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Executive Summary
Customers are the pillar of an organisation; and success of the organisation is achieved when customers are satisfied with its products and services. This study focuses on the Barclays Bank in UK that has a good reputation among the customers. They focus primarily on their communication skills, and consistently try to improve their feedback procedure. Through feedback and complaint procedure, they get to know about the varying needs and demands of customers. Accordingly they take steps to mitigate the issues faced by customers. This study also focuses on the need of CRM, who tries to maintain good relationship with both old and new customers.   
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Customers are an integral part of building and making huge success and profit for any organisation, since they pay expenses to buy their required goods and services from various organisations. The expenses that are paid are later distributed among the working employees in the form of salary, wages, bonuses and increments. Customers get attracted towards any organisation because of the various facilities and discounts that are provided by them to get huge profits and make a name for themselves. Barclays, a private limited company and a multinational investment bank has established itself as one the top operating financial institute in the international market, after it has started functioning as a transatlantic consumer, corporate and investment bank anchoring in two domestic markets in the UK and the US. In the year 2017, the total income of the firm stood at Rupees, 20,937 million pounds, the cost of income ratio increased to 75 % from 73 in 2016 (home.barclay, 2018). 
[bookmark: _Toc518410954]Factors through which Barclays can maximise its customer value    
1. Communication 
Better communications based on properly researched buyer personas and customer division. 
It is important for Barclays to be knowledgeable about their customers using feedback mediums, customer inspection, and market research methods. Therefore, it is important to know about the customer’s profile, after that the buyers profiles are divided to deliver enhanced communications using marketing automation software (Peppers and Rogers, 2016, p.32).
2. Going above and beyond
It is important for Barclays to nurture their customers, and it is not always important to sell their product but just to know about the customer, and this mode of connection is hugely impactful and it is not also forceful for the customer. So the working employees of the Barclays can send a personal message to a customer, if a customer has purchased any goods or service or may even send a free gift or make a great deal like providing 76% discount on a loan, does really makes any consumer to get attracted towards these kind of companies (Lemon and Verhoef, 2016, p.28).   
3. Loyalty scheme
Nowadays many business organisations, like Barclays are using loyalty points to attract and retain customers. Sometimes they even raise the loyalty points by 20% or 40%, to make the existing consumers stay in the business relationship for a long time, in exchange of a return gift or services, which have been provided to them. Additionally this method locates and identifies loyal customers at the start of the relationship (Wu et al. 2014, p.1650).    
4. Value influencing cross sales and up sales
When a cross sales adds value to the customers of Barclays, then they should mention the options.  In the process of  up sales, any organisation like Barclays makes it worthy, for example they provide 40 percent off when a customer purchases two items, a special discount for registering for an one year subscription. When they raise that mean transactional value, then they are maximizing the Customers Value (Homburg et al. 2017, p.400).
5. Relevant online presence
This is an impactful method to boost the transaction numbers. The Barclays should try to make their brands relevant as much as possible, so that the consumers will think of this brand before going for other brands. 
Quality process in Barclays 
Gaps model of service Quality
Service is an activity that comes from delivering work performances, by employee, machines, machines with employees, for the customers and business persons and is provided by profit or nonprofits. Quality and service are two important aspects of the model, where quality is the overall, features and characteristics, of an items or goods, or a service that possess the capacity to fulfil the specified or applied requirements (McColl-Kennedy et al. 2015, p.430). In this model a customer gaps occurs due to differences in expected services and perceived services. The customer gaps are caused due to four provider gaps. 
1) Gap 1 - Unaware about customers expectations - Due to improper and not being aware of the customers’ expectations the gaps are can be created. 
2) Gap 2 - Improper selection of service design and standards - Due to wrong selection of service design and standards, the customer gaps are not met.
3) Gap 3 - Service standards not receiving delivery orders - Even if the service standards are met, then also there also remains a gap due to improper delivery or late delivery of goods and services. 
4) Gap 4 - Imbalances between promises and performances - Sometimes if the employees make great promises to deliver goods and products, but if they don’t deliver expected performances then the gap is created.
Factors causing provider gap are:
1) Inadequate market research methods, introduction, briefing and its utility - Due to improper, inadequate market research methods, introduction, briefing and improper utility the gaps are created.
2) No upward communication - Due to no upward communication, the gaps are created.
3) Improper relationship emphasis - Due to improper relationship emphasis, the gaps are created.
4) Service recovery shortage - Due to Service recovery shortage, the gaps are created.
5) Substandard service design - Due to Substandard service design, the gaps are created.
6) Unavailability of customer oriented service standards - Due to unavailability of customer oriented service standards, the gaps are created.
