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Executive Summary
Customer relationship management (CRM) refers to the use of technology to manage firms' relations and interactions with customers and to win the engagement and loyalty of potential customers. In this regard, firms use novel CRM systems that allow them to keep in contact with customers and to streamline the process and improve product outreach. However, the concept of CRM has changed after COVID-19 as customers are not physically in contact with organisations. The management does not meet with customers or is not able to physically conduct market analysis to know the needs and expectations of customers. Similar CRM problems have been observed by the management of British Airways in pandemic times that create the need to rethink CRM policies. British Airways is one of the leading airline companies in the world which is operating in about 100 countries. Customer outreach of the firms is higher and demands a lot more changes to engage customers. To ensure a healthy relationship with customers, British Airways is suggested to adopt a service quality gap model which will help the firm to know customer response and make the regular commitment with customers. Using this model, British Airways would be able to accurately target customers to appropriately set the company's goals in the "new normal" world. 















1. [bookmark: _Toc81349743][bookmark: _Toc81417465]Introduction
Customer relationship encompasses each thing of a company’s service which includes great client care, of course, however additionally advertising, packaging, product and provider features, ease of use, and reliability. Yet few of the human beings accountable for one's matters have given sustained notion to how their separate choices form client enjoy. To the volume they do reflect on consideration on it, all of them have exclusive thoughts of what client enjoy means, and no person greater senior oversees everyone’s efforts. Customer service is taken into consideration as a necessary part of any aspect of the enterprise and it defines the destiny of any enterprise. The speedy advances in era primarily based structures associated to the net are main to essential methods in how one-of-a-kind groups interact. This applies equally to the relation of an enterprise with its customer. Organisations use customer Relationship Management (CRM) strategies to ensure reliable customer services and to strengthen their relationship with customers and enrich the customer base (Kumar & Reinartz, 2018). Customer relationship management further helps the organisation to enrich the knowledge of customers regarding products. CRM supports better customer segmentation that helps accurately reach the target population. It is useful for better customer retention. It enhances communication among customers and the organisation. 
This report discusses customer engagement and the customer experience in the organisation in general and in British Airways in which I have worked in the past. The report further discusses the way that customer relationship management works within the time of the pandemic situation in the organisation. British Airways provides service at the airports and deals with millions of customers daily both face to face and online. Company applied customer relationship management to satisfy its customer. This report will explain customer relationships management models such as the Service quality gap model and 7Ps of relationship marketing and the steps needed to take when using them, what are the strengths and weaknesses its haves in a company. This report is structured as follow: Section 2 explains the business context for British Airways, section 3 highlights the importance of customer relationship management and associated challenges concerning British Airways, section 4 describes the customer relationship models in general while section 5 discusses the application and relevance of service quality gap model to the case of British Airways. Section 6 concludes the report. 

