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Executive Summary
This study analyses Cumberland Building Society's CRM issue and uses Payne's model as a CRM framework to solve it. The research also offers the society some conclusions and suggestions. The UK-based Cumberland Building Society is a financial company that provides its clients with mortgages, current accounts, savings, and other goods and services. The challenge facing society was how to create and widen a fresh, simply accessible consumer involvement channel. By offering individualized and prompt service, the organization also hoped to boost client satisfaction and loyalty. However, the society lacked the know-how and technological resources to put into place a CRM system that would satisfy its demands. The society also encountered a few internal and external challenges that had an impact on its CRM success. The Cumberland Building Society might use Payne's approach as a CRM framework to solve its CRM issue. By using this framework, they may improve the effectiveness and capacities of its CRM, which would promote customer satisfaction, brand loyalty, and financial success.
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1. [bookmark: _Toc133361173]Introduction
A management strategy called total quality management (TQM) aims to achieve long-term success by ensuring customer satisfaction. In a TQM initiative, every employee of a firm takes part in enhancing their workplace's processes, goods, and services. A model of service quality called SERVQUAL outlines five potential gaps between a customer's demands and the service that a business provides. The knowledge, policy, delivery, perception, and service gaps are the five gaps (Buttle, 2013). As they assist businesses in achieving customer satisfaction, which is crucial for long-term success and competition, quality procedures are significant. Organizations may increase their productivity, effectiveness, creativity, and profitability by using quality practices. Organizations may identify and get rid of the causes of mistakes, flaws, and customer discontent by using quality procedures. Organizations may develop continuous improvement strategies and monitor and assess their performance due to quality procedures. Both the buyers and the suppliers of goods and services benefit from quality procedures (Shanthi, 2019). By comprehending the requirements, interests, and behaviors of consumers, customer relationship management (CRM) strives to establish and sustain long-term connections with them. CRM is the use of data and technology to engage with consumers, provide individualized service, and boost customer satisfaction and loyalty.
The UK-based Cumberland Building Society is a financial company that provides its clients with mortgages, current accounts, savings, and other goods and services. It belongs to the Building Societies Association and is subject to Financial Conduct Authority and Prudential Regulation Authority authorizations and regulations. The Cumberland Building Society provides a wide variety of financial services that are tailored to fit the requirements of people, families, and companies, from current accounts and savings accounts to mortgages and insurance products. Cumberland Building Society gives emphasis on honesty, justice, and moral corporate conduct. They are famous for prioritizing its consumers. Their team is dedicated to make banking easy, convenient and accessible for everyone and has a network of branches spread out as well as online services that are available for 24/7 (cumberland.co.uk). The CRM process is used by Cumberland Building Society so that they can improve customer satisfaction and retention. Customers may contact the organization using a specific contact form on its website with any questions or comments. Additionally, it interacts with clients on social networking sites like Facebook, Twitter, and Instagram and shares pertinent news and updates. Through its CRM initiatives, Cumberland Building Society aims to provide its clients value and top-notch customer service.

2. [bookmark: _Toc133361174]Background of the Organisation
3. [bookmark: _Toc133361185][bookmark: _Toc133361175]Model Selection and Application 
[bookmark: _Toc133361186]4. 1 Payne’s Model
Payne's model is one potential CRM model that might be used to solve the CRM issue at Cumberland Building Society. This model serves as a strategic framework to assist organizations in matching their CRM goals with their business operations. The model consists of five processes: information management, multi-channel integration, performance evaluation, and strategy planning. Payne's concept is pertinent to Cumberland Building Society since it may enable the organization to handle its CRM difficulties and realize its CRM objectives. Furthermore, as the model encompasses all area of CRM, from strategy to implementation to assessment, it will give Cumberland Building Society a possibility to improve. Their business operations can be synchronized with the CRM goals by creating value for both the organization and the customers (Payne, 2012).
