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Introduction 

Customer experience cannot be defined in narrow terms, signifying a much broader aspect to it. Digital interactions on a website or satisfaction regarding problem resolution can also be examples of customer experience. However, a long-term success is dependent on satisfied customers. In order to better understand this concept, HSBC was taken as a case study to understand and engage in customer experience. In case of larger organisations operating globally, the customer experience is defined based on the aforementioned experiences as well as sum total of the engagement of the customers with the brand. This report chiefly focuses on the critical understanding of the quality process at workplaces. Furthermore, since this report is about understanding and engaging in the experiences of customers, an analysis is done on the consumer’s experiences of HSBC. There are benefits as well as challenges in the development and maintenance of good consumer relationships, which are discussed in this report. The factors responsible for affecting HSBC’s ability to maximise customer value along with the quality processes for meeting the requirements of the consumers is mentioned as well. Lastly, academic theories and models were applied to relate to the case study.
1.0 Evidence a critical understanding of quality process in the workplace 
The company make infrastructure in which the company enhance the performance of the company. The company provide the training and development to the customers which help the company to enhance the performance. In order to provide the effective service to the customers the company make strategy in which the company enhance customer’s satisfaction. There are various strategies the company might follow for enhancing the customer’s satisfaction. In regarding this, the company mainly focused on the employees of the company and provide them the effective training and development in which the company can produce some skilled employees.  HSBC Bank provides loans or mortgages based on the assets that are used as leverage for the financial aid provided by the bank. The Bank is liable for protecting the assets, during the period of time through which the borrower repays the debt or the borrowed amount (Acharya, Pierret and Steffen, 2016). However, upon the lapse of the repayment time, the bank denounces all liability for the assets. Therefore, considering the securitisation of assets, it may be beneficial for the consumers to have their assets protected by HSBC bank; however, if the borrower is a defaulter and fails to repay the Bank, the customers are liable to lose hold of the assets formerly securitised by HSBC. Moreover, the skilled employees help to produce the effective service towards the customers and enhanced the performance of the company. The company and the management of the company develop the quality management within the company in which the executive are review the performance of the each department and provide the knowledge and strategy each department to enhance the performance. The quality management within the company implemented the work structure within the business organisation which helps the company and the management of the company to identify the problems from the company and provide the effective strategy to the company. The perspectives of the consumers are analysed and acted upon through the feedbacks generated. Additionally, HSBC aims at being connected to its huge consumer base by operating across boundaries. Being supportive to the consumers in their decisions through the management of their financial accounts, is another aspect of HSBC. The employees are the one of the essential part of the company therefore; the company needs to provide the training to the employees in which the company can enhance the performance of the company (Van Alstyne et al. 2016). The executive and the management of the company need to enhance their communication as the improvement of the communication helps the company to enhance the performance. With the improvement of the communication between the employees and executive the company can enhance their performance. As the company can easily identify what are the problems occur within the business organisation.  In order to provide the effective service to the customers the company make strategy in which the company enhance customer’s satisfaction. There are various strategies the company might follow for enhancing the customer’s satisfaction. In regarding this the company mainly focused on the employees of the company and provide them the effective training and development in which the company can produce some skilled employees. The values on which HSBC Bank is based on states that conducting business is as important as their activities. HSBC states that they aim at earning the trust of the stakeholders in order to develop better and long-lasting relationships based on mutual trust (HSBC.com, 2018). The processes followed at HSBC reflect their objectives and values. The processes and activities that HSBC complies with meeting with the requirements of their consumers. For example, being dependable is one of the factors which HSBC focuses on. Consumers require an organisation to be dependable when it comes to dealing with their finances. HSBC focuses on being trustworthy and delivering the commitment towards the consumers. Furthermore, HSBC aims at taking personal responsibility for the issues faced by the consumer. 
One of the objectives of HSBC is to treat the consumers fairly, putting value on various perspectives, which provides an unmatched benefit to the consumers of HSBC Bank (Papadeas, Hyz and Kossieri, 2017).  

