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Executive Summary 
This report aims to introduce the importance of quality processes, as well as customer relationship management (CRM) for an organisation, alongside the benefits of efficient customer experience against the disadvantages of poorly strategized CRM. For the purpose of this report the Barbican Centre has been chosen as a company of interest and the Barbican Centre will be used across this report for analysis and in-depth understanding of customer experience. For clarity and understanding of the approaches taken within the Barbican Centre towards customer relationship management and customer experience, different CRM models will be reviewed and their strengths, weaknesses, and relevance to the company will be discussed within the report. Moreover, a Customer Relationship Management model will be chosen and applied to the company in relation to Barbican Centre’s existing customer issues for a development of a sustainable CRM strategy. Overall, by the end of the report a thorough understanding of customer relationship management will have been provided, alongside a strategy and recommendations for the Barbican Centre and its future improvement. 
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Introduction
The main purpose of any business is to bring satisfaction to its consumer base despite of the nature of the product or serviced being delivered to the market. Therefore, one of the most important functions of a business organisations can be deemed as the development and sustainability of a customer relationship between the business and its customers. For a business to have the ability to create an efficient and sustainable customer relationship, there is a requirement for a CRM or a customer relationship management model to be applied in the company of operations. For the purpose of this report, the organisation which will be analysed is the Barbican Centre based in London and considered as the largest multi-arts centre in Europe. (Barbican Centre, 2021) According to Kostojohn (2011), the customer experience is becoming more important for businesses to be able to differentiate themselves from competitors. However, at the same time, the customers are growing to be more sophisticated, more demanding, and less loyal. 
Therefore, for a business to succeed in the current environment, it needs to be run more efficiently than the competition and meet the needs of the current and prospect customer base. The creation of a relationship with customers is not solely based on the business structure and approach, but it is based on the development of a personal relationship with customers, which would create an impact on the loyalty to the brand and the satisfaction of all consumers. Barbican Centre and other companies can have benefits from a customer management system because it allows the company to differentiate customers and create separate segments for different profiles of customers. Furthermore, CRM creates a detailed outlook upon the profile of customers including their demographics, location, and other important information. CRM does not only provide companies with the opportunity to deal with existing customer base, but with the acquisition of new ones and their differentiation in segments. 
After outlining the importance of quality processes and customer relationship management efforts within the company, this report will discuss variable customer relationship models, their definitive traits and how they are useful. Furthermore, the report will apply some CRM models to the company of choice and discuss how they can be efficient and provide benefits to the relationship between the Barbican Centre and its customers. 
Finally, recommendations will be made for the future of the company and its customer relationship management approaches, how they can be improved and what might be missing for efficient quality processes to appear within the organisation. 

Company Context
The Barbican Centre will be celebrating its 40th anniversary in 2022, hence the artistic venue has been operating for nearly four decades. During this time, the Barbican Centre has grown to be the largest art venue in Europe and hosting a variety of artistic endeavours including theatre, dance, film, art and design, as well as creative workshops. It is evident that the Barbican Centre has been aiming to satisfy all types of needs for the variety of consumers which may be attracted. This is further proved through the provided spaces for stores, a library, cafes, restaurants, and bar within the Barbican Centre’s building. 
Even though the Barbican Centre is actively trying to satisfy its consumers, there are certain areas in which it is lacking a stable strategy. This is stated because while the Barbican Centre has a website, a Facebook, and an Instagram account, the engagement and interest in the content being posted in said profiles is low compared to the number of followers they have attracted. The company’s website has been built with evident user experience in mind through the various functionalities and the big scope of information provided for the ease of customers. Similarly, the company has aimed to provide a platform for interaction within its Instagram and Facebook accounts and has failed to create sustainable communication and engagement. 

Review of Customer Relationship Management Models
According to Buttle (2009), there are several customer relationship management models which companies like the Barbican Centre can adapt and use for their operations. One of them is the strategic customer relationship management. The strategic CRM is evidently focused towards the development of a business culture which is surrounded by the customer, or in other words – customer-centric culture. This type of customer relationship management is dedicated to the winning and keeping of customers through creation and delivery of value, which is better than what their competition is offering on the market. Furthermore, the strategic CRM can be noticed in the behaviours of leadership, the development of formal systems within the business, as well as the internal culture which can be portrayed through the internal communications. While the strategic CRM is incredibly beneficial and can be used for efficient and sustainable operations, it is not always the best choice for companies looking to create a relationship with their customers.