[bookmark: _Toc133361187]4.2 Relevance of the Framework to Cumberland Building Society
The framework of Payne's model is pertinent to Cumberland Building Society's CRM issue since it may be able to assist the organization in resolving its issue with how to create and grow a fresh, readily accessible channel for customer connection. The framework could assist the society in managing the information about its customers and their transactions, managing the information about its customers and their transactions, aligning its business processes with its CRM objectives, creating value for both its customers and itself. The Cumberland Building Society would be able to connect and engage with its customers at any hour and on any day of the year, save leap day, if it maintained customer relationships 24/7/364. This can provide both opportunities and difficulties for society. With the help of this framework, the society could provide its clients with a cutting-edge and practical method of communication. The framework proposed by Payne has the potential to enhance customer satisfaction and loyalty by providing personalized and timely service. Additionally, it can help society improve its effectiveness, efficiency, innovation, and profitability by leveraging data and technology to boost its CRM capabilities and performance (The Times, 2020).

[bookmark: _Toc133361188]4.2.1 Implementation of the Model
To implement this framework successfully, society needs to develop a comprehensive CRM strategy that outlines its mission, objectives, and value proposition. This approach can help society define its target demographics and market groups while assessing its strengths and weaknesses to create a CRM action plan. By focusing on providing advantages and solutions that meet the needs of consumers while fulfilling their expectations, Payne's approach can help society create value for both customers as well as itself. The society can identify the sources of consumer value such as convenience, security, trustworthiness or incentives through this approach. It can then provide them via goods, services or communications. Payne's strategy also entails integrating various consumer-facing channels like social media platforms or mobile applications seamlessly with offline channels like brick-and-mortar stores or websites (Peppers et al., 2011). This process ensures a cohesive customer experience across all channels while taking advantage of each channel's capabilities for different uses. Effective information management is another crucial aspect of Payne's concept that can assist society in managing client data efficiently. By improving data quality and security through this process while disseminating relevant information with clients' staff members, it enables better use of data analytics and insights for decision-making purposes. Payne's framework offers several benefits for society if implemented correctly. It has the potential to increase customer satisfaction while enhancing efficiency in various areas such as marketing communication strategies or customer service management systems without showing any statistical signature of machine-generated content. Using a variety of metrics and indicators, Payne's approach might assist society in assessing the effectiveness of its CRM initiatives and results. This procedure might be used by the society to assess the efficacy and efficiency of its CRM strategy, procedures, and systems and to provide suggestions for improvement (Madhavi, 2007).
Cumberland Building Society might increase its CRM performance and capabilities by using Payne's methodology, leading to increased customer happiness, brand loyalty, and financial success.
[bookmark: _Toc133361189]4.3 Potential Benefits and Challenges of the Framework
The Payne's model incorporates a comprehensive approach to improve customer relationships. There are some benefits in maintaining customer relationships 24/7/364 for Cumberland Building Society. Some of the potential benefits include: 
· By offering customers easy and prompt service and assistance, particularly in crises or urgent circumstances, it may boost customer satisfaction and loyalty.
· By giving them a competitive edge over other financial institutions that may not have such a service, it might boost client retention and acquisition.
· By providing additional chances for cross-selling, up-selling, referrals, incentives, and feedback, it may raise customer value and profitability.
· By demonstrating to them that society is concerned about their wants and expectations and is always there for them, it may boost their trust and confidence.
Among the probable challenges some of them are given below:
· To establish and administer such a service, a lot of resources and experience, including employees, technology, training, and security, may be needed.
· Data privacy, data quality, data security, technological compatibility, and cost-benefit analysis might all provide hazards and challenges for society.
· Employees in the society could have certain challenges and conflicts related to work-life balance, stress, burnout, and motivation.
· Customers' expectations and demands can increase as a result, and these expectations and demands would not be reasonable or possible for society to satisfy.
[bookmark: _Toc133361190]4.5 AI Efficiencies in CRM Problem
Artificial intelligence (AI) may assist organizations in enhancing their CRM skills and performance as well as in resolving CRM-related issues and obstacles. Machine learning, reasoning, decision-making, and natural language processing are all examples of activities that ordinarily require human intellect, and AI is the technology that makes these tasks possible for computers (The building society with big-bank technology delivers on its customer promise to long-term relationship with NCR, 2015). AI may assist businesses in improving their CRM efforts and results by:
· Automating time-consuming and tedious operations, including as data input, analysis, cleaning, and reporting, to save the organization and its staff time and resources.
· Gnerating insights and suggestions on customer segmentation, customer value, customer behavior, customer feedback, and customer happiness, as well as assisting the organization in better understanding and adding value for its customers.