2.0 Analyse the customers’ experience of HSBC

HSBC have been focused on providing valuable experience to the consumers since it was established in 1865. HSBC have adopted the newer technologies from Vizolution, using LinkScreen to set up conversations over the phone, which are digitally assisted. The experience is as simple as the customer help desks, just much simpler, faster and much more efficient. The process times usually required for the conduction of the activities have been reduced by about 40% (McColl-Kennedy et al. 2015). The solutions by LinkScreen was initiated with the Small Business Loans. The procedure was conducted with ease, with simply the requirement of an e-signature. This solution offered by LinkScreen benefitted the consumers by reducing the interaction time as well as the transaction time. Furthermore, the reduction in face-to-face interactions, have been well-received by the clients. The loans which were to be sanctioned for the businessmen, required less time and a reduction in the number of physical activities related to the transaction. 
Furthermore, the reductions in the face-to face communications between the consumers and bank executives have increased the productivity of the team along with the reduction in the cost of sales (Homburg, Jozić and Kuehnl, 2017). The simple forms, for example, consent forms or query forms can now be obtained through the online technological advancements made by HSBC. A radio button can be used to complete the forms and therefore, the branch visits and posting paperworks have been eliminated. The time-saving aspect of the HSBC bank have become a boon for the customers, thereby adding more to their satisfactory experiences. Moreover, the systems for transacting business and conducted these simple banking tasks have been designed to be user-friendly so as to guide consumes towards the online applications available for the bank (Khan, Rahman and Fatma, 2016). 
The points, which focus on the reduction in the consumer’s time and physical activities, thereby contributing to the satisfactory customer experience, can be outlined as follows:
· Designing, addressing and implementing authoritative letters formerly took about 4 weeks to be completed (Khan, Rahman and Fatma, 2016). Currently, the entire procedure can be completed in a span of 8 minutes over a telephonic conversation with a customer care executive of the HSBC Bank. 

· The platform designed by HSBC Bank have been able to help the consumers by allowing them to download and store information regarding the Bank for future uses. There have been legal issues regarding the matter in the past; however, the current compliance with legal aspects and the development and dispatch of legal teams have helped simplify and enhance the experiences of the consumers. 

· The technological support form LinkScreen can be implemented in a time span of just six weeks as it is web-based. In addition to that, the IT department of HSBC Bank need not be involved in the matter as well. 

Therefore, summing up the requirements for providing effective customer experience, certain factors are to be taken into account. The punctuality and time-saving aspect in this era is of utmost importance. Furthermore, development of good customer relationship by catering to the individual needs of customers may also be effective (Meyer and Schwager, 2007). Moreover, there is no compulsion of being physically present at the branch for obtaining the services or conducting important business transactions. which is another additional benefit that HSBC Bank provides to its customers. These are the key factors that add to the valued and positive customer experience.  The Bank is liable for protecting the assets, during the period of time through which the borrower repays the debt or the borrowed amount (Acharya, Pierret and Steffen, 2016). However, upon the lapse of the repayment time, the bank denounces all liability for the assets. Therefore, considering the securitisation of assets, it may be beneficial for the consumers to have their assets protected by HSBC bank; however, if the borrower is a defaulter and fails to repay the Bank, the customers are liable to lose hold of the assets formerly securitised by HSBC. Moreover, the skilled employees help to produce the effective service towards the customers and enhanced the performance of the company. The company and the management of the company develop the quality management within the company in which the executive are review the performance of the each department and provide the knowledge and strategy each department to enhance the performance.
3.0 Critical evaluation of the benefits and challenges of developing and maintaining good customer relationships 

One of the most effective and productive methods of creating and maintaining good customer relationships is through Customer Relationship Management (CRM). Furthermore, one of the most beneficial aspects of CRM is that it is cost-effective. CRM focuses on grouping the customers based on their individual requirements and the kind of activities they conduct through the Bank. Account managers are allocated for each of the grouped customers to better assist and develop relationships with the customers (Lemon, 2018). The efficiency in dealing with the consumers and catering to their particular needs helps develop better relationship with the customer, as well as a sense of increased customer satisfaction experience. 
The benefits of developing good or efficient customer relationship are mentioned as follows: 
· Improved experiences among customers: As mentioned before, the development of good relationship of the organisation (HSBC Bank) with its consumers will enhance customer satisfaction, thereby contributing to the improved customer experiences.

· Contact with customer: Setting up communication with the customer is a benefit which can be achieved through frequent communication through telecommunications (Peppers and Rogers, 2016). 

· Positive perception regarding the business/ organisation (HSBC Bank): The development of good customer relationships results in the positive perception of the customer regarding the Bank (Lee, Verma and Roth, 2015). Every individual appreciates feeling valued. Therefore, simple greetings on holidays and occasions can also be accounted for developing as well as maintaining good customer relationship.

