of service purchase, that allows the company to no its customer preferences. This may harm the company in its use of CRM for its benefits to promote itself, but at the end it’s the customer that should have the last say, as Macworld (2006) states,” Apple has a particular responsibility to ensure the integrity and responsibility of its value chain”.
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