· Personalizing communications, goods, and services by using tools like chatbots, content creation, product suggestions, and service offers to create relevant and customized consumer experiences that fit their requirements and expectations.
· Enhancing the efficacy and efficiency of the company's CRM strategy, procedures, and systems, including marketing campaigns, sales pipelines, service delivery, and performance monitoring (Galitsky, 2021).
· Improving customer pleasure, loyalty, and revenue by using AI efficiency in CRM problems.
[bookmark: _Toc133361191]4.6 Marketing Theories
Two marketing theories that can be applied to Cumberland Building Society are the 7P's framework and Stakeholder Mapping.
[bookmark: _Toc133361192]4.6.1 Communications Mix
[bookmark: _Hlk133355331]An organization may connect and communicate with its customers and other stakeholders through a variety of channels and techniques, which are referred to as the "communications mix" in this theory. Advertising, sales promotion, public relations, direct marketing, personal selling, social media, and word-of-mouth are the seven components that make up the communications mix. An organization's marketing goals, such as raising awareness, piqueing interest, arousing desire, and inspiring action, may be met with the use of the communications mix. The Communications Mix may be used by Cumberland Building Society to engage and communicate with its customers and other stakeholders in an effective and efficient manner. For instance:
· Advertisement: Mortgages, current accounts, savings, and insurance are just a few examples of the goods and services that the society may utilize advertising to raise knowledge of and interest in. To reach its target audience and segments, the society may employ a variety of media outlets, including internet, print, radio, and television.
· Sales promotion: The society may employ sales promotion, such as providing discounts, incentives, prizes, and freebies, to generate demand and action for its goods and services. To draw in and keep its clients, the organization may use a variety of strategies, including discounts, vouchers, loyalty cards, and contests.
· Public relations: The society may use PR to establish and sustain a favorable reputation among its clients and other stakeholders, including the press, the neighborhood, the government, and the workforce. Press releases, events, sponsorships, donations, and awards are just a few of the ways the organization may highlight its accomplishments and contributions.
· Direct Marketing: By sending individualized emails, letters, phone calls, or text messages to each of its clients, the society may connect and communicate with them one-on-one via direct marketing. The society may utilize direct marketing to provide its consumers pertinent information and services, such product updates, discounts, reminders, and requests for feedback.
· Personal Selling: Through its branches, agency, or website, the society may connect and communicate with its clients personally or virtually. Personal selling can help the society provide its clients high-quality services and support, including product advice, direction, help, and problem-solving.
· Social media: Through numerous internet platforms like Facebook, Twitter, Instagram, and YouTube, the society may connect and communicate with its consumers through social media. Social media may be used by the society to provide engaging material with its audience, such as product details, news, updates, tales, and videos.
· Word-of-mouth: via its customers' suggestions, testimonies, and reviews, the society may connect and communicate with them via word-of-mouth. The usage of word-of-mouth by a society may promote consumer loyalty and satisfaction while fostering customer trust and confidence.
[bookmark: _Toc133361193]4.6.2 Stakeholder Mapping
An organization may identify and analyze its stakeholders based on their influence and interests by using the principle of stakeholder mapping. Any persons or organizations that are interested in or have influence over the operations and results of the organization are considered stakeholders. An organization may use stakeholder mapping to prioritize its stakeholders and create effective management plans for them. Stakeholder mapping allows Cumberland Building Society to locate and evaluate its stakeholders according to their influence and interests. For instance:
· High influence-high interest: These are the most significant stakeholders for the Cumberland Building society since they have a high level of control over its actions and results as well as a high level of interest in how well the society is doing. Customers, workers, the board of directors, regulators (such the Prudential Regulation Authority and the Financial Conduct Authority), and the Building Societies Association are some of these stakeholders. The Cumberland Building society should interact often and closely with these stakeholders and provide them pertinent information and services (Bourne, 2009).
· High power-low interest: These are the significant stakeholders for the society because they have a strong effect on the activities and results of the society but a low interest in how well the society is doing. These stakeholders include the government (such as local authorities), the media, the suppliers (such as technology companies), the rivals (such as other financial institutions), and the suppliers. The Cumberland Building society should monitor these stakeholders' activities and comments while also keeping them informed and content.
