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Executive Summary

The main purpose of this report is to evaluate the ethics and sustainability practices in the aviation industry. This report also focuses on the quality of services offered by air carriers that allow customer relationships to be managed. In the business world, the idea of ethics comes from Corporate Social Responsibility and Sustainability. Research suggests profitable and sustainable airline companies should effectively implement and apply ethics and sustainable practises to its highest level, as this will enable the business to be a market leader. Companies have recently realised that business should not only rely on economic benefits, but should also concentrate on non-economic principles, as this enables the company to manage long-term customer relationships, it also improves the organisation's overall productivity and brand image.
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[bookmark: _Toc56699601][bookmark: _Toc56701365]Introduction
It is very critical to maintain ethics and sustainability in every organisation. This allows a company to achieve greater customer loyalty and a favourable image that helps to manage stronger relationships with consumers. Ethical practises, sustainable marketing and other tools play a vital role in ensuring the quality of service, it is no1 priority, particularly in-service delivery organisations. In competitive market, airline businesses in the UK are very conscious about service quality and customer safety as this allows organisations to gain trust and confidence from its consumers. The effect of service quality, customers satisfaction levels and loyalty will be analysed throughout this report. 
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Sustainable and Ethical Marketing in Airline Organizations

Marketing ethics are moral principles and values that need to be observed during any form of marketing contact. These are the general collection of guidelines that can assist businesses in deciding on any marketing campaigns (Ferrell, 1997). Implementing marketing ethics implies that values of fairness are actively applied to marketing decision-making, actions and general business practises (Murphy, Laczniak, Bowie and Klein, 2005).

Similarly, Karagiannis et al., (2019) claims ethical marketing is the process by which airline companies create marketing strategies and polices to advertise their services. It doesn’t only focus on customer benefits, but it also takes in account its social and environmental impacts. Some scholars have said that ethical marketing is not a strategy, but rather a principle that guarantees integrity and confidence in advertising which helps an organization to make effective and long-tern relationship with its consumers (Tota, I. and Shehu, H., 2012).

Furthermore, marketing polices are analysed from two perspectives; the first factor is from the business perspective where the marketing initiatives will make a good return to the organisation. The second factor focuses on the moral perspective in which it considers whether or not the polices and choices are morally right or wrong (Klein, T.A., Laczniak, G.R. and Murphy, P.E., 2006).
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(Source: Smaliukiene and Monni, 2019)


The famous 1987 Brundtland Report offered a repeated description of sustainability, meaning meeting the needs of the present generation without undermining future generations, the ability to meet their own needs. The definition of sustainability consists of three key elements: economic, environmental and social, also known informally as profits, the environment and humans (Williams, 2019). The overall purpose of focusing on non-economic element of the organisation is to enhance the standard of service and to develop a strong brand, to meet consumer demands. Organizations believe that sustainable marketing targets can be accomplished only by ethical practise, as this makes them more efficient and sustainable. 

Kotler, et al, (1982) claims the component of sustainable marketing is ethical marketing, Sustainability helps organisations to view strategies in terms of long-term environmental, social and human effects rather than short-term benefits. It helps them to take into account multiple factors besides just the immediate benefits or losses involved.

For instance, Airline businesses can fulfil their environmental factors and contribute towards sustainability by lowering emissions, minimising their energy consumption, purchasing goods from fair trade organisations, and ensuring that their physical waste is disposed properly and with as little carbon footprint as possible.
[bookmark: _Toc56699604][bookmark: _Toc56701368][bookmark: _Toc56021439][bookmark: _Toc56021573][bookmark: _Toc56021659]Ethical/ Unethical Practices of UK Based Airlines
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British Airways is one of the world's leading multinational airline company with its headquarters in London Heathrow, Gatwick. British airways fly’s to more than 300 destinations across the globe. The organisation serves the UK economy by offering essential trade and investment channels, meeting the demand for business and leisure travel for clients (Airways, B., 2017).
[bookmark: _Toc56698334][bookmark: _Toc56699606][bookmark: _Toc56701370]British Airways Policy:

Diversity- BA is supportive to recruit a diverse team of peers from various cultures and backgrounds, as this helps to create an awareness and appreciation of consumer needs and allows BA to provide them with an individual service to meet customers demand (Mills,1995).

Local Communities – BA focuses on local areas around the nation, it has long-term community investment programmes. BA have spent £80 million in support of community development functions, including health and educational sectors.

The Environment- Ba understands that aviation has an impact on the environment and appears to be solely responsible for mitigating this. BA has set goals to minimise this, including carbon production, absolute emission reduction, noise per flight, and waste recycling (Amankwah-Amoah, 2020).