2. [bookmark: _Toc81349744][bookmark: _Toc81417466]Company Context
British Airways is one of the largest airline companies in the UK and its records may be traced back to 1919. British Airways turned into set up in 1974. For more than 30 years, British Airways has become a private entity as compared to state-owned (British Airways, 2021). It has become the second-largest airline in Europe while the third largest in the world. British Airways has been focusing more on its customer's experiences after experiences complaints that had been affecting the customer base of the company. Since 2001, that company has used the cost-saving technique to make significant changes in its customer relationship management (MyCustomer Newsdesk, 2004) that enabled British Airways to reduce its cost and to provide a more friendly experience to customers using a Teradata CRM solution. After that in 2015, British Airways has hired an agency, named, Creston Unlimited and Aquila to strengthen its CRM programs (Oakes, 2015). Creston Unlimited is responsible to initiate and manage its CRM strategy while Aquila is responsible to work with the airline's analytics team. The purpose of doing so is to ensure a happy customer experience at British Airways as CRM is important to differentiate the company from other airlines which are used to engage customers effectively within the business. The new strategy of customer relationship management helps the organisation to show its customers that they are at the heart of marketing through communicating business and personal messages. 
British Airways believes that the best approach to attract customers is to use the personalized approach that enables the company to use customer data in much analytical way in its CRM strategies. The hiring of a new agency for CRM also reveals that how much CRM is important for customers. However, the strategic approach to CRM must be changed to a new approach after COVID-19 as customers are now more concerned with their safety and want to get everything at their doors. British Airways is one of the largest companies hiring around 45,000 staff in about 100 countries in the world while serving about 40 million passengers yearly. Managing these customers in the pandemic situation is of critical importance as they belong from different countries that are experiencing a different level of severity of COVID-19. 
To manage its CRM, British Airways must start a new strategy by adopting similar approaches in a more organised way. British Airways needs to integrate advanced technologies to analytically use customer's data while making the privacy of customers at the centre of interest. 
The section below shows how CRM strategies help British Airways to enhance its customer base and to improve customer experience after COVID-19. It has been over a year now since the COVID-19 pandemic started and British Airways has been an aviation company providing service to the customer. The company faced with a lot of sets back and challenges by customers and cargo not been able to travel from country to country and financial losses, the company must use critically thinking and a new tool to try and under customer needs, and by using customer experience (CX) leader to care, connection, building capabilities and meeting customer where they are today, etc. It can surely maintain a good customer relationship management between the customer and the company after the pandemic.    
3. [bookmark: _Toc81349745][bookmark: _Toc81417467]Customer Relationship Management 
Customer Relationship Management is the manner of handling all factors of interplay a corporation has with its customers, along with prospecting, sale, and service (Soltani et al., 2018). CRM programs try to offer perception into and enhance the relationship between customer and company through combining all those perspectives of customer interaction into one portrait. In the business community, CRM is used as an incorporated method to be identifying, obtaining and maintaining customers. It permits companies to manipulate and coordinate purchaser interactions throughout multiple channels, departments, strains of enterprise, and geographies. In this way, CRM allows groups to maximize the cost of each interaction among customers and company and guarantee the improvement in the performance of the company. Alongside, in a modern business environment, CRM is widely used because it ensures enterprises make the most of profitability, sales, and consumer pride through managing around consumer segments, fostering behaviour that satisfies customers, and imposing consumer-centric processes. 

3.1 [bookmark: _Toc81417468]Importance of CRM in Businesses 

CRM is practised in an extensive form of industrial contexts, which assists companies to overcome various consumer courting control problems. For instance, in the banking sector, direct interaction among banks and customers has occurred on daily basis (Badwan et al., 2017). Banks use CRM to enhance their analytical functionality to assist them to control client defection fees and to decorate cross-promote performance. Data mining strategies may be used to pick out which clients are probable to defect, what may be accomplished to win them back, which clients are warm potentialities for cross-promote gives, and the way first-rate to speak the ones gives. In the auto manufacturing industry, producers promote via distributor/supplier networks. They have little touch with the cease-consumer proprietor or driver. They use CRM for its potential to assist them to broaden higher and greater worthwhile relationships with their distribution networks (Kumar & Reinartz, 2016). Being bodily disconnected from drivers, they have got constructed websites that permit them to engage with those cease-users. This has advanced their expertise in purchaser requirements. Ultimately, they wish CRM will permit them to win an extra proportion of cease consumer spend throughout the automobile purchase, renovation, and substitute cycle. 
Similarly in the Information technology sector, CRM helps companies to accumulate purchaser information, section their purchaser base, automate their income methods with product configurator software program and supply their customer support online. Moreover, manufacturers of consumer items address the retail trade. They use CRM to assist them to broaden worthwhile relationships with retailers. CRM enables them to recognize costs-to-serve and purchaser profitability (Dewnarain et al., 2019). Key account control practices are carried out to strategically substantial customers. Manufacturers can run CRM-enabled advertising and marketing campaigns which can be extraordinarily cost-effective. 
4. [bookmark: _Toc81349746][bookmark: _Toc81417469]Models Review
4.1 [bookmark: _Toc81417470][bookmark: _Toc81349747]Strategic Relationship Modelling and Theories
 
Relationship management is the core tool of managing customer relations. Relationship management is the strategic approach used to manage relationships among all stakeholders while customer relationship management refers to the strategic management of the relationships with customers using advanced technologies. Customer management allows the organisation to use and implement various tools to manage customer relationships.