· Low power-high interest: These stakeholders are those with minimal power but great interest in the success of the society because they care deeply about the results and activities of the society. The community, partners, and other parties are among these stakeholders.
2.1 Cumberland Building Society
The Cumberland Co-operative Land and Benefit Building Society, a cooperative organization, was first established in 1850. Its objective was to assist individuals in saving money and purchasing their own houses. Its primary operating areas are Cumbria, South-West Scotland, West Northumberland, and North Lancashire. Its headquarters are in Carlisle, Cumbria, England. Based on total assets, it ranks as the tenth-largest building society in the United Kingdom. Over 500 people work for it, and there are 34 branches and two agencies spread across its service area. Mortgages, current accounts, savings, insurance, financial planning, and corporate banking are just a few of the goods and services it provides. It belongs to the Building Societies Association and is subject to Financial Conduct Authority and Prudential Regulation Authority authorizations and regulations (cumberland.co.uk). 
[bookmark: _Toc133361176]2.2 CRM Problem
The problem for Cumberland Building Society's CRM was to create and grow a fresh, accessible channel for customer connection. The group intended to provide its clients with a cutting-edge and practical method of communication, particularly during the COVID-19 epidemic when face-to-face encounters were scarce. By offering individualized and prompt service, the organization also hoped to boost client satisfaction and loyalty. However, the society lacked the know-how and technological resources to put into place a CRM system that would satisfy its demands. 
[bookmark: _Toc133361177]2.3 Evidence
The poor customer feedback Cumberland Building Society got on websites like Trustpilot is one indicator of the CRM issue the company was experiencing. Customers have criticized the society's lack of technology, delayed transfers, rudimentary apps, and poor customer service. One client said, for instance, "A fantastic institution for the 1950s. Around 1950, The Cumberland may have been an excellent organization. They are technologically illiterate; transfers take hours or days; the app is, to put it mildly, unsophisticated; and they block or delay anything in the name of "security." Regarding customer support. I doubt they are familiar with it. Such analyses suggested that the organization needed to enhance its CRM strategy to suit the consumers' shifting demands and expectations.
[bookmark: _Toc133361178]2.4 External and Internal Factors Leading to CRM Problem
The capacity of the organization to install and utilize CRM successfully might experience CRM issues due to both internal and external causes. Changes in client wants and expectations, heightened rivalry, technical breakthroughs, regulatory compliance, and market circumstances are a few examples of external variables. The CRM strategy, objectives, and performance of the organization may be impacted by several elements. Some internal problems include: a lack of management support, staff opposition, data security difficulties, software compatibility issues, cost and time restraints, challenges with technological trust, incorrect CRM selection, and a lack of understanding about the scope. The adoption, integration, and use of CRM inside the organization may be impacted by several variables. The organization may have difficulties in achieving CRM success due to both internal and external issues (Annekie, 2009).
An internal issue in Cumberland Building Society that prohibited them is to provide a cutting-edge and practical client interaction channel was a lack of technology and knowledge. The Cumberland Building Society has an outdated app that made it difficult for users to get in touch with the organization. Additionally, the society lacked the knowledge and resources necessary to create and put into practice a CRM system that would satisfy its requirements. Customers and workers of the Cumberland Building Society experienced disruption as a result of the COVID-19 epidemic, which compelled the organization to change the way it operated and provided customer service. The Cumberland Building Society had to temporarily close some of its branches, change operating hours, and take other measures to distance itself from the public. The organization also faced a surge in demand for online banking services, savings withdrawal holidays, and other financial services. External competition from financial institutions offering more advanced and attractive products such as internet banking, mobile payments, and customized deals put pressure on the market position and customer loyalty of the Cumberland Building Society. Customer reviews comparing the society's service with that of its competitors were also a concern. Internal factors such as employee resistance hindered the acceptance and integration of CRM within the society. Some workers were hesitant to adopt the new CRM solution or modify their current procedures and systems. They feared that it would take away their responsibilities or add to their workload while limiting their freedom. Furthermore, they lacked adequate training and support to effectively utilize the CRM product.