Carbon Fund- BA launched the Carbon Fund in 2012, which uses donations from its clients to recognise clean energy initiatives in communities in the UK. British Airway’s association with Comic Relief has raised more than 4 million to support children in the UK, overseas, living in poverty.
When looking into the ethical side of the business British Airways has developed a CSR scheme named One Destination Programme. The purpose of this program is to address ethical and sustainable issues. The focus of this campaign is to strengthen the position of the business in the context of ethical business practise (Argyro et al., 2018). Furthermore, the programme focuses on areas to support customers before, during, after a flight. For instance, British Airways ensures their organisation has a diverse workplace by employing staff from different countries and cultures with different backgrounds. This diversified workforce helps the organisation to understand the customer’s needs, it can also provide customised services to consumers. This helps the organisation become more effective in terms of satisfying its customers around the world, it gives the organisation a competitive advantage, a good satisfaction level. 
Although British Airways are conducting ethical practises from various aspects of the business, the organisation has been criticised for unethical behaviour which caused the company a major loss. The organisation has several stakeholders involved within their operations. Two of which are classed as B.A staff and the other being its shareholders (Mael and Ashworth 1992). British Airways endured the repercussions of failing to obey their code of conduct and ethics at one point which then led to customer dissatisfaction and loss of trust in the company. The organisation dismissed the concerns about the pay increase proposed by the workers, they also ignored one of their stakeholder’s rights and therefore resulted in significant losses due to a 3-day strike causing flights being cancelled (Ewing, 2011). Although the company did correct the matter before they were faced with more difficulties this act caused the organisation to incur losses and lost confidence of consumers/staff who had trusted the organisation to be productive. 
This situation could be classified as an unethical activity as British airways had outlined its business strategy is to achieve employee satisfaction through motivation and incentives, recognition (Shukla, 2013). For B.A, it was a big step to take to rebuild its brand, trust and loyalty with its consumers and employees who were impacted by such situation and therefore B.A 's customers were compensated for damages sustained, Furthermore the company’s C.E.O.  directly apologised to customers/staff and managed to explain to customers why their flights were cancelled (Taylor, P. and Moore, 2015).
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Kesore, (2020) states a customer satisfaction survey done on customers for British Airway shows that customers of this organisation are very satisfied with the ethical and sustainability practices implemented. 84% said they are highly satisfied with the services provided by British Airways from well -trained cabin crews, to the booking system.



[bookmark: _Toc56021441][bookmark: _Toc56021575][bookmark: _Toc56021661][bookmark: _Toc56022321][bookmark: _Toc56698336][bookmark: _Toc56699608][bookmark: _Toc56701372]EasyJet Airlines 

EasyJet plc is an airline and transportation service provider headquartered in the UK at London Luton Airport. This is a low-cost aviation service group that offers local and global market transportation services. EasyJet provides aviation services to over 1000 routes, offers air-way services worldwide to more than 30 countries. In its business process, EasyJet focuses on ethics and environmental practises to manage effective customer relationship and to ensure consumer loyalty (Koenigsberg, Muller, and Vilcassim, 2008).
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Environment and Carbon Offsetting: EasyJet has acknowledged that the most important threat facing the business world is climate change. Consumers are more environmentally conscious now than ever. Therefore, EasyJet’s objective is to be the best choice for eco-friendly for customers around the world (Will et al., 2016).  

Carbon Offsetting: EasyJet have confirmed that it would reduce carbon emissions from energy consumption on each flight, this is partially due to new and powerful fleets and its drive to fill every seat. The goal is to offset every tonne of carbon, as carbon offsetting would remove emissions from the environment. Successful atmospheric emissions control polices will be implemented to do so. This strategy would also help prevent the emission of extra fuel, more so it is an effective way to reduce the company's carbon emissions and become more sustainable.

Eco-Friendly Airlines: EasyJet have launched the greenest airlines to be more environmentally friendly and to reduce the harmful effects on human health. Some of the ways in which the company can enforce this is by upgrading its fleets as old aircraft use more fuel, and give out more pollution. In order to do this the organisation will use environmentally sustainable materials to carry out this project. In addition, EasyJet also focus on environmentally friendly meals such as meatless flight meals. This meets the demands and requirements of its consumers. 