Another customer relationship management model which Buttle (2009) mentions is the operational CRM, which improves and automates the customer support and all processes which involve customer-facing. The operational CRM relies heavily upon software application which assists the selling, marketing, and service functions as they are automated and integrated within the company’s operations. While an operational CRM leads to better time-management, it cannot be entirely relied upon, as software and digital tools cannot be fully trusted, because there is always the possibility of being hacked, or of a digital software crashing.
Furthermore, Buttle (2009) mentions the analytical customer relationship management which is entirely concerned with the capturing, storing, extracting, integrating, processing, interpreting, distributing, using, and reporting all data related to customers. In this manner, the analytical CRM gives the company the opportunity of enhancing and improving the company and the customer value.  Even though each customer relationship management model has its distinctive traits, strengths, and weaknesses, not all models are appropriate for use by the Barbican Centre. This is because, as any other company, the Barbican Centre has company values which need to be enhanced and portrayed for the customer to understand, within their customer relationship management and communication.
Evidently, all organisations, including the Barbican Centre find great importance in the maximization of customer experiences and their values. Within the following section of this report, the identifying of quality systems used by the Barbican Centre will be conducted, alongside the evaluation of their efficiency and sustainability regarding customer satisfaction and customer value. 

Selection of CRM Model
Within the Barbican Centre, there are various factors which have direct impact upon the company’s capability of enhancing the consumer experience, as well as on the attraction of new consumers towards the artistic company. Any company can benefit greatly and achieve great highs, once increasing the consumer value and providing all customers with whatever they may require at any point in time. While the Barbican Centre is a cultural centre that provides consumers mostly with experiences which are not tangible, it also has a service side closer to the hospitality sector, due to the provision of rental spaces to cafes, restaurants, bars, and stores. While the Barbican Centre is not personally involved in the products and services provided by those choosing to operate in their building, they are equally impacted by the provision of customer value and ensuring their needs and requirements are met. To expand on this, even though each hospitality business which operates within the Barbican Centre is privately owned, they are a part of the face and brand which the Barbican Centre has created. Therefore, should one of the cafes or restaurants leave a customer disappointed, there is an expectancy that the disappointment would be directed towards the Barbican Centre as a whole, and not singularly towards the café or restaurant. 
Moreover, the Barbican Centre consciously has made the strategy of providing rental spaces for hospitality representatives, which has led to an increased requirement for an appealing customer experience and the provision of synthesized values which will lead all representatives within the Barbican Centre to the achievement of their set goals and objectives. According to Badgare and Jain (2013), the customer experience is something which is defined as the journey of customers within an organization, alongside the products and services being offered by the company to its customers. One of the most important function of customer relationship management is the acknowledgement of a company’s current ability and future potential to provide efficient customer values and a pleasant experience. The said ability and potential can be measured based on the skills of employees hired by the company, as well as the efficiency of decision-making within the organization for the meeting of customer requirements. All customers can be impressed and satisfied by the organizational relationship with them, as all customers acknowledge whenever services are working efficiently or if they are not. Therefore, if the Barbican Centre provides a space where internal processes and activities are efficiently organized, this will lead to a positive influence being created upon the customer experiences whenever they visit the multi-arts organization.
One of the distinctive traits of customer relationship management, is the vital need for all customers to feel valued by the company which they are buying products or services from.   
Whether or not the consumer feels valued by the Barbican Centre and all external companies operating under the Barbican Centre’s umbrella will create significant impacts upon their overall rating of their experience with both products, services, and experiences they may have purchased. Whenever the customers are satisfied with what they receive, this will provide the Barbican Centre with the ability to expand its operations which will then lead to the growth of the business in future. Therefore, it is considered a necessity for the Barbican Centre to brainstorm, create, and further develop a strategy for the business which will have focus upon the business growth and the efficiency of consumer relationships. Through setting points in their strategy which are closely related to the customer relationships, the Barbican Centre will create their own opportunity for enhancing customer value and experience, which can lead to improved brand loyalty, recognition, and the attracting of new customers towards the business. Furthermore, such a strategy would allow the Barbican Centre to develop and strengthen their relationship with customers, which in turn would lead to the achievement of organizational aims and objectives.  