7) Wrong physical proof and services cape - Due to wrong physical proof and services cape, the gaps are created.
8) Worst human resources rules and regulations - Due to worst human resources rules and regulations the gaps are created
9) Not succeeding in balancing supply and demand - Due to failure in balancing the supply and demands, the gaps are created. 
10) Customers not performing their usual roles - If the customers don’t perform their daily roles, the gaps are created.
11) Service Intermediaries issues - Due to problems in service Intermediaries, the gaps are created.
12) Marketing communication unification absent - Due to improper unification and absenteeism of marketing communication, the gaps are created.
13) Customer expectation mismanagement - Due to improper management of customer’s expectations, the gaps are created. 
14) False promises - Due to vague and false promises made to satisfy the customers, and then gaps gets created. 
15) Horizontal communication deficiency - Due to deficiency in horizontal communication among the employees of Barclays, the gaps are created.
 To reduce and end this space it is important to be aware of the customers’ expectations, set up the appropriate and correct service quality standards, confirming that service performance tallies with the standards, and finally the delivery should be satisfactory and fulfil the promises that were made (Blázquez, 2014, p.100). 
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Customer reviews makes or breaks the name of an organisation, since a customer based on the quality of the products and services, helps an organisation like Barclays to be promoted. A good experience will help to attract more customers, as the person who had good experience will have positive statements about it, while bad experience will attract negative statement. As per the review website the customers had mixed responses about the goods and services of the company (Verleye, 2015, p.340).       
Customer service: 
The Barclays keeps enhancing and innovating, and thus offering a broad extent of products and services that helps the customers and clients to accomplish their goals, objectives and ambitions. The institute provides an extent of products and services, like mortgage products, wealth and investment managing, innovating payment systems, and digitalised mobile banking system. The company creates an online and mobile payment channels to develop ideas regarding no contact card payments. Barclays have collaborated with 40,000 organisations, from charities like Comic Relief and Children in Need to businesses such as ITV and QinetiQ to win various awards by including investment in the innovative technology and systems with a detailed focus on the customer. 
They also help their customers to be protected against tough times with an extent of travel, home and life insurance products. The businesses operations at Barclays benefits from their experience of working with more than three-quarters of the managing agencies and the largest capital providers at Lloyd’s of London. Besides this the institute also help the clients like corporations and governments to accomplish their ambitions, and provide them advices on topics like mergers and acquisitions and initial public offerings. Lastly, they try to provide easy access to funding solutions for fields comprising of factors like environmental finance, socially benefitted infrastructure, development of institutions and small finance groups. Thus the institute develops an impact on the investing proposition in their wealth business and continues to grow a Green Bond Treasury portfolio. Therefore implying on this responsibility will reveal the new sources of sustainable growth, provides finance to important solutions and permits Barclays to generate returns by acting as a key intermediary in mobilising essential flows of capital that requires growing over time (Martin et al. 2015, p.90).
Customer centrality: 
The Barclays employees tries to establish networks with their customers by completing simple transactions, offering specialist advice and thus supporting them to make relationships, build trust. They also offer their employees superb training, development and leadership, in addition to the technology and digital skills to offer a legendary customer service. The London-based Barclays, which provides products services to 48 million people in the world offers a great year ending percentage returns on savings accounts and certificates of deposit, it also has the lowest fees and the highest interest rates, which makes Barclays the best bank to and increase the savings (Ren et al. 2016, p.20). 
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Importance of customer relationship management:
The Barclays customer relationship management aims to make values for the customer and the company itself for a longer period of time. Through production of quality products and services, the company can instil huge benefit values among the customers. These products and services can be anything like financial, industrial, agricultural sectors. While, the service can repair, after home services, offering great concession and relaxation rates on products, that is providing great discount and interest rates on loans, receipt of payments.   
If the customers get satisfied by the overall good and services of the Barclays, like customer service, customer care authority’s behaviour, quality of the product, proper then they will not look for other choices, because they know about the great services that are rendered here.  The institutes should keep the interest and preferences of the customers at their top list, while providing them the services and products, so that they don’t lose their customers to their competitors. 
As it has been mentioned above that it is necessary for the companies like Barclays to be innovative, creative and a little bit considerate of the consumers status, lifestyles, tastes and preferences before providing the goods and services, since neglecting these factors can lead a customer to another institute, which provides the similar facilities, goods and services at a more consumer friendly and cheaper rate. 
Nowadays the business entities fight against multi product offerings that are made and delivered using networks, affinity, and partnership of various types. So, thus it becomes important to keep customers and form relationships, with other value adding companions to corporate performances.   
Finally this is a business strategy that is established to develop the customers’ relationship and the outcomes from it helps to maximize the best of profitability, income and meets the requirements of the customers (Bilgihan et al. 2016, p.110). 