· Social media: Social media is a platform, which can be used for both negative as well as positive aspects. It depends on the intentions of the user to implement the platform for good or bad. For example, positive comments on HSBC Bank’s page on a social media platform by a customer can positively impact the business; however, positive comments about the organisation posted by the organisation can be perceived as self-promotion and an unsolicited endorsement (Stein and Ramaseshan, 2016).

· Relationship building: Building a strong consumer base, results in the growth of the organisation, helping it to become strong in the context of organisational and business activities.

The challenges faced by the management of companies like HSBC Bank, in order to establish and maintain good customer relationships can be listed below:
· Social media: As mentioned previously, social media can have multiple factors contributing to the negative impact on an organisation's business and profitability, by damaging customer relationships. For example, negative comments regarding HSBC Bank, can harm the reputation of the organisation. Furthermore, the impact spreads faster with social media.

· Familiarity: Once the consumers get accustomed is to giving out feedbacks, the familiarity with the Bank increases from the point of view of the consumer. Therefore, the frequency of the feedbacks may increase. Though, it is important for the Bank to pay attention and according to the feedbacks provided by the customer, the Bank needs to maintain a profession distance from the consumers in case of perceived familiarity by the customers (Richardson, 2010). 

· Organisational change: Changes within the organisation can often be responsible for the mismanagement of consumer relationships. For example, mergers, inconsistency and inaccuracy in customer data or information, organisational fluctuation may thoroughly influence and impact the maintenance and development of customer relationships (Peppers and Rogers, 2016) with HSBC Bank.
4.0 Critical analysis of the factors that impact HSBC’s ability to maximise customer value
Each and every company follows the customers marketing, customer experience and customers retention policy for maximise the value of those customers. Here, are few steps which helps the business organisation to enhance value of those customers. 
· The HSBC Company adopt the policy in which the company get feedback from the customers about their service (Weinstein, 2016). Therefore, the company get all the information about their service and identified that what are problems, which occur within the business organisation.

· The HSBC also adopt the customer’s retention strategy in which the company make service according to the preference of the customers. The company believe that every customer does not have the same preference therefore, in order to enhance the customers value the company make strategy in which the company make service according to the preference of the customers.

· Moreover, the company also needs to follow the various strategies and take time before implementation of the strategy which helps the company to make better decision. The over complication to make service or implementation of the strategy might affect the performance of the company (Sweeney et al.2015). As the more customers’ expectation might affect the company's performance and affect the profitability of the company moreover, it might become more disappointing. 

· The company also needs to be transparent about their working process. The company also needs to create clear value exchange with consumer and stick to it. 

· The company also needs to maintain the relation with the employees and needs to provide the effective service to the customers. The company might consider the frequency in which the company might always contact with the customers and provide the email to the customers (O'Cass and Sok, 2015). The company focus to maintain their relationship with the customers and for collecting the message the company provide the email and answering them about the company's service. In order to enhance the customer’s value the company also needs to provide all information about the company’s service for enhancing the customer’s values.

· The company also needs to provide the beneficiary service in which the company can gain the customer's trust enhance the brand loyalty. The HSBC provides the various beneficiaries to the customers which might help the company to enhance the performance of the company (Grant, 2016). The company provides the general discount in service and beneficiary in service for maximize the customers loyalty. 

In order to enhance the customer’s loyalty the company makes various strategies in which the company provide the customers preference first. The purpose of a customer engagement model is to enable a brand (HSBC) to understand customer behaviour in order to predict the pattern and assess customer engagement and customer experiences for providing the ultimate customer satisfaction (Reason, Løvlie and Flu, 2015). The Somatic theory loosely based on the Somatic marker Hypothesis proposed by António Damásio, states that the behavioural patterns or decision-making process is highly influenced by the emotional processes (Reason, Løvlie and Flu, 2015). In the same context the customers makes product and service according to the customers preference which helps the company to get the maximum customers and helps to gain the numbers of the customers. In order to maximize the customers loyalty the company implemented the various strategy such as the company develop the organisational culture in which the employees gives huge importance to the customers and make product according to the customers preference. The company also implemented the total quality management within the company. The implementation of the total quality management within the company in which the employees only focus in to provide the effective service to the customer. Technological factors are one of the essential parts which help the company enhance the productivity of the company.
5.0 Critical understanding of HSBC’s quality processes and its effectiveness in meeting customer requirements 