For this to be achieved, there is a tool within customer relationship management called customer value maximization, which entails a method to be used by organisations such as the Barbican Centre. The purpose of customer value maximization is to satisfy customers, in a way that the frequency and amount of customer transactions will increase in the company. The customer value maximization tool is vital for the Barbican Centre, as it is a tool supportive of the improvement of the duration consumers will spend within the organization. Evidently, there are a variety of factors which have an impact on the company’s performance which closely affect the improvement of customer value. However, one of the most noteworthy practices within customer relationship management is to acknowledge or otherwise to know the customers, as if personally. For such a relationship to be created between a business and its target market, the marketing department of the company creates a detailed marketing plan in which the buyer personas are identified in detail.
Since the buyer personas has been defined for the Barbican Centre including artists, young people and students interested in arts, as well as the middle class of the nation influenced by culture, the company should have drafted a plan for the sustainable relationship between them and the customers.
Recently, the Barbican Centre has been experiencing difficulties due to some employee offences in conflict with the company’s anti-racism statement and ethics policy. These accusations have had a serious hit upon the Barbican Centre’s reputation and there is an expectancy for the loss of consumers. It is vital for the company to gain information and expertise about the ways and techniques it can use in this time for the regaining of customer trust and showing respect to the values it aims to provide. In this way the expectations of customers can be met and sustainability can be developed, as customer values have a very important role within the accomplishment of a stable relationship between the business and its consumers. 
As the Barbican Centre is a large organization providing various products, services and experiences to its customer base, it is critical to pay great attention upon the needs and wants of customers for them to have a pleasant experience. Therefore, a customer value network could prove to be incredibly useful for the Barbican Centre. As stated by Blázquez (2014), the customer value proposition is important when promising to deliver potential value to meet the needs and requirements of customers. Such value propositions will support the Barbican Centre through the stimulation of consumer engagement with the company, hence the development of a stronger relationship between the Barbican Centre and its consumers. It can also be stated that the customer value proposition provided by the company is equal to its unique selling point and what makes it special in the eyes of consumers. 
The value proposition is an element which can lead to the achievement of set aims and objectives by the business, as well as the improvement and efficiency of customer services. Such improvements can enhance the consumer desire to visit the organization, which will improve sales and brand loyalty and reputation. Some of the important elements required for the successful customer value proposition include symbolic value, end value, economic value, as well as functional and emotional value. The symbolic value is identified as the social responsibility and other social drivers which the Barbican Centre has defined as its own. However, what is more important in the symbolic value is the identification of main consumer symbolic values. This is because once the customer and the business share socially symbolic values, the customer feels more welcome and more as if he belongs within the premises of the company. Some symbolic values can be represented as the style and design of the physical environment, as well as the customer service and cultural ethics. 
All the values of the company create the final value which the Barbican Centre offers to its customers. Through its acknowledgement, the Barbican Centre identifies and evaluates the final image which it wants the customer to see once exiting the building. Through its proper identification, end value allows departmental heads to make accurate decisions, based on data, which provides the ability for achievement of goals and objectives. For example, another element of end value is the vital economic value, which all customers consider before executing the action of buying. The Barbican Centre should always provide its customer with the adequate value for money in all products and services it has available. Financial advantages are always considered important by customers, even though the Barbican Centre has a market segment which would pay excessive sums for the products and services. Nevertheless, through the provision of economic value the Barbican Centre ensures the improvement of the overall experience of customers within the company. Therefore, consumers will be happier and more satisfied with the purchased products, services, or in the case of artistic events – experiences. This is due to the purchasing of something which not only has a good economic value, but a fantastic value for their time spent. The economic value of products and services is critical for the company to be able to maximize its profits and attract new customers. 
Furthermore, the functional value is what refers to all products and services offered by the Barbican Centre. Should the company have limited products and services offered to a certain segment, the said individuals will not be satisfied and there is a risk they will not repeat their purchase. For this to be avoided an adequate variety of products and services should be provided for all buyer personas which would have been identified. This is an important value for a customer value proposition and the Barbican Centre will create convenience and satisfaction in the customer experiences. All products and services would benefit from the differentiation of similar ones provided by competition. This will give the Barbican Centre a competitive advantage.
