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Executive Summary
In this report, customer relationship management process of HSBC Bank has been illustrated. Along with that, the report has also depicted the affects of many internal and external factors containing the COVID-19 pandemic on the quality system of the company HSBC. Customer value, customer experience and customer engagement theories have been explained in the context of HSBC organisation. The internal and external environment analysis of HSBC has been executed. The PESTEL framework has been used for critically analyzing the external environment and SERVQUAL framework analysis has been done in order to analyze the greater value, opportunities for growth in services, competitiveness and increase in consumer satisfaction for the organisation. The way by which HSBC can gain sustainable and competitive advantage in the ever-evolving marketplace especially after the occurrence of COVID-19 pandemic, has been explained too with proper justification.
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Customers are the topmost priority if 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. 
[bookmark: _Toc80716938]Overview of the Organisation
The banking sector is confronted with numerous issues, including globalisation, competition for capital deposits and loans, increased client demands, and profit margins. Quality service is the essential goal for most retail banks in this competitive business environment, while client pleasure and loyalty are the primary considerations. Effective customer journey mapping analysis can assist a company in competing with competitors, acquiring client satisfaction, loyalty, and retaining profit (Lemon and Verhoef, 2016). HSBC, Europe's largest bank, has redesigned and implemented a top-down approach to achieve robust market-level competitor benchmarking as well as real-time interaction, journey, and relationship-level feedback. As a result, HSBC now has smarter integration of internal customer and operational data, which triggers real-time surveys based on specific target customer journeys. Furthermore, journey owners who are responsible for understanding and acting on feedback are now easier to identify. The new journey-centered strategy allows HSBC to investigate its strengths and weaknesses by channel and product while never losing sight of the importance of the client objective at the heart of each journey.
HSBC has a vast international network, with over 10,000 offices in 83 countries and territories worldwide. A company whose major shareholders are mostly members of the general public is becoming more complex in terms of better understanding the customer. The firm has become the primary target of criticism. Customer relationship management and customer journey mapping can help businesses in the following ways: People have increased expectations as a result of more product and service options. Customer journey mapping makes it simple to comprehend the customer's needs. As the workload has increased, focusing on customer journey mapping may be necessary to improve outcomes. It will reduce workload, and the service design will aid in a more in-depth study of the user experience. In establishing a customer focus, the validation from work on the customer journey could be utilised as evidence of a full area evaluation.
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Customer value refers to the perception retained by a specific customer towards a product or service in comparison to other available alternatives (Mahajan, 2020). In other words it can be stated that customer value is the balance between the benefits which the customer has derived from the product or service and the efforts he or she has given in obtaining the service or the product. While creating customer value it is important for businesses or organisations to understand customer perceptions, customer views of the competitors' products or services, the ways customers make buying decisions, etc. Generation of customer values helps in enhancing customer experience and customer satisfaction (Kumar and Reinartz, 2016). It also guarantees increased customer loyalty, efficiency, market shares and profits. Some suitable ways of improving customer values include clear understanding of customer needs, attaining a clear definition of the clientele, improving price, quality and delivery speed, streamlining crucial business processes, improving training and development of staff and making adequate investment in technologies. 
Customer experience is a critical marketing concept, but the expanding quantity of studies on the subject has resulted in significant fragmentation and theoretical uncertainty. Customer experience has received a lot of attention in marketing research and practise over the last decade. Customer experience, according to business leaders, is critical to firm competitiveness, and marketing researchers refer to it as the essential foundation for marketing management. The lack of a clear outlook causes significant obstacles for theory building. Because of the various conceptualizations of customer experience, its utilisation varies from study to study, raising measurement and validity difficulties. Confusion also exists regarding the extent and limitations of the customer experience construct, as well as its antecedents and consequences. Researchers struggle to define which discoveries to integrate, limiting reproducibility and generalisation across situations. These obstacles also limit academics' capacity to share relevant conclusions for managers wanting to develop excellent customer experience. Customer service theories and models revolve around gaining and retaining clients. In this instance, the most important thing to strive for is loyalty. Although this is known as customer theory, it is more practical than most other theories since it is practical (Vargha, 2018). 
Effective building of customer values, enhancement of customer experience and satisfaction level leads to customer loyalty which in turn ensures customer engagement. Customer engagement is regarded as the emotional connection between a specific brand and the customers (Palmatier et al., 2017). When customers are greatly engaged with a particular brand then they end of buying more and promoting the products or services more by demonstrating their loyalty towards the organisation or the brand. Provision of appropriate customer experience is directly associated with the establishment of positive customer engagement. Improper or poor customer engagement strategy will not help any company in maintaining productive relationships with the customers (Żyminkowska et al., 2019). Proper customer engagement is not dependent on a single factor but is associated with a series of external and internal factors which the businesses need to focus upon for deliver effective customer experiences. 
