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Introduction:
This report is aimed to analyse the quality system, the customer relationship management and the customer experience within the company. This assignment is about the Santander and its internal and external factors within the company. At the beginning of this essay readers will have a brief understanding about the company background and how they have done so far throughout the years, the business environment factor will be mentioned in relation to the Santander business company such as the Pestle analysis and the SWOT analysis. Key definitions will be mentioned in this report such as what is customer relationship, how does the customer relationship implement within the Santander business, along with why the CRM is important for the business environment. The customer engagement and satisfaction along with the relationship market strategy will be defined so readers can have an idea on what this is talking about. Marketing theories will be mentioned throughout the report such as the servqual dimension and the 7 P’s as well as  diagrams will be shown so readers understand its concept. The both marketing theories will be merged with the Santander bank to visualise how the company implements these theories within the workplace and in relation to the pandemic covid-19. Towards the end a  critical evaluation will be done in relation to the Santander approach and how the company was affected during the pandemic Covid-19.






































Company Background 
Santander was introduced in the UK market since 2014. The Santander company is the biggest bank in the world. The Santander bank is owned by the Santander group in Spain and managed by the UK prudential Regulation Authority and the Financial Conduct Authority. The Bank uses different methods that helps with the connection with their customers such as the digital channel platform, the network of branches the corporate business centres and many others. Santander has about 800 branches within the whole UK, and it has more than 23,500 active employees in the company. Santander plays a major part in the community as the bank supports the business growth and also invests and helps the community with their financial inclusion and many other capabilities. The main purpose of the company is to have the ability to help the people along with having a good business growth by having a good financial service, loyal customer and having the loyalty of the stakeholders is one of the aims of Santander. (Santander,2020).
Santander as particular strategies that helps with the engagement of the customers and maintaining the customers within the business which is the good customer experience which results into a long-lasting growth for the business. Santander uses good business efficiency by using the technology investments, the “Santander specialist banking software and infrastructure company”.(Santander,2020). More than 2,500 people works towards the company technology, the aim of this technology is to be able to deliver good services via software towards the Santander business, this brings good sustainability around the company.(Santander,2020).

This diagram bellow shows how many active loyal customers that Santander along with 
Other information that are very relevant towards the company such as the how many mortgage loans that Santander has lend, how many digital customer that exists within the company and many others,
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Pestle analyses 
Pestle analysis is composed by six factors which are the political, economic, social, technological, legal and environment. The pestle analysis is a too; that allows the ability to analyse and evaluate the business environment. The Pestle analysis is a model that is mainly used to evaluate the external/ micro-environmental factors that impacts outside the organisation. (Perera,2017).

Santander Pestle Analysis
This diagram bellow shows the pestle analysis of the Santander bank along with a full detail explanation will be given.
	Political
. Political stability with the company
. Mandatory employees’ benefits
	Economic
. UK/EU exchange rates
. Financial growth

	Social
. Loyal customer
. Good customer services


	Technological
. The Santander technology 
. Santander global payment services
	Legal
. PRA supervision 
. PRA- competition
	Environment
. waste- reduction of paper waste



Political, Economic and Social 
Santander has a good political stability has the government came to an agreement with the Santander company referring to Brexit. Santander has mandatory benefits for its employees, some of these benefits includes, healthcare, fitness discounts, travel discounts, holiday payments and many others. Santander is a global bank business which means it is easy for the company to have and see financial growth has the bank has the support of other national and international. Santander bank has the ability to exchange currencies in any Santander branch, the exchanges can be made in cash or credit management conversion within less than 3 days. Santander has more than 14.4 active customers in the company, this is a result of good customer care that the company shows to its customer along with the customers being loyal to the back has Santander likes to ensure that all customers needs are met effectively and in the most appropriated ways to have any complaints.
Technological, Legal and Environment
Santander has its own technology that allows the deliverance of good quality of managements and developments through using the system integration. The use of global payment service is available at Santander, it has the ability to transfer of UK to EU accounts instantly, taking only one working day for the money to be available in the account of ones. The PRA supervises the Santander bank to ensure that the bank does not damage the steadiness of the UK financial system. Although, PRA also makes sure that the risks of having high competitors are far away from the business, meaning that Santander won’t have to worry about having competitors. Santander adapted a new rule that allows the waste of paper to be controlled, the bank does not send anymore paper bank statements via post instead the company opted to use the digital method, customer are allowed to check their bank statements via online banking, it is an easier and it helps with the wasting of paper and the damage of the environment as normally paper comes from the trees.

SWOT analysis
The SWOT analysis is composed by four factors altogether which are the strengths, weaknesses, opportunities and threats. The SWOT analysis mainly evaluates the internal and the external factors of the business company. The strengths and the weaknesses are the internal factors that the customers and the competitors and, any other factors within the busines, the opportunity and threats are the external factors which analysis the micro-environment and the micro-environment that is impacted within the organisation. (Buttle and Maklan, 2015).