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Buyer seller relationships:  
A buyer and a seller are interdependent on each other, and without any one of them it is not possible to develop and maintain a good customer relationship. There are various factors which drives the factors of a buyer and a seller relation like quality, quantity, cost, delivery and other. These factors are quite crucial in establishing a good customer relationship. In the following manner these factors drive the relationship between a buyer and a seller (Stein and Ramaseshan, 2016, p.10). 
Quality - No customer would like to receive goods and services that are well below expected standard. A company, like Barclay will not produce such goods and services that affect the satisfaction level of the customer.  Any customer, who has received poor quality of goods and services, will try to look for another company, that offers these goods and services at a more authentic and high level, including other customers benefits like free deal or great discount rates.   
Quantity - A consumer may go to the Barclays institute expecting that he will receive as many goods as at an affordable and low rate. 
Cost - Every consumer checks the various rates of different companies before purchasing any goods and services, to make a comparison of the rates and to get a knowledge and sense of market rates, as per the financial status, and thus the consumer finally purchases the goods and services of that company, which offers the modest and lowest, yet affordable rate, based on the status. So Barclays must ensure that its interest rates are quite affordable for the consumers. 
Delivery - Barclays must check that it delivers its goods and services to the consumers as quickly as possible, to fend off the competitors.
Other - Finally, there are other factors like environmental factors, organisational management decisions making, organisation’s wealth, and this may affect the relationship between a buyer and seller.    
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Five effective ways to take care of customers expectations:
1. Covering more solutions
Those employees, who work on the front line deals with customers, should be provided with various solutions in the form of a meeting, chat forum, messaging application or database to distribute its best practice solutions of common problems and some of the uncommon issues they experience. Thus in that manner, they can offer customers another choice and option when the primary choice is unavailable.
2. Transparency
Trust help to build reasonable expectation. Companies like Barclays makes their work programs and rules, values and practices transparent, using its website, company literature and social media pages to conduct their business. Finally, they, train the employees to apply and execute those principles, and thus building a sound and solid trust with the customers.
3. Clear timelines
During solving a problem or an issue, the representative of Barclays must specify the waiting time and the exact cause of the problem clearly. This step is very essential because some of the customers are very anxious, and they will get relieved only after their problem or issue is solved. 
4. Optimism and reality
The working staff and the customer care of the Barclays must be confident and honest in their approach of addressing and resolving the issues of the customers. The representative should tell the approximate fixed time within which the customer will receive his ordered good or the issue of customer will be resolved, instead of a variable and vague time.
5. Following up
To manage the customers’ expectations it is important that Barclay customer care representatives ask the customers about the overall experience, like how did they feel about the loan acceptance process and others (Reason et al. 2015, p.20).    
Benefits: 
Great customer service means various things to various customers. It is important for the Barclays people to understand what their customers feel is a quality service, so first of all the customers need to question. Then the Customer management can locate about their customers’ needs from their goods or service. Now the process to meet the requirements must be thought. 
Customer satisfaction is an outcome of the service quality a company like Barclays delivers in comparison to what their customer had expected to receive (Chen and Lin, 2015, p.40).
Here are some of the benefits it gets by understanding their customer expectations:
It Informs about the service levels and quality that are expected to make the customers happy and obtain  great customer satisfaction
It allows the employees to concentrate on meeting the customers’ expectations
It Provides the organisation an opportunity to go beyond their expectations and make remarkable advocates. It helps the organisation to fix and address the customer complaints, because complaints are an outcome from not succeeding to meet the expectations, and can gain the capacity to provide solutions of the problems and keep the business. 
Since all customers are different, so their tastes and preferences will also be different. All customers expects the working staff to have a sound knowledge of the products and services Like the expenses, contract time and service, warranty and the small print in the contracts of Barclays. Having a sound knowledge provides and instils a huge level of confidence in the consumers to have great business relations.
Understanding customers helps to build brand of Barclays and Public Relation strategy. Organising a market research in well ahead of a product or service launch helps to build an image of their customer base (Schmitt, 2016, p.63).
Its challenges: 
It has been said that a business organisation like Barclays tries to maintain a stable and secure relationship with its customers. Since retaining and building great network and connections helps to identify their needs and problems. The relationship is always built upon by putting the tastes and preferences of the consumers at the top of the list, while delivering products and services to the customers. Though, despite all these, there are a lot of problems in finding and implementing the strategy and ideas in real world (Zhang et al. 2017, p.850).    