 
4.2 [bookmark: _Toc81417471]7 Ps of relationship management 

To manage healthy relations with customers, organisations can use customer winning and customer keeping elements. The strategy can be implemented using the 7Ps of relationship management in which product, pricing, promotion, and place are customer winning elements while people, processes, and pro-active customer service are customer keeping elements (Ho, 2018). Customer relationship enables organisations to focus on long-term goals and to emphasize customer retention. It ensures that the organisation is giving high priority to customer services while making frequent contact with them. The relationship market enhances the commitment of the organisation with customers and builds a relationship based on trust and cooperation. 7Ps of relationship management is shown in figure 1.  
[image: ]
Figure 1. 7 Ps of Relationship Management (Marketing91, 2021)
4.2.1 Customer Keeping Elements 

Organisations can use the 7 Ps of relationship marketing for customer retention. Customer-keeping elements are important to retain customers and to achieve customer loyalty. 
People are an important customer keeping an element of relationship marketing (Akroush, 2011). Retaining customers is ready to construct relationships, and these relationships are approximately human beings. Organisations need to consider people as human and treat them as likely. Compare the way organisations behave customers in rush hour with the way you power down your road beyond your neighbours. When you understand you'll see human beings again, or in case you need to peer them again, you deal with them better. The complete organisation desires to care for customers and work for customer retention. Organisations should be accountable to make certain that is customers are given the highest priority and are treated as a human which could help to win thrust of the customers. Another element that helps to keep a customer is the process. It involves sharing with the customer about how the product is manufactured and how service is delivered to customers. The sharing process helps organisations to win the trust of customers (Jain, 2013). 

4.2.2. Customer Winning Elements 

Product is an important customer winning strategy. Consumer simplest cares approximately about one thing: what firms’ services or products can do for them. Based on this, customers prioritize your product the please them and they buy products that optimize their desires. Such technique refers to “product-led advertising.” In an advertising mix, product displays while focusing on 5 elements including design, quality, attributes, packaging, and marketing positioning (Ramadani, 2020).
Another customer winning element is price which shows how the product or service is cost. Every firm has its price and if the firm selects the right targeted population but chooses the wrong price, it would not be possible for a firm to achieve its desired goals. The price firm put ought to mirror how the firm perceives its customer and how it correlates together along with a budget, and how it must be charged in a manner that guarantees to earn profit. Pricing has a large effect on the achievement of your commercial enterprise, and it may affect your advertising strategy and income (Suthiprapa &Tuamsuk, 2021). There are many specific pricing techniques utilized by different organisations including economy pricing, price skimming, and premium pricing, etc. 
Promotion is another tool used by the organisation to win customers. It implies increasing customer knowledge about the brand and its offers. The promotion technique is used to share a story with customers to encourage customer engagement. The place is where organisation offer their products. For effective decisions, it is important to consider multiple factors before choosing a place. For instance, the decision to choose a target audience helps in ensuring the right distribution channel (Narknava & Yonwikai, 2021). Similarly, the decision to choose an online sale or physical sale is another example of a place. 

4.2.3. Strengths and Weaknesses of 7 Ps 

7 Ps is the most beneficial in times of crisis because it enables firms to rethink their customer relationship to keep and win customers' trust. It helps change products, specifications, and attributes as demanded by customers. 7Ps allow the organisation to change the service delivery mechanism by changing place and promotion strategies and by targeting the right people. Contrary to this, 7Ps is a lengthy and time-consuming process that decreases the customer retention process (Rofiq Hidayat, 2020).  