Last but not least, the emotional value which the Barbican Centre provides is something which would increase severely the value taken away by consumers following their purchase. It is something which can create pleasure and positivity for the customers. It can be evaluated that a customer who has been touched emotionally by emotional triggers is more likely to be attracted towards a product or service than others. Such emotional triggers can lead to a strengthening in the customer relationship and the strengthening of the customer value proposition provided by the Barbican Centre. 
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Application of CRM Models to Company
The approach which the Barbican Centre has decided upon for its customer relationship management has several factors which create an impact on its sustainability and efficiency. As previously mentioned, when it comes to customer relationship management, the Barbican Centre should pay close attention to the needs, wants, and requirements of consumers. The strategy created should therefore support the value added by the Barbican Centre to its products and services. The varying factors which impact the delivery of satisfaction and customer value to the consumers include not only internal operations, but also external impacts. They will now be analysed and applied to the Barbican Centre for better recommendations to be provided.  
The employees of the Barbican Centre are the driving force of all operations, despite the level of expertise or the area of focus a department may have. The employees play a critical role in the delivery of satisfaction to customers and the meeting of expectations. Therefore, one of the vital actions which the Barbican Centre should ensure is the appropriate training of all employees. Such training should not solely entail the roles and responsibilities of a certain person, but they should create a shared purpose, alongside shared values, and missions. If the values of an employee differ from these of the company, the performance will suffer, hence customer value will not be provided. Evidently, the employees of the Barbican Centre have a shared responsibility for the provision of products and services to customers, which has a direct impact on customer expectations and perspective. An approach which would be beneficial for the company, as an artistically led organization, would be to share the responsibilities amongst employees, hence creating a transactional organizational structure. Since the organizational structure is closely intertwined with the company’s culture, it is vital for them to have a constant synthesis. This will create further possibilities for the Barbican Centre, as well as sustainable relationship with its consumer base. 
Customer behaviour is another important factor for the Barbican Centre and its efficient implementation of CRM practices. As it aims to satisfy the expectations of its target consumers, it is vital for the Barbican Centre to adequately identify, analyse and evaluate consumer behaviour. This will create an ability of adding value to the experience of attendees of the Barbican Centre, and will allow the company to provide the right products and services to its customers. This is incredibly important within the social media platforms which the Barbican Centre chooses to operate from. Since the business has both a physical and a virtual presence, there is great impact of the synthesising of practices the business chooses to adopt both in its physical and virtual spaces. If the consumer shows promise when attending events, but does not engage with the company’s virtual presence, there is something which the company is doing wrong to satisfy the broad needs of its customers. Therefore, since consumer behaviour is such a significant factor, the Barbican Centre should create an adequate strategy for the analysis and identification of its consumers.
On the matter of virtual presence, it is worthy to mention the urgency for the Barbican Centre to create a sustainable digital marketing strategy according to the needs of their customers and the objectives the company wishes to achieve. The digital strategy should refer all marketing activities the company is undertaking through all its digital platform. Importantly, the Barbican Centre should create a brand voice which will be the same through all its platforms, for the successful implementation of stability towards its customers. Should the company have various strategies for the various channels, the brand identity will be lost, and the customer would not know what to expect from the company. Therefore, the Barbican Centre should consider all data it possesses about consumer behaviour online and develop the adequate strategy for the future of their digital presence. Furthermore, the Barbican Centre should consider the broad impact which innovation has had on the arts, culture, community, and businesses across the world. Through adaptation and inclusion of new, more innovative techniques, tools, and technologies, the Barbican Centre would ensure its keeping up with the times. The adaptation of new age approaches can lead to satisfaction of customers, as they have increased expectations due to the various tools and techniques many economic giants such as Apple have shown to them. Furthermore, through use of innovative tools and technologies, there is a large possibility of improved internal operations, increased productivity, and motivation for employees. This can than have further effect on improved consumer behaviour and satisfied consumers. An influence upon the company’s success as mentioned earlier in the report, are its ethics and policies towards racism and inclusion. These have had severe impact on the company’s operations of recent and should be an urgent matter for the Barbican Centre today. They should consider all ethical considerations according with the law, their own brand book, beliefs, and values. This will have severe impact upon the internal business activities of the company as it has a vital place in the culture and structure of the Barbican Centre. The ethical considerations are regarded as the activities and actions the company takes according to their social and moral responsibilities. The brand image is closely affected by the ethical considerations, so customers can be attracter or lost based on the actions taken by the company. 