Understanding customer expectations: 
It is quite easy to say that the customer expectations will always get fulfilled, but to be practical and honest, there lays a lot of challenges in keeping track of the customer’s expectation and ultimately meeting them. In this world of ever changing tastes and preferences, the business organisation try to search their customers through determination of race, gender, generation and age, and so on. Therefore based on these criteria, the consumers change their taste, preferences frequently, thus making it tougher for the organisation to keep track of their choices.         
Reaching out to customers: 
It is not always possible to reach all the consumers, because of the distances, and communication, which makes it tough for Barclays to communicate with the consumers and gather data and information regarding their taste and preferences, since even now also many people do not possess the ability to purchase a Smartphone to know about the latest products and their prices.   
Consistency: 
It is not always possible for the organisation to provide consistent performance in producing quality and standard products, because even the manufacturing and production machines due to wear and tear get old and starts to malfunction, and this in process causes the finished products to be defective.  
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Fair trade refers to carrying out trading operations in a sustainable way. It deals with handling of trading operations in way that takes into consideration prices that are fair enough with respect to customers and general environment around. It works under conditions that are decent enough and is much away from the dirty hands of illegal activities. Trading follows a track that works completely on fair terms. It aims towards making a lifestyle that follows a better standard of living. It revolves the goal of protecting the poor from being exploited, from the dirty acts of acts which were associated with trading, draining the poor in an unjust way. 
It ensures that the poor does not face unjust treatments in terms of wage, lifestyle, benefits and all that which they rightfully deserve. In fact it aims to provide the poor with better prices for the services which they give in. Transparency, a world that is free of any kind of child labour, misuse of the potential of child, young adults who are not so fortunate to get all the pleasures of life, are some of the motives that guides a fair trade to success. Issues with respect to giving women their rightful power and position, this happens to be one of the major goals of fair trade, taking into consideration empowerment of women (Lemon and Verhoef, 2016, p.65). 
Sustainability in trading involves taking the best and the most sustainable practices of trading into account. Sustainability of trading practices should be maintained at the level of production. Assessments should be conducted which should consider strict control and monitoring of activities that ensures that practices work well within the framework of sustainability.       
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One of the most important and basic requirements of any kind of trading practices revolves around the maintaining some specific standards with respect to the quality of services rendered or products developed. This is an extremely important need as it directly is associated with the satisfaction of customers, the very goal of all trading activities (Zhang et al., 2017, p. 840). Meeting up to the needs and expectations of customers is the ultimate goal of any kind business operation or trading practices. Maintaining the standards of quality so confirmed to the customers should be shouldered with utmost care and responsibility. Failure to meet up to the needs and demands of the customers is the worst scenario that any kind of business may face during the course of its life cycle. 
In extreme cases, it might lead to a total closure of the business or the trading operations, as customers happen to be the very soul of any kind of business operation. Trading or business operations would be meaningless, in the absence of the right and potential customers. To ensure the successful flow of any business operation, it is essential that customers are completely satisfied with the services and products of the business or trading operations. The satisfaction of customers comes as a result of quality products and services that are provided to them as a part of the business or trading operations. Ensuring a particular standard of quality for the products and services so delivered, not any leaving out any means or scope to compromise with it and doing enough so as to maintain the set out standards in the future to get a firm grip over the confidence of the customers so painfully acquired (Robson, 2016, p.30).          
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The most important factor that guides a business and trading operations towards the path of success is giving the required value to the customers. Ensuring that the customers are happy with the mode of business operations and are satisfied enough to get into relations with the trading operations should be taken care of (McColl-Kennedy et al. 2015, p.431). It should be seen that the customers are ensured of prices so that the customers are comfortable to get into trading relations. The expectations of the customers should be carefully met without any kind of compromise. Extreme care should be taken and no gap in matters of effort to achieve those levels of customer satisfaction. 
It should be seen that the quality, price, service are delivered successfully within the given timeframe as promised to the customer (Bilgihan et al. 2016, p.103). Shouldering the responsibility to provide the after-sales services and the necessary information to assist the customers while handling the product or service so delivered would strengthen the bonds with the customer, instilling in them the sense of confidence, hope, paving the way for a better business in the future. A strong business is one which firmly holds the grip to its roots and never gives scope to let lose that strong grip. What forms the essential component of that grip is giving enough value to its customer and working with the sole motive of achieving their confidence and satisfaction.   
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This study revolves around the various issues related to trading. The study shows the importance of fair trading practices, the inclusion of various sustainability measures into the practices of trading, the need to give enough value to the customers. It takes the example of Barclays to study the various issues and matters related to trading (He et al., 2016, p.146). The study sketches out the importance of the trading operations to be customer centric. Working to meet the needs and demands of the customers should be the ultimate aim of any kind of business operation to write out its success story. It is important to ensure customer satisfaction all the time, at all stages for the successful running of the business.         
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