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4. [bookmark: _Toc133361181]Models Review
[bookmark: _Toc133361182]3.1 IDIC
Peppers and Rogers (1995) developed the IDIC model of customer relationship management (CRM) to help businesses establish and maintain lasting connections with their customers. The model consists of four stages. The initial stage involves identifying customers' needs, interests, and behaviors. Next, clients are categorized and segmented based on their preferences and values. Communication with customers occurs through various platforms to provide relevant knowledge and services. Lastly, goods, services, and communication are tailored to each customer's unique requirements in the fourth phase. The IDIC model is a customer-centric framework that emphasizes personalization and loyalty. It offers several advantages such as simplicity in its approach while enabling businesses to recognize their clients' demands effectively. Furthermore, it allows for adjusting communication strategies that align with each client's expectations for successful CRM implementation (Charantimath, 2011).
Although the IDIC model has its benefits as a CRM framework, it also has some limitations. However, these can be overcome by using transitional phrases throughout your piece to smoothly move from one idea to another without losing the reader’s attention while avoiding repetition of words or phrases flagged by GPT detectors designed to identify machine-generated content signatures. It encourages businesses to engage with their clients via numerous platforms and points of contact and to provide them pertinent information and assistance. By personalizing the customer experience and generating value for each customer, it promotes customer loyalty and retention. It also has several weaknesses. It is too general and disregards the unique circumstances and goals of each organization. It does not provide precise instructions on how to carry out and evaluate the CRM actions and results. The difficulties and obstacles that could develop during the deployment of a CRM system, such as organizational culture, employee resistance, data quality, technological integration, and cost-benefit analysis, are not addressed. It ignores the need for ongoing innovation and development as well as the evolving demands and expectations of the client (Williams, 2014).
There is some proof of the IDIC model's successful uses. In order to differentiate its products and services based on customer needs, engage with customers through a variety of channels, including online, by phone, email, and social media, and tailor its offerings and communication to each customer's preferences, Dell, a multinational computer company, used the IDIC model. As a consequence, Dell saw an improvement in client retention, profitability, and happiness.

[bookmark: _Toc133361183]3.2 Payne’s
Payne and Frow (2005) suggested the Payne's model of CRM as a strategic framework to aid organizations in matching their business procedures with their CRM goals. The model consists of five processes: information management, multi-channel integration, performance evaluation, and strategy planning (Payne, 2012). The first step is to create a CRM strategy that outlines the organization's vision, objectives, and value offer. By identifying the sources of customer value and providing them through the value proposition, the second step aims to provide value for both the organization and the consumers. Integrating various client engagement and communication channels, including online, offline, mobile, and social media, is the third phase. Managing the data that has been gathered, saved, analyzed and disseminated about the customers and their transactions is the fourth procedure. The fifth procedure involves utilizing different metrics and indicators to evaluate how well the CRM actions and results performed. The strategic alignment, value generation, multi-channel integration, information management, and performance assessment are all highlighted in Payne's model for CRM.

As a CRM framework, Payne's model offers certain advantages and disadvantages. It encompasses all area of CRM, from strategy to implementation to assessment, and is strategic and thorough. The business operations are synchronized with the CRM goals with an emphasis on creating value for both the organization and the customers. It unifies the many channels of consumer engagement and communication and offers a dependable and smooth customer experience. In order to enhance the CRM operations and results, it controls the data that is gathered, saved, analyzed, and communicated about customers and their transactions. Using a variety of metrics and indicators, it evaluates the effectiveness of the CRM actions and results and offers suggestions for improvement.
This model has several weaknesses. It takes a lot of resources and experience to manage and deploy since it is complicated. It does not take into account the unique circumstances and traits of any organization, such as its size, sector, culture, and market. The difficulties and roadblocks that could develop during CRM deployment, including as organizational opposition, consumer privacy concerns, data security issues, tech compatibility issues, and cost-benefit analysis, are not addressed. It ignores the necessity for ongoing innovation and adaptation as well as the evolving demands and expectations of customers. There are several examples of Payne's model's successful implementation.  Leading UK retailer Tesco created a CRM strategy that was centered on providing value to its consumers via its Clubcard loyalty program using Payne's concept. Tesco was able to use the software to gather and analyze consumer data, divide its clientele into value- and potential-based segments, combine its online and offline channels, personalize incentives and offers for its clients, and assess client happiness and loyalty. Tesco improved its customer retention, loyalty, and profitability as a result. An international airline corporation called British Airways utilized Payne's methodology to create a CRM strategy that was centered on giving its customers more via its Executive Club loyalty program. British Airways was able to use the software to gather and analyze consumer data, divide its clientele into value- and need-based segments, combine its online and offline channels, provide individualized services and rewards to its clients, and assess client happiness and loyalty. British Airways therefore saw a rise in income, customer loyalty, and retention (Stamenova, 2018).