 SWOT analysis 
The diagram bellow will show the strengths, weaknesses, opportunities and the threats of Santander along with detailed analyse.

	Strengths 
. Santander 123
. 23.500 employees
. Largest bank in the UK
	Weaknesses
. Dependable eurozone/Europe policies


	Opportunities 
. New online channel customers
	Threats
. Financial crises
. Brexit



Strengths 
Santander Has its 123 products that involves curate accounts, life current accounts, the mini current accounts and the student current accounts, these accounts are called 123 world customers, due to this Santander was elected the third best bank to have the 123 products in the UK. These products differentiate from each customer, individuals can choose best options that are suitable and beneficial to them. The Santander Bank is one of the largest banks in the whole UK in terms of depositing, the bank has different options that allows customers to deposit their money, such as at local branches with the employees or by themselves at the cashier. Santander is very big in numbers as they have over 14.4 million active customers and 23 million employees the work in every branch.
Weaknesses
Santander is an international bank that has it's a branch in the UK. Therefore, the company is very dependable on the policies that are conducted in the EU. The Santander UK is obligated to always follow the policies they are ruled Europe to avoid and in miss conductions and ensuring that the company is working effectively in the UK and maintaining good revenues.
Opportunities 
Santander is creating new platforms online that can beneficiate the company and its customers, such as the online retail product offers That can give questioners promotion one shopping online or retail stores with the Santander card.
Threats
Santander most likely will have hard times within the business if the economic outlook is weak is then when the financial crisis will hit. when the Brexit situation takes place Santander will then have to carry out valid negotiations that will beneficiate both UK and EU bank to avoid any miss conductions. Therefore, A free trade agreement needs to negotiate.

What is CRM / why is it important in a business
Customer relationship management is the form that the company uses to interact with its customers. The customer relationship management can also define as strategies that an organization implements combined with the internal purposes and procedures along with the help of external system networking that creates information’s via data bases by using technology to value the customers interaction within the business and the control of the organisations performance as it improves the growth and its profitability. (Buttle and Maklan,2015).

Santander CRM
Santander has developed strategies that it can bring the success of the customer relationship management. The company strategies are focused in three of the companies targets which are the customers the people and the community. (Santder,2021).

The customer- Santander has delivered the 123 accounts that beneficiates individuals for their particular reasons. The company has seen major growth with their loyal customers as Santander adapted digital facilities to maintain the loyalty of its customers. The company has invested in the customers experiences, by allowing the interaction of ones within the company via online platforms such as the mobile phone that gives the customers access on what they need via phone instead of leaving the comfort of their own house. (Santander,2021).
People- “Live the Santander way through our behaviour”. Santander appreciates its personal and its fair culture throughout the behaviour of its people. The company has a very positive engagement with its team-members which this is the key for the success of the customer service. Santander is one of the third banks to have an effective engagement with their colleagues, this brings good interaction within he business and also ensures that employees treat the customers in an appropriate way. (Santander,2021).
Community- Santander has developed a programme that supports and helps the community with educational purposes. The programme was developed to ensure that individuals can gain the right skills and knowledge for their future carers. Santander has the. Joined with universities to give one’s opportunities to have internships and paid work placements for the undergraduate students. (Santander,2021).
Why is CRM important in the business? 
Customer relationship management is very important within the business industry as it helps the company to learn its customers actions. As the business want to beneficiate from having an effective CRM, in consideration the customers show its loyalty towards the organisation. Although, as the loyalty from customers constructs a valuable impact within the company’s revenue is then that having the strategy of CRM has an outcome of increasing the profitability of the business. Companies will be able to extract information from its customers via network data bases such as what ones purchases and whom they are and so on. This brings an advantage to companies to know what products or promotions they should put out that will meet the needs of customers and beneficiate both companies and the loyal customers. Also, the importance of having CRM is that it allows the business to be more organised in relation to the customers data bases, its market propaganda and the effective ways that the company should carry out with its analysis within the business as this permits the company to well synchronised with its customers. (Forbes,2021).