From the above you can identify that EasyJet are implementing ethical and sustainable polices within their organisation however studies show that they have been criticised for risking the safety of passengers and crew member by scheduling too many flights to make a bigger profit irrespective of what’s legally permissible (Kaberry and Congdon, 2007). Captains are being forced into flying for more hours that they are legally allowed to and face pressure and conflict if they refuse to fly (Lopez, J. 1998). EasyJet dismissed the criticism of the pilots categorically and said it was surprised by their conduct. The airline said it made no safety concessions and was designed to accommodate at a normal degree. This disruption has caused the last flights for the day getting cancelled or delayed.   
Long delays and cancellations have caused passengers to rage and lose confidence in the company, because employees did not know what to say to passengers during the disruption this had had an impact on the customer experience and has made them to believe that EasyJet don’t follow their Code of Conduct (Barkin et al.,1995). After negotiations, a spokesperson for easyJet said the matter with the SNPL pilot union in France had been resolved both with the employees and consumer, the owner of EasyJet, Haji-Ioannou, said he would make every employee feel cared for and respected for and steps have been implemented to prevent this from happening again in the future (Bennett, 2003).
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Overall EasyJet provides facilities for a safe journey, ensures customer loyalty as discussed above. Furthermore, the company’s mission is to give its consumers the warmest welcome. In 2019 a survey was conducted that asked clients about the services offered throughout their journey, 75% indicated that they were satisfied with the services. 
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Jet2.com is the UK’s third largest carrier, the headquarters for this organisation is located in Leeds Bradford, operates from nine UK bases to more than 60 destinations across Europe and beyond. Since 2003, the organisation has increased the number of fleets with 34 brand new Boeing 737-800NG aircrafts delivered by Jet2.com. The company has been able to sell over 96 million seats, with high class service and low-cost flights what’s more! This is why they have won many awards over the years (Jet.com, 2012)
Jet2 is a largely internet-based airline business, with Jet2 concentrating on low-cost flights, protection and reliability is in order to ensure a happy customer base (Kahn, 2002). It is becoming increasingly easier to book online due to the increased use of the internet, Covid 19. This platform enables passengers to book flights faster which increases the revenue of Jet2, in addition about 97 percent of Jet2's clients are believed to use the online booking system. In contrast with other non-internet-based airlines, the organisations revenue is raised from not having to deliver or post tickets to their customers which gives them a competitive advantage (Whitehouse, 2001).
The UK government had published a legal document called Aviation 2050, This was a strategy for airline services to collaborate with other parties to ensure aviation services were sustainable and customer orientated. As for Jet2.com it encouraged the organisation to meet additional needs and identity ways to reduce adverse social and environmental impacts that would not only affect the business but also the customer experience (Radomska and Cherniak, Abesamis, and Ching, 2020).  Furthermore, new technology and innovation in the aircraft helps the organisation to become more effective and sustainable and such services ensure a more diversified market and connection with its consumers which leads to a positive customer experience. 
[bookmark: _Toc56698340][bookmark: _Toc56699612][bookmark: _Toc56701376]Jet2.com Policy:

Training: The company offers professional training on modern service delivery. In addition, it assists staff to avoid misconduct and guides them on how to manage risks in the aircraft during a flight. The manual displays the protocol for handling problems in the aircraft to cabin crews, and Jet2.com uses posters around the airline to increase employee awareness and customer service awareness.

Customer Relation:  Jet2.com provides tour packages to customers on holiday. In order to provide customers with a good holiday experience the company offers coupons or alternative travel dates to customers i.e.: during Covid-19 situation. This enlightens the relationship with its consumers and increases brand loyalty, and confidence. 

Safety: A framework has been developed by Jet2.com to ensure effective customer protection and security is in place. They provide successful first aid training and other vital services during a flight, ensuring a safe journey. It allows the company to become more competitive and gain client satisfaction by having this policy in place (Chena et al.,2016).

Environment: Jet2.com are committed to protect environmental interests. They focus on environmental issues that impact the business; therefore, the organisation has sustainable strategies in place to minimise carbon emissions from the company’s operations. 

Subsequently there has been some criticism when Jet2.com had fallen foul of advertising regulatory agencies after broadcasting a radio advertisement that mislead consumers into believing that a 22 kg luggage allowance was included in the airfare. In fact, there were additional charges for passengers. The ad that was aired said that you can travel from as little as £42-plus, enjoy a luggage allowance of 22 kg (The Sunday Post. 2020).

Jet2.com told the Advertising Standards Authority that it did not think that the commercial was misleading since a 22 kg allowance in one bag might be available to passengers. The ad did not mention that the cost of the flight included luggage (Practice, A., 2020). The Advertising Standards Authority has also found that the ad was deceptive. Jet2 were barred from repeating the ad in its present form and was told to ensure that future commercials state whether luggage is included in the ticket price or not (The Guardian, 2020).