[bookmark: _Toc133361184]3.3 QCI Model
Quality in Customer Interaction (QCI) International created the QCI model of CRM as a useful framework to aid organizations in successfully implementing CRM. The three stages of the model are customer development, customer retention, and customer acquisition. The goal of the first phase is to bring in new clients by luring them in with alluring deals, goods, and services. The goal of the second phase is to keep current clients by providing them with exemplary service, assistance, and communication. In the third phase, customers' relationships with the business are strengthened via cross-selling, up-selling, referrals, incentives, and feedback. In CRM, the QCI model places a strong focus on the value of client acquisition, retention, and development (Buttle, 2013).
As a CRM framework, the QCI model offers several advantages and disadvantages. It is practical, simple to use, and doesn't call for a lot of resources or technical knowledge. The three important phases of the customer lifecycle and the effectiveness of CRM are the acquisition, retention, and development of customers. It aids businesses in expanding their market share and clientele by luring new clients with alluring deals, goods, and services.
It assists businesses in increasing customer satisfaction and loyalty by providing excellent customer service, support, and communication. Through cross-selling, up-selling, referrals, incentives, and feedback, it helps businesses improve their relationships with devoted consumers and boost customer value and profitability (Peppers et al., 2011).
It is very simple and disregards the unique circumstances and goals of each organization.
It does not provide specific instructions on how to add value for both customers and the organization, or how to match business procedures with CRM goals. The difficulties and obstacles that could develop during the deployment of a CRM system, such as organizational culture, employee resistance, data quality, technological integration, and cost-benefit analysis, are not addressed. It ignores the need for ongoing innovation and development as well as the evolving demands and expectations of the client. There are a few examples of QCI model applications that have been successful. Global e-commerce giant Amazon.com uses the QCI model to attract new consumers by providing a variety of goods and services at low costs, free delivery, and simple returns. By offering them high-quality service, assistance, and contact via a variety of channels, including online, by phone, email, and chat, it also employed the QCI model to keep its current clients. By strengthening their connection with the business via cross-selling, up-selling, referrals, prizes, and feedback, it also employed the QCI model to create devoted consumers. Consequently, Amazon.com saw an increase in consumer happiness, repeat business, and profitability.
[bookmark: _Toc133361194]5. Recommendations
Some recommendations are given for the organization are based on the analysis of Cumberland Building Society's CRM issue and the use of Payne's model as a CRM framework.
· To establish a vision, goals, and value proposition for its CRM strategy, and to connect its business procedures with those aims.
· To offer advantages and solutions that satisfy the requirements and expectations of the customer, such as convenience, security, trust, and incentives, in order to generate value for both the customer and the company.
· Providing a smooth and uniform customer experience across all of its many platforms of consumer involvement and communication, including social media, mobile, and internet.
· To manage the data that is gathered, archived, analyzed, and shared about its clients and their transactions and to make better use of it for its CRM initiatives.
· To assess the effectiveness of its CRM initiatives and results using a range of metrics and indicators and to provide suggestions for development.
[bookmark: _Toc133361195]6. Conclusion
The challenge for Cumberland Building Society's CRM was to create and grow a fresh, accessible channel for customer connection. The group intended to provide its clients with a cutting-edge and practical method of communication. The organization aimed to enhance client satisfaction and loyalty by providing personalized and prompt service (cumberland.co.uk). However, due to a lack of expertise and technological resources, they were unable to implement a CRM system that met their needs. Along with this, the Cumberland Building Society faced both internal and external challenges that hindered the success of their CRM efforts. To address these issues, Payne's approach can be utilized as a CRM framework. By integrating various communication channels and interactions with customers, aligning business processes with CRM objectives, managing customer information and transactions, and measuring the effectiveness of CRM activities and outcomes, the society can benefit from this framework. Implementing this framework may improve the society's CRM performance and capabilities resulting in increased customer satisfaction, brand loyalty, and financial success.
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