What is Customer engagement and Satisfaction? 
Customer engagement- The customer engagement is linked to the customer relationship management. Customer engagement can be defined as the ability that customers have on participating and connecting with the organisation. The engagement of customers comes from experiences that individuals had in the past with the company. Customer engagement associates with four fundamental elements that make up a perfect customer engagement strategy. These four elements are the cognitive, the emotional, the behavioural and the social. (buttle and Maklan,2015).
The cognitive-relates to the customer knowledge and how customers know about then company, for example if the loyal customers at Santander know the company background and its values that the company owns.
The emotional- relates to how customers are feeling towards their experiences, for example offers that Santander has for its clients or how the customers will fell about the new services that the Santander will launch, if it is going to beneficiate the clients in a way that they can experience new technologies within the company.
The behavioural- refers to the client’s behaviour towards the company such as the use of the website Santander customers can access their needs online, customers can even use the website chat box to interact with the Santander agents and ask for advice on what they need, this will relate on how long individuals will be spending using the company’s website to assist on their needs.
Social- relates to the community/ socials in general such as for example if the loyal customers at Santander would refer to its friends or familiars to use the companies services/ products or telling others keep an eye on Santander new services launches by simple customers following the companies social media

Customer satisfaction- In general customer satisfaction relates to how customers are satisfied with their bough items and also how it was one’s services experience at the time. Customer satisfaction can be implemented as a business strategy as the company should always pay attention to what ideas and products they will sell to its clients. Therefore, customers satisfaction influences the behaviour of customers because when a client Is satisfied individuals tend to buy more and even suggest to friends or relatives to buy the products too It is why companies need to provide good quality of products and good services that will make the customers content. Companies need to maintain closer contact with their clients so the customers gain trust and are able to give feedback that can improve the company’s overall. By using the customers feedback companies will know what individual are satisfied with and what there are not satisfied. .(Khadka and Maharjan, 2017). 
Lovelock and Wright,2001, stated that before gaining the satisfaction of customers, the company needs to ensure that the employees’ satisfaction is also at the highest level as the employees play a big part with the influence of customers satisfaction.

5-dimensions of service quality 
The servqual model was developed by Parasuraman et al in 1985. This model contains five dimensions which are the reliability, the assurance, the tangibles, the empathy and the responsiveness. By implementing these five dimensions ones can recognise the services of customer expectations and the authentic customer experience. Many researches came across the servqual model and tried to change the techniques of its dimensions. The satisfaction and the loyalty of customers can be linked by using the servqual dimension. ( Rahman et al,2017.)
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This diagram shows the five dimensions of servqual.
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Reliability- reliability is the first dimension model of servqual. The reliability defines as how the company keep its promises and does its service appropriately. Customers normally likes organisations that can keep its promises/words. Therefore, that all organisations are well informed about the reliability of customers’ expectations. (Pakorar et al, 2019).

Assurance- assurance is defined as the employee’s goof manners and it knowledge, it is the ability that employees have to pass on their confidence and trust towards the customers. 

Tangibles- tangibles is defined as the physical forms that ones can see and touch. Tangibles are the tools that can conclude the services in the organisation. 

Empathy- empathy can be defined as the caring that employees give to each of its customers when providing services, showing attention to each customer ensures that the company is doing a great job to satisfy the customer needs and want.

Responsiveness- responsiveness defines as the responsibility that employees have to help its customers with services, it involves the ability to be responsible to deal with the customers quires, problems and complaints. 

Santander servqual dimension in the impact of Covid-19
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Reliability- Due to the pandemic Covid-19 the community was obligated to stay of work due to the national lockdown and the closure of their workplaces. Santander in the other hand decided to help its customers by extending the due dates of repaying loans or other services due to the low income of individuals.

Assurance- since the pandemic started the Santander company always ensured that the 2 meters rule were followed the premisses were always cleaned and the usage of available gloves and hand sanitisers were available to employees and customers. The bank likes to ensure that the clients are confident enough to come to the branches without fearing the Covid-19 pandemic.

Tangibles- Santander had to adapt its environment due to the pandemic. Employees had to visible display the clear glass on the counters and wear masks, as customers see that the premisses are well adapted they are able to still visit the branch.

Empathy- due to the pandemic only a certain amount of people are allowed in the branch at the time to avoid crowding, Santander decided to suit its customers by providing time schedules ensuring the attention of individuals and the effectiveness of the clients need.

Responsiveness- Santander branches remained open even when the national lockdown was put in place. Santander wanted to still provide its services to the most vulnerable clients such as the elders. The elders wouldn’t be able to use the online facilities to fulfil their respective queries. Therefore, Santander has the obligation to attend the customer’s needs. 

Relationship market strategy
Relationship market strategy has the ability of stablishing and maintaining an essential relationship with every customer and with the multiple stakeholders. Social media plays a major role between relationship marketing and CRM, this ensures the prolonged growth for both strategies. (Ferrell et al, 2014).

7 p’s
The marketing mix of 7 P’s was developed by Boom and Bitter in 1981. This was described as a conceptual framework instead of a management theory. The 7 P’s is composed by seven factors which are the product, price, promotion, place, people, process and the physical. The 7 P’s are strategies that can be implemented in short-term planned programs or long-term strategy. (Lin,2011).

[image: Extended Marketing Mix (7P's) | Business | tutor2u]



Photo by: tutor2u





Product- product must attract the value of the customer’s needs, along with their expectations of new products that companies are willing to produce for its consumers.