4.3 [bookmark: _Toc81349748][bookmark: _Toc81417472]Service Quality Gap Model 
4.3.1 Services Quality 
Quality of service is commonly considered because of the output of the service delivery system, within the case of natural provider systems. Moreover, service quality is related to the satisfaction of customers (Sankar et al., 2020). Quality of service is a subjective term as it is linked to how the customer perceives a service. Customers, however, shape their perception of service quality based on various elements and contributing factors. Service quality focuses on reliability, assurance, tangibles, empathy, and responsiveness. Reliability implies the ability of the firm to accurately offer services while assurance is how well the firm can win the trust and confidence of customers. Tangibles refer to the physical appearance of product and service while empathy caring attention toward customers. Lastly, responsiveness means how effectively firms respond to customer's concerns and complaints. 

4.3.2. SERVQUAL

SERVQUAL is a service quality model which is used to identify and bridge the gaps in service quality. SERVQUAL focuses on 5 main gaps including knowledge gap, policy gap, communication gap, customer gap, and delivery gap (Sankar et al., 2020). The service quality gap model is shown in figure 2. 
[image: ]
Figure 2. Service Quality Gap Model (EPM, 2021)

4.3.3. Knowledge Gap 
Knowledge gap helps the organisation to show the difference in customers' perception and expectation with what exactly customers receive. The knowledge gap grows significantly if the management of the organisation does not think about the expectation of customers mainly because of poor communication, poor market analysis, inability to understand customers' desires and expectations, poor information about customer complaints, and poor interaction among customers and management.
 
4.3.4. Policy Gap 

Policy gap refers to the difference in the perception of management about customer needs and translation of these perceptions in policymaking regarding service delivery. The policy gap increases mainly due to poor information about customer desires and how management provides to customers. Other reasons for the management gap include a poor commitment to the service quality, poor goal orientation, lack of standards related to customer service, lack of standardization, poorly defined level of services, and failure to upgrade the service quality standards (Lubna, 2021). 
[bookmark: _Hlk81504236]4.3.5. Delivery Gap 

Delivery gap refers to the difference in the service delivery standards and actual service delivery. The delivery gap is mainly due to poor use of technology, poor supervision about product manufacturing, and communication gap. The reason for the delivery gap includes poor teamwork for product delivery, lack of knowledge about the product, insufficient human resource management, and performance gap. Along with this, the role of ambiguity and conflicts increases the delivery gap in an organisation. Poor allocation of resources and employee management also increases the delivery gap.
 
4.3.6. Communication Gap 

The communication gap is another reason for poor service quality which must be focused on while ensuring customer relationship management. The communication gap implies the difference in the company's advertisement regarding the product and the actual product delivered.  The communication gap increases when the organisation does not offer services about its commitment. Balanced communication is important for customer satisfaction while the communication gap increases because of over-commitment, poor integration among product departments and communication, lack of communication among advertisement teams, and operational management (Fida et al., 2020).  
4.3.7. Customer Gap 
Another gap identified by the service quality model is the customer gap which shows the difference in the perception of customers and their expectations. Organisations lose a big number of customers because they do not consider thinking about customers' perceptions and expectations. 
4.3.8. Strengths and Weaknesses of SERVQUAL
The service quality model is beneficial for organisations as it helps to identify gaps and troubles among firms and customers (Le et al., 2020). Such identification of gaps helps them to bring appropriate solutions to minimize these gaps and to strengthen customer relations with the organisation. Contrary to this, service quality management has some drawbacks need to focus on individual customers while assessing their needs, perceptions, and expectations. It required firms to invest more in employee training and to inject more investment into technologically advanced devices to keep a record of customer responses and demands (Le et al., 2020).  too. The biggest weakness of this model is that it is based on subjective analysis which implies that organisations
5. [bookmark: _Toc81349749][bookmark: _Toc81417473]Model Selection and Application for CRM in British Airways 
[bookmark: _Toc81417474]5.1. Post COVID-19 and Business need