5.1 Positive aspects and its effectiveness in contributing to customers’ requirements
The values on which HSBC Bank is based on states that conducting business is as important as their activities. HSBC states that they aim at earning the trust of the stakeholders in order to develop better and long-lasting relationships based on mutual trust (HSBC.com, 2018). The processes followed at HSBC reflect their objectives and values. The processes and activities that HSBC complies with meeting with the requirements of their consumers. For example, being dependable is one of the factors which HSBC focuses on. Consumers require an organisation to be dependable when it comes to dealing with their finances. HSBC focuses on being trustworthy and delivering the commitment towards the consumers. Furthermore, HSBC aims at taking personal responsibility for the issues faced by the consumer. 
One of the objectives of HSBC is to treat the consumers fairly, putting value on various perspectives, which provides an unmatched benefit to the consumers of HSBC Bank (Papadeas, Hyz and Kossieri, 2017). The perspectives of the consumers are analysed and acted upon through the feedbacks generated. Additionally, HSBC aims at being connected to its huge consumer base by operating across boundaries. Being supportive to the consumers in their decisions through the management of their financial accounts, is another aspect of HSBC Bank. Having financial aid in times of need is a customer requirement which HSBC manages to meet through the presentation of its objective. Furthermore, operating internationally, HSBC caters to 38 million customers across South and North America, Europe, Asia, Oceania and Africa (Lee, Verma and Roth, 2015). Therefore, a global enterprise appeals to people in terms of a brand name and security from bankruptcy as a result of the Bank’s irresponsibility. HSBC Bank provides employee training facilities to cope with the changing customer requirements and transformation in the quality processes.
5.2 Personal viewpoint
Personally, I think the Principles followed by HSBC Bank are admirable as it thoroughly caters to the customer needs. Providing adequate services to the customers to maintain a goodwill among consumers and providing assurance in terms of financial and valuable assets is where HSBC Bank shines bright in the global banking industry (Gabilondo, 2016). According to the Forbes magazine, HSBC Bank Plc is the sixth largest company in the public sector in the world. Furthermore, HSBC Bank has been listed as the seventh largest bank in terms of assets estimated to be valued at US$2.374 trillion. HSBC Bank is a household name as a result of its massive growth across the globe. The issues discussed in the later section of this report include its operational activities and quality processes that influence the consumer requirements. The overall discussion will provide an insight, assessing both positive as well as negative attributes of HSBC Bank.
5.3 Negative issues and controversies
However, there have been controversies and issues related to the HSBC Bank in the past. For example, there have been issues regarding money laundering and involvement with Mexican cartels. Therefore, all of the reasons behind the growth of the organisation cannot be certainly attributed to its positive approaches towards customer relationship development and successful business activities. There have been accusations of HSBC Bank’s association with tax evaders and people involved in criminal activities. As of 2014, there have been ongoing investigations regarding the potential role of HSBC in a financial crime (Acharya, Pierret and Steffen, 2016). Therefore, despite having a popular and reputable brand image, HSBC is subject to various accusations and charges. 
5.4 Capital adequacy
Capital adequacy refers to the minimum statutory capital reserves which are essential to be maintained within the banking organisation. The framework for the capital management is dependent on the business model, strategic direction and the structure of the bank. For example, the capital adequacy of HSBC Bank is larger as compared to other public sector banks as it is larger in size and structure than other banks of similar designation. However, the need for continued monitoring of the developments and the steady capital adequacy of the bank signifies its position in the global market (Smales, 2016). Additionally HSBC Bank retains strict rules regarding the capital allocation and ensures the return of the capital allocation on the investments to cover the capital costs. Therefore, the applications for loans and other borrowing activities involving the bank may benefit the customer. 
5.5 Credit risk
Credit risk is the feature, which is a threat to the sustainability of the bank. It refers to the inability of the borrower to pay the debts, resulting in massive loss on the part of the bank (Gross and Siklos, 2018). The lender, HSBC Bank, in this case, is at risk of facing a major financial loss as the borrower turns into a defaulter. Credit risk arises chiefly from investment or lending activities in trade finance or direct lending. The credit risks are managed by major public sector banks, such as HSBC by the implementation and direction of credit risk management initiatives. Furthermore, HSBC had developed a centralised database for all the credit or lending exposures of the entire HSBC Group. In addition to that, regular reports are maintained for the credit risk portfolio, large credit and industry exposures and so on. These activities help maintaining records for the activities giving the bank an opportunity to reduce credit risks. Therefore, the security of the bank, ensure security and liability of the consumers as well. Cases of fraudulent activities may result in the bank implementing several policies which may not suit the requirements or benefits of the customer (Brun et al. 2017). For example, the decrease in the rate of interest providing by the bank on the sum of money kept in the account, in order to recover the expenses lost from credit risk is indirectly related to the consumer benefit.
5.6 Securitisation
The financial practice which involves pooling contractual debts, for example, commercial and residential mortgages, obligations related to credit card debts, bonds and CDOs (Collateralised Debt Obligations) is referred to as securitisation of assets. HSBC Bank provides loans or mortgages based on the assets that are used as leverage for the financial aid provided by the bank. The Bank is liable for protecting the assets, during the period of time through which the borrower repays the debt or the borrowed amount (Acharya, Pierret and Steffen, 2016). However, upon the lapse of the repayment time, the bank denounces all liability for the assets. Therefore, considering the securitisation of assets, it may be beneficial for the consumers to have their assets protected by HSBC bank; however, if the borrower is a defaulter and fails to repay the Bank, the customers are liable to lose hold of the assets formerly securitised by HSBC.
6.0 Evidence of wide reading and research, encompassing application of relevant academic theories and models 