Price- the price needs to be of good quality and with the value of its price related to each product designed, as customer will want to pay for products that are reasonable in price and in good qualities and expects.

Promotion- the promotion is how companies does its strategies to engage the customers to approach their services. Services such as the television advertisements, billboards and many other ways that ensures that customers can see the services/product and the message that the company is trying to transmit regards the service or product.

Place- The place is where consumers will get their products or services done. Therefore, an organisation needs to allocate their business where it will attract many customers.

People- the people is the employees the managers the customers in general. Having the ability to connect with the right people within the business, it ensures that the organisation can flow much easier and bring growth and profitability.

Process- The process is how do you organisation implements its services, and if the services that are provided are prompt and helpful towards customers.

Physical- physical can be defined as all services that is connected with the physical action. Although the tangibles can also be implemented in this factor.

Santander 7 P’s in the impact of Covid-19
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Product- During the COVID-19 pandemic sometime there had the ability to adapt all of its bank cards to become contactless. by having all customers using the contactless cards the company is ensuring the customers safety and well-being has the costumers don’t have to come in contact with the card machines that are provided in shops instead they can just use the contactless service.

Price- customers are allowed to request for personal loan and even get holiday payments up to 3 months. Santander is doing this has due to the COVID-19 the financial situation of customers is very hard. Therefore, customers need to feel supported.

Promotion- Santander nowadays adapted to promote its business via network. Has individuals are home due to the lockdown it’s much easier for customers to be aware of the services that the company provides as ones tend to use the mobile device often.

Place- Santander is glad that its branches is always located within the facilities of individuals. Because of Covid-19 individuals is trying to avoid the contact from others that are not in the same household, the company feels in great advantage as ones can access the branch without having to use public transport, this ensures the health and wellbeing of the customers.

People- even in hard times such as the Covid-19 pandemic the employees always need to provide good services towards its clients. The employees need to a sure that they are fit to work and fit to provide and effective customer service.

Process- during the pandemic Santander is providing a lot of service support via call or online website chat box, the company opted this strategy to avoid the non-essential contact with customers to avoid the spread possible bacteria. 
Physical- with the pandemic in place Santander branches has provided for all customers when attending the area and using the cash point some face masks, hand sanitizers and gloves. Customers should use this facility to ensure the safety of one another. Customers have the ability to pick from using gloves or the hand sanitiser.  

Overall analyse on how Covid-19 affected Santander
Santander main priority in this pandemic is to ensure the health and safety of its employees and customers. Santander plans to help the customers to alleviate their financial crises due to the Covid-19 situation. Santander sent half of its employees to work remotely and provide services via network and the other half to remain in branches and always watching their health and safety. Santander made donations to the society of over 100 million pounds  of  essential needs such as the sanitary products. Overall, the Santander bank implements both servqual and the 7 P’s marketing of strategies well within the workplace. Altogether both strategies help the company to follow its purpose which is always to be able to ensure and deliver good customer care and service, and also met ones needs efficiently. Due to Covid-19 reasons Santander had to do major adaptations to ensure the employees and customer health and wellbeing. Santander made sure that services provided wouldn’t stop due to the pandemic but yes it had to be adapted to suit its customers and the own bank. Santander had to adapt its environment, the bank had to place the floor marking to ensure that customer is following the 2-metre safety distance rule, a wide range of hygienic products are available such as the disposable gloves the hand sanitizers and the face masks are provided, also to avoid the agglomeration of bacteria within the bank, cleaning and disinfections of common areas such be done frequently especially at the cashing points where customers tend to use hands. The air conditioning should be regularized to avoid humidity within the workplace. Santander bank has stretched its facilities of providing services by opting to use the branches for non-vulnerable customers such as the elders as they mainly don’t know how to function properly with the mobile device. Therefore, the company give options to others to access the online digital platforms for ones that can manoeuvre the online platforms as they can go into the Santander website and use the chat box that its available to communicate with agents from the branch. Santander offered solutions that can facilitate the customers day to day life’s as the pandemic brought low income to clients due to the lockdown and the close of job. Santander decided to extend the due dates of customers that had loans to repay. Santander offered the possibility of fill-in in a form and request for a bounce back loan, customers won’t have to pay no interest fees for the first 12 months. Although, the customers have the ability to also request to get up to 3 months holiday payments. The adaptations of all Santander cards were well practiced as the bank once ensured that the customers products were efficiently and practical as clients don’t need to touch the card machines to purchase goods.

Conclusion 
At the end of this report customers will be able to know more about the definition of customer relationship management, the management factors that were implemented throughout this report and the marketing strategies. The servqual dimension and the 7 P’s which are the marketing strategies were implemented in this report in relation to the Santander company and was combined to the Covid-19 situation. The overall analyse of how the pandemic affected Santander was done and critically analyse with the conjuction of the marketing strategies.
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