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Introduction 
Customers are the top-most priority in every organisation in the market and therefore maintain good relationship with the customers is essential for every organisation. Customer Relationship Management (CRM) software help the companies to analyse the interactions of the customers throughout their purchase journey. The present situation of COVID-19 which has been challenging for almost every organisation has made use of the customer relation that they have built in these years for benefit of their organisation (Kumar and Reinartz, 2018). Therefore, the main aim of the report is to analyse the Customer Relationship Management of a chosen organisation that is HSBC Bank. This report will also be depicting the affects of many internal and external factors including the COVID-19 pandemic on the quality system of the company. How the organisation controls and maintains the customer relationship and deals them in the present situation while achieving its objectives will also be a part of the report. HSBC Bank is one of the largest financial and banking service organisations of the world serving more than 40 million customers globally. Some of the sectors of the organisation are Commercial Banking, Wealth and Personal Banking and Global Banking and Markets (Naheem, 2018). 
This organisation has been chosen for the report because HSBC is known for it being customer centred. They value the time of their customers and therefore, has converted some of their banking branches into Day and Night Banking Centres. This strategy has helped the organisation to maintain a good relation with their customers and allowed the customers to access their accounts at any convenient times. The phone and e-banking services have helped the customers to do transactions and access their accounts through their mobile phones at any time and any place according to their convenience. This has been a great advantage for the bank to provide service to their customers even at the time of COVID-19 with the help of their digital service programmes. The customers were able to perform actions like changing loan terms, resetting PINS, filling forms electronically and also pay for any purchase through the digital service (Taghipourian et al., 2019). 
One of the major CRM theories that will be covered in the report is the CRM Behaviour theory. The CRM Behaviour Theory represents seven perspectives of Customer Relationship Management that are interrelated to each other. These are generally related to managing customers in service industries and maintain better relationship with them throughout the business operations (Wali et al., 2015). The Payne’s Five Forces model has also been used for determining the customer relationship management in the organisation. The basic elements of the models that determine the relationship with the customers of the organisation are the readiness of the company to implement CRM practices, the change management underpinning CRM, the CRM project management of the organisation and the management of the employees in HSBC in order to ensure that effective Customer Relationship Management is being undertaken (Tikku, n.d.). The organisation also uses many CRM tools and software that helps the company to analyse its customer management and relationship and make strategies for improving them. 
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