[bookmark: _Hlk81504295]Linking the customer relationship management models and theories with the case study of British Airways, the service quality gap model is a model applicable to the firm. Currently, British Airways is facing problems in customer relationship management mainly because of its inability to reach customers (Jackson & Tozer, 2020). To accurately target customers, the management of British Airways should focus on identifying the needs of customers and prepare road maps that accurately satisfy their demands. In the time of crisis such as COVID-19, customers have changed the way to shop and the way to interact with organisations. Travelling is restrictive and now customers do not want to make more visits for buying tickets or for seeking schedule for flights. Now it is time for British Airways to realize the needs of customers and to change its customer relationship management strategies using technologically based computing devices. The use of advanced technologies helps the management team of British Airways to acutely and timely gauge the needs and requirements of customers, to make effectively communicate with them, and to accurately share the company's message with customers. The company is facing a problem to manage customer relations mainly because customers do not rapidly share their information and neither want to make visits. In this regard, British Airways needs to bridge the gap by identifying the factors affecting service delivery. 

[bookmark: _Toc81417475]5.2. Application of SERVQUAL Model 

In the identification of service quality gaps, the management of British Airways must follow steps to identify knowledge gap, delivery gap, policy gap, communication gap, and customer gap (Sankar et al., 2020). The identification of these gaps helps the company to timely respond to customers' complaints and perceptions. It further helps British Airways to expand its customer base, attract new customers, and win customer satisfaction. 

5.2.3. Strategies and Challenges associated with Knowledge Gap 

To identify the knowledge gap, the management of British Airways should develop a customer-friendly app that allows customers to share their experiences and expectations from the company. It does not only help to build an upward communication channel among customers and management but also help to the operational department to know what customer wants. To effectively analyse the market situation, British Airways should make period use of feedback form which allows customers to share their happiness about customer's experience. For effective marketing analysis, the management needs to regularly survey the market and customers and should use computing devices to keep a record of customers' satisfaction. The management needs to use customer engagement tactics to involve customers in sharing their experiences and complaints about service delivery. Furthermore, to strengthen the relationship between management and customers, British Airways should arrange video conference meetings where customers are encouraged to share their thoughts and experiences. This practice will help the management of British Airways to show how the company gives importance to customers and how worthy customer relationship is for the firm.
 
5.2.2. Strategies and Challenges associated with Policy Gap 

Another CRM strategy that British Airways could apply to strengthen customer relationships is to reduce policy gaps. In this regard, British Airways must share its knowledge about customer needs and service delivery policies and standards on the website. This process will help customers to know the standards on which firm is offering services which will reduce the policy gap. The management of British airways must rethink the company's goals and make it in line with the needs and demands of the "new normal". Such a strategy would help customers to know their importance and worth for the company. The reorganisation of product standardization and goals setting also helps the company to make their goals in line with the needs of the customer which will further help to win customer trust and engagement. The challenge to apply this method for CRM-related problems would not be higher than the benefits it brings from customer satisfaction. To minimize the policy gap, British Airways should continuously update its customer through news updates for upcoming events, sale packages and routinely inform customers through messages. 

5.2.3. Strategies and Challenges associated with Delivery Gap 

The third strategy to enhance customer relations and to improve service delivery is to reduce the delivery gap. In this regard, British Airways should use advanced technology and should regularly supervise employees' understanding of customer needs. As stated earlier that employee who are not able to accurately operate technology could cause a delivery gap. Therefore, the management of British Airways should initiate training programs that help the employees to learn and operate new technologies for data handling and managing. Such a strategy would help British Airways to continuously track its record of the needs and demands of customers that are changing rapidly after COVID-19. Along with this, British Airways must invest in human resources which help the staff and labour to service customers with proper skills through emails (Lubna, 2021). 