Finally, the customer relationship management system applied by the Barbican Centre is an important tool which impacts the relationships between the company and its current or potential customers. The efficiency of such a system is provided through all the data which is always kept for the company’s use and provides detailed knowledge of the consumer behaviours. The CRM system can be applied by the Barbican Centre for the gaining of clarity of consumer needs, and the adequate communication between company and customer. A customer relationship management system is the important tool which impacts the ability and potential of the Barbican Centre to provide consumer value and satisfactory experiences. It is a system regarded as entirely focused upon the consumer needs and requirements, which assists in correctly identifying customer values, which can then be fulfilled sustainably and accurately. 


Recommendations to Company
The Barbican Centre is sufficiently providing its customers with a variety of products, services and experiences. Nevertheless, there are ways in which the company could improve its organisational performance and easily achieve their aims and objectives. Such a way is the consideration of quality process systems to be adapted by the Barbican Centre. There are several types of quality process systems which can ensure the successful conduction of daily operations and the meeting of consumer expectations. Furthermore, such quality systems will assist the Barbican Centre with the following of set rules, regulations, and policies for employee behaviour. Overall, quality process systems would be useful for the Barbican Centre because of the provision of improved business activities, increased productivity, and improved employee morale. This can lead to a positive transformation of organisational culture, decrease in employee turnover and customer satisfaction. There are several approaches which can be adopted by the Barbican Centre for the improvement of quality process systems and the enhancing of consumer experiences.  One of the best practices the company must adapt now for the future improvement and sustainability of processes is the training of  company employees according to the rules, regulations, and policies the Barbican Centre has created. As the products and services provided by the Barbican Centre are more often than not direct and personal, the employees should have a singular perspective upon conversing with all clients. Furthermore, all employees should know what the shared morale, vision, and mission of the Barbican Centre is, for them to have a shared purpose which will assist in the increase of employee productivity and motivation. It is important to mention that such training should be done for all employees across the company, like a team-building exercises. Furthermore, the chain of command within the Barbican Centre is from top to bottom, which could lead to lack of employee satisfaction. An important quality system to be introduced would be the engaging of employees in more decision-making and conduction of team meetings. The business has a creative side, from which it follows that most of the employees are looking for the opportunity to be creative within the workplace. The more that Barbican Centre engages its employees, the better results the company will have in the long-term. Furthermore, the staff would feel motivated and there would be a decrease in employee turnover. In addition, the Barbican Centre could provide better incentives including personal training, awards, appraisals, benefits and more. The employees are the most important element of quality processes within the company. Therefore, the employees at all levels should be evaluated and appraised annually, especially in times of crisis such as the coronavirus pandemic.







Conclusion
This report has aimed to deliver detailed analysis of the customer relationship management and quality process systems adapted by the Barbican Centre. The lack of efficiency in the company’s operations has been made evident through its inability to ensure the employee following of vital rules and policies set by the company. This has led to a loss of trust in the company by its consumers, which can have severe impact on the future operations of the artistic centre. As mentioned by Wang and Kim (2017) social media usage can help firms build new CRM capabilities, hence improve their marketing adoption strategies and business performance. The Barbican Centre has been reminded of the importance of approach modification according to the consumer needs and requirements, which entails the re-thinking of customer relationship management approaches. Nevertheless, it has been mentioned in the report of the critical need for the Barbican Centre to create a symbiosis between all of its digital channels including Facebook, Instagram, Twitter, LinkedIn, YouTube, as well as their website. Through the development of an efficient digital marketing strategy the company will be able to create a sustainable relationship with its customers and ensure the quality of all processes conducted internally.
Overall, this report has defined and identified existing weaknesses within the customer relationship management of the Barbican Centre and has provided clarity recommendations for the future improvement of the company processes. In conclusion, the company has the ability of improving its brand image, reputation, and consumer loyalty in the next period if it applies a strategic approach to its processes. 
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