[bookmark: _Toc56021444][bookmark: _Toc56021578][bookmark: _Toc56021664][bookmark: _Toc56022324][bookmark: _Toc56698341]Consumers were dissatisfied as a result of this and the number of complaints was significant. In addition, the brand name has lost faith because misleading data makes customers feel disloyal, not respected. The airline has agreed to now change the marketing so that it doesn’t breach the advertising code of conduct.
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Jet2.com has been rated as the best to provide first-class customer support in their sector and among the very best in the UK, Jet2.com are very compliant with their services and customer satisfaction is about 83.3 (Majid, S.A, 2017).
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In the airline industry, the Deming cycle model can be used for the continuous development of service quality. This allows the business to become more profitable in order to guarantee service quality over time. It also enables the organisation to improve the degree of customer satisfaction (Gupta et al., 2005). 
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(Source: Dudin et al., 2017)

This model consists of four stages including plan, do, study, and act that helps an organisation to improve quality continuously (Dudin et al., 2017). This model is very critical for a service organisation to develop an efficient operating process and to ensure that product operation processes are structured from the very beginning. This also helps the airline organisation to prevent risks by applying corrective and preventive action. The organisation has to remember that this is a linear process with a starting and finish point. The aviation organisation can also use it as a separate tool to identify weaknesses within the business (Cousson et al., 2019). 

This process is split in four stages. In the planning stage, the aviation industry defines the problem with route causes. Then the organisation will meet the do phase here it will implement needed changes, then identify processes that help the organisation to take the corrective action for the issues identified. Then in the check process the organisation will see the adjustments and overlook if the company have made changes as planned.  Then, by reviewing the risk management and organisational procedure, the organisation will make these changes as an official process.

Plan Phase: In the planning phase the airline organisation will select an issue with route causes. Then the organisation will find strategies and methods to resolve the issues. In this case, the organisation would use life analysis methods to manage the change appropriately This illustrates a clear process of corrective action and measures that need to be taken to adhere with (Jagusiak-Kocik, 2017).
Do phase: This is the phase where the assignee acts to meet the problem. This phase also includes an expert who is responsible for analysing the performance. This will also show who will take action to meet the problem.
Check Phase: At this point, the appointed expert will check if the measures taken have the impact of enhancing the quality of organisational services by mitigating risks and other problems.
Act Phase: In this situation, the operating procedure will be revised by the safety manager and general systems will be modified to create an efficient framework for the organisation. This allows clients to become more successful in the functioning of the organisation.
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(Source: Aoun and Alaaraj, 2019)

In the book Quality Is Free, Philip B. Crosby said that there are mainly two components of the cost of quality. The book shows both costs of good and poor quality (Crosby, P.B., 1979).

The Cost of Poor Quality: The cost of poor-quality and services results in airline services not meeting the customer’s requirements, because the issues arise before the services or product is provided to the customer. Internal failures are deficiencies found before the product or service is shipped to the consumer, such costs arise when job outcomes fail to meet the design and quality requirements before they are passed to the client. On the other hand, External failure are costs associated with deficiencies discovered after the product or service is purchased by the consumer. The organisation should not provide such services to the customers because this will reduce the loyalty levels, damage the brand name, furthermore this can lead the customers to switch to a different provider.

Cost of Good Quality: There are various steps an organisation needs to take to ensure service quality. To ensure service quality is more effective the organisation must: Plan for quality, review new services, evaluate the capacity, monitor project for quality improvements, and provide quality training to employees (Aoun and Alaaraj, 2019). Another cost of good quality is the appraisal cost as this will help the organisation become more successful in running the organisation. The cost comes from monitoring the service quality at every stage. In this phase, the organisation will focus on compliance with quality standards and will ensure that the appropriate performance is in place to ensure the quality of service.
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Crosby summarizes its approach about absolutes of quality as management will analyse several issues that they will come across.  Firstly, it is very crucial for management to understand the concept of quality as this will help the organisation to make effective conformance to the quality. The organisation will then focus on what systems to use to ensure the quality in the services are provided by the airline organisation. The company will concentrate on performance standards in the third level, ensuring zero defects in the quality of service and performance standards. The company will then consider what systems they will use to assess service quality in the final process (Crosby, P, 1982).
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This is a famous quality model developed and drafted by Joseph M. Juran. To improve the service quality and reach its goal, airlines organisation can utilize this model as it provides steps to be taken for quality management process (Juran, J.M., 1986).
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(Source: Tejaningrum, 2019)


Quality Planning: The quality path starts with a development phase that needs to accomplish the vision, purpose, and priorities of the company to maximise the quality of service to meet customer satisfaction and compliance requirements. There are five phases for this preparation phase. The organisation would need to consider the client in the first stage, and then it has to assess their needs. The organisation will then identify the characteristics of service in the third stage, then develop services according to the customer’s needs. In the final stage, an appropriate method will be established by the company to satisfy the consumer’s needs. 