The purpose of a customer engagement model is to enable a brand (HSBC) to understand customer behaviour in order to predict the pattern and assess customer engagement and customer experiences for providing the ultimate customer satisfaction (Reason, Løvlie and Flu, 2015). The Somatic theory loosely based on the Somatic marker Hypothesis proposed by António Damásio, states that the behavioural patterns or decision-making process is highly influenced by the emotional processes (Reason, Løvlie and Flu, 2015). However, three primary management types, namely, relationship management, quality management and performance management, govern the factors in customer engagement model. Time, scope and cost are the three factors which are involved in all the three types of management. These factors are considered deliverable, as they can be delivered to the customers. 
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Figure 1: Customer Engagement model
(Source: Reason, Løvlie and Flu, 2015)
Figure 2 depicts the primary and secondary drivers in customer engagement model. For example, the primary drivers are interest, experience, evaluation, immersion and loyalty (Jaakkola and Alexander, 2018). Interest in an organisation (HSBC) leads to gathering experience in the relevant sectors. After gaining an experience, the services provided by HSBC are evaluated. Finally, immersion leads to the loyalty of the consumers towards the brand (HSBC bank). The secondary drivers, however, are based principally on basic emotional behaviour demonstrated by a consumer in decision-making processes. Trust, satisfaction are factors which determine the development of the levels of loyalty of the consumers towards the organisation (Jaakkola and Alexander, 2018). In order to develop a brand loyalty towards HSBC, the organisation needs to focus on developing the affection, enthusiasm, endorsement, preference, impulses and action of the customer for the Bank. 
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Figure 2: Drivers involved in Customer Engagement model
(Source: Jaakkola and Alexander, 2018)
Conclusion
On studying the report, one may gather information regarding the engagement and understanding in terms of consumer experience. HSBC Bank, which is a UK-based organisation, was taken as a case study to better understand the concept of consumer experience. This report discusses the quality processes being carried out at workplace, with HSBC being referred to as the workplace. In addition to that, an analysis was provided regarding the customers’ experience in terms of transactions and other services at HSBC. Furthermore, the importance of Linkscreen, a virtual implementation to the HSBC banking activities, and how it benefits the customers and improved their experiences regarding HSBC banking facilities was discussed. The challenges and benefits of developing and maintaining good customer relationships were mentioned in this report as well. Social media was explored and found to have both positive as well as negative impacts on the development of customer relationships, and goodwill regarding the brand reputation of HSBC. The factors, which were responsible for influencing HSBC’s ability to maximise the customer values, were discussed. Various policies implemented by the HSBC bank were mentioned in this regards to better understand the role and activities of HSBC to improve customer values. Additionally, HSBC’s quality processes which involved its effectiveness in meeting the requirements of the customers were mentioned in this report. To better understand this process, financial terms such as credit risks, capital adequacy and securitisation were studied as well. Lastly, customer engagement models were discussed along with the primary and secondary drivers involved in the process of customer engagement. The Somatic theory by António Damásio was also mentioned in brief in this aspect.
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