5.2.4. Strategies and Challenges associated with Communication Gap 

Another gap associated with poor service quality is the communication gap which largely affects customer satisfaction when they are making online dealings. To reduce the communication gap, the management of British Airways should avoid over-commitment and should make commitments only when they can meet. This strategy is useful because wrong commitments would lose the trust of customers and therefore it is not necessary to make over-commitments. To reduce the gap between the advertisement team and operation teams, the management of British Airways should strengthen the communication among both departments. In this regard, the operational manager must regularly meet with the advertising manager to know customer demand and service requirements. The benefit of doing so not only reduces the advertisement cost but also saves the cost of producing inappropriate products and offers.
  
5.2.4. Strategies and Challenges associated with Customer Gap 

The customer gap increases because of misalignment between customer perception and experience (Khezeli et al., 2021). To reduce this gap, the management of British Airways should routinely monitor the perception of customers by analysing their response to service delivery. This could be done using a questionnaire and survey. To accurately know customers' responses, software and data management tools should be used that help to graphically illustrate the information. 

[bookmark: _Toc81417476]5.3. Benefits of Using SERVQUAL Model 

The use of the service quality gap model would help British Airways to take actions that are necessary to manage customer relations after COVID-19. The analysis of internal and external factors to reduce the delivery and policy gap would help to show firms' commitment toward customer engagement and customer satisfaction (Dandis et al., 2019). Similarly involving customers to reduce communication and customer gap would help British Airways to know customer perception and demands that are changing during and after COVID-19. This process also helps British Airways to align company policies and goals with customer perception and expectations and help them to win customers as compared to competitors. 

[bookmark: _Toc81417477]5.4. Challenges in the Application of SERVQUAL Model 

Despite various benefits, the application of the service quality gap model has certain challenges for British Airways. Firstly, the company needs to build long-term relations with customers who require management to hire staff for data handling and processing. The analysis of customers' needs and feedback require British Airways to change business policies and goals setting which is lengthy and difficult for fresh employees and fresh leadership. Another challenge in the application of the service quality gap model is the need for investment that would increase the burden of funding and lending for firms which is not an easy strategy in pandemic times (Dandis et al., 2019). 
   
6. [bookmark: _Toc81349750][bookmark: _Toc81417478]Recommendations
Customer relationship management and its needs have been changing almost all over the world which has changed the business strategies as well. To understanding the needs and demands of customers in pandemic situations, British Airways is recommended to use soft tools including questionnaires, surveys, and feedback forms. British Airways is also suggested developing a mobile app that increases the access of customers while interacting with the firm. The use of the app would help the company provide doorstep facilities to customers. As the company is offering services to different nations, therefore, British Airways is suggested to facilitate customers with their local languages. This strategy would also help the firm to enrich its customer base (Katsoni & Poulaki, 2021). British Airways is suggested to use the Service quality gap model to minimize the gap in five dimensions including knowledge, delivery, policy, communication, and customer gap. This strategy would enable British Airways to win the heart of customers by showing them their worth and importance to the firm. British Airways is further recommended to use advanced technologies and artificial intelligence to technically and strategically use the customer’s related data and to translate this information into service delivery and operational process (Jackson & Tozer, 2021).

7. [bookmark: _Toc81349751][bookmark: _Toc81417479]Conclusion

Customer relationship management refers to the strategic management of using data to build relationships with customers. The purpose of customer relationship management is to improve customer engagement and customer satisfaction toward service delivery. This report uses the case of British Airways which has been facing customer relationship management problems after COVID-19 as customers have changed their needs and perception. In this regard, the report discusses the importance of CRM models and applies the service quality gap model to British Airways and suggests how a company can manage customer relationships in a pandemic time.  
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