Quality Control: Variables can delay the process of meeting the standard of service, Therefore, in order to effectively handle this process, a periodic analysis and evaluation must be conducted. It would also help to manage and monitor, so the organisation can take the necessary action if there is a mistake (Bisgaard, S., 2007).

Quality Improvement: Although the organisation takes proper steps to prepare the services to completely satisfy the needs of its consumers, it may struggle. This may happen due to different factors, such as change in market circumstances, change in customer preferences or even a change in the business process. Organizations should be conscious of these conditions and must establish plans to resolve certain situations in accordance with current circumstances (Juran, J.M., 1999).































[bookmark: _Toc56699622][bookmark: _Toc56701386]Comparison among the three organizations
From the above discussion in regards to the three-airline organisation in the UK, it has been identified that they are practicing ethical and sustainable strategies within their business operation. This approach will increase their service quality and help the organisation to gain higher revenue, improve brand and business awareness, increase employee motivation and also create new opportunities from investors. Amongst the three-airline industry British Airways is the most productive airline in the UK. As the organisation focuses more on environmental and social issues and has done for the longest period in comparison to its other competitors. Furthermore, the organisation has contributed towards the government's target of zero-emission by 2050 to a large extent in comparison to EasyJet, Jet2.com. Additionally, EasyJet is somewhat similar to British Airways and provides maximum effort to be socially concerned. However, the level of customer satisfaction is low in comparison to British Airways with (71% and 83%).  Jet2 is reasonably a smaller organisation than British Airways and EasyJet and their set of cliental are different in terms of what services they provide to customers. Having said that they are responding to sustainable and ethical practices and are following the footsteps of British Airways and EasyJet. 




















[bookmark: _Toc56699623][bookmark: _Toc56701387]Effectiveness of Ethical and Sustainability Practices

Most companies have changed their strategy from growth and profit to sustainability, ethical practices as this provides long-term benefits than short -term profit gain. It is acknowledged that ethical practices are the only means of sustainable business and long-term success. So therefore, organisation have to create an ethical environment and workplace culture that enables the organisation to ensure sustainable/ ethical development is incorporated within their business operation because ethics and sustainability practices in the business helps an organisation to make a good brand image and gives competitive advantage. It also increases productivity and reduces unnecessary cost for the business, furthermore it increases business ability to comply with regulations and attracts new talent and makes shareholders happy. By becoming more sustainable in your business sector you gain more loyalty and get satisfied customers because individuals are more socially and environmentally concerned than ever, as they boycott services from those organisations do not practice such policies within their business operation. 
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In conclusion, it can be concluded that consumers are the cornerstone of an organisation's profits and performance. Recognizing and responding to consumers is important for every organisation to ensure long-term profitability and sustainability. Organizational strategies consisting of ethical and environmental practises help the organisation to guarantee greater quality in its services that have a major effect on consumer satisfaction. From the above assessment of the three airways, including British Airways, EasyJet, and jet2, it was found that they all ensure that sustainability and ethical values are applied in the business process which enables them to effectively and efficiently manage the customer relationship.








[bookmark: _Toc56701389]Recommendations for Ensuring Better Quality
There are different techniques that can be adopted by the aviation industry to help them achieve their goals and fulfil customer requirements. A few of them are listed below:

There are advanced technologies that can help the aviation industry minimise fuel consumption, i.e., advanced analytics systems. In addition, all three organisations should focus on upgrading aircraft to newer fleets, as this will help reduce carbon emissions, meet customer expectations, as most consumers are socially and environmentally conscious.

In the SERVQUAL service quality model, organisations should concentrate on five variables as it captures and measures the service quality experienced by clients. This model allows you to identify the needs and desires of the customer. It will also allow the company to develop a loyal customer base and establish long-term and profitable relationships with customers.

The above organisations should use the Customer Relationship Management (CRM) scheme to create loyalty and to communicate with their customers. This system enables the company to connect with its customers directly through different channels and collects crucial information about the travel patterns, streamlines all its operations and offers the best customer support and requirements. This is a truly customer-centred approach to high-value retail customers and success and relationships in the long term. 
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