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For a better understanding of ways of creating customer values, enhancing customer experience and in turn customer engagement it is essential to gain idea about the internal and external factors which influence consumer behaviour. Internal factors which are capable of influencing the buying and consuming decision of customers are lifestyle, attitudes, feelings, beliefs, demographics, knowledge and personality motivation (Ramya and Ali, 2016). Internal factors are again categorised as psychological and personal factors. Motivation, beliefs and attitudes fall under psychological factors while lifestyle, income level, personality and occupation are considered as personal factors. External factors which influence consumer behaviour are culture, ethnicity, social class, family, past experiences, market mix factors and other external aspects impacting the performance of an organisation. Suitable identification of all these factors and appropriate estimation of the influence of the same will help brands to better engage and retain customers. 
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There are certain analytical frameworks which are capable of highlighting the links between different factors and customer experience which will prove to helpful for the brands for increasing their profits and revenue generation. One such analytical framework is PESTLE analysis. It is a tool which is frequently used by organisations or businesses to gauge the environment within which they are operating. Factors including political, economical, social, technological, legal and environmental are taken into account for understanding the dynamics of the external business environment. These factors assist in the development of a situation analysis by considering elements which are capable of driving organisational performance (Perera, 2017). PESTLE in a way is supporting the evaluation of the ways in which customers' changing needs and perceptions are driving the external environment which in turn is also impacting the business of the brands. The next model is the SERVQUAL or service quality gap model which contributes by comparing the gap between service quality offered by organisation and the expectations of the customers. The five dimensions or core components of service quality that are used for analysing the gap include reliability, assurance, tangibles, empathy and responsiveness (Shi and Shang, 2020). Responsiveness depicts the willingness of an organisation or brand to assist and respond to the needs of the customer, reliability reflects the ability of the brand to perform the services accurately, assurance is all about the capability of staff to generate trust and confidence among customers, tangible refer to elements like equipment, human resources, physical features, etc. and empathy points out the extent to which customisation of the services are done considering the needs of the customers. Touch point in case of an organisation are the potential customers coming in contact with the business or brand (Wind and Hays, 2016). Touch point strategy is related with converting the journey of the customer into requirements and these requirements can be used for the fabrication of the services and products. Better touch point strategy is directly associated with development of positive customer experience.  
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PESTLE analysis in relation to HSBC:
Political - Political environment includes formation, modification and implementation of different policies which help in regulating activities like trade, transport and other economical processes within a country. The decision of BREXIT and its implementation from 2020 January has resulted in the generation of certain modifications. The freedom associated with staying in UK and as well as EU has been restricted; UK nationals will now need visa to stay more than 90 days in EU and the same is for the EU nationals if they are to stay in UK (BBC, 2020). UK is now capable of formulating its own trade and finance related policies. This means new policy documentation is taking place and will be applied. Before BREXIT financial services trade between UK and EU depended on passporting that eased the way of doing businesses for the banks among the EU countries (Stojanovic and Wright, 2021). As the passporting has ended so HSBC's trading policies are needed to be modified and the bank can face different restriction from now onwards while dealing with EU Economic Area (EEA). A positive point is that UK is free to negotiate with countries like US, New Zealand and Australia since it no longer has to remain abided by EU policies. The changing political can turn out to be an opportunity for HSBC. 
Economic - Giles (2021) has reflected that BREXIT has to an extent negatively impacted the economic growth across UK. The formulation of new rules as well as regulations has impacted UK's relationship with Brussels. The exports from UK to EU fell by 5% in the first quarter of 2021 but the influence of BREXIT has got overshadowed due to the consequences of Covid-19 pandemic. The GDP growth rate already turned to be at 1.4% in 2019 and later in 2020 it fell by 9.9% (Clark, 2021). The UK economy is recovering but the current condition is not suitable for HSBC's business dealings with customer engagement. The financial sector has been hit hard due to this negative economic growth. 
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Social - Considering the current situation after BREXIT and Covid-19 pandemic great changes have been noticed among people across UK. Poor economic growth and employment uncertainties have compelled customers to value quality, essentiality and affordability. Online shopping and availing of other online services can be observed among UK population. It is high time for HSBC to come up better financial plans to meet the essential needs of the customers and emphasise more on complete digitisation. 
Technological - The technological infrastructure of UK is significantly the most effective thereby providing strong access to digitisation (Great.gov.uk, 2021). This is a great opportunity for HSBC to adapt advanced technologies and meet the current online service requirements of the customers. 
Legal - HSBC is primarily regulated by Financial Conduct Authority and Prudential Regulation Authority, the two bodies responsible for governing the services and business operations of banks operating across UK (HSBC UK, 2021a). The bank is found to be maintaining significant transparencies with all of its stakeholders. 
Environmental - A step taken by the bank towards becoming environment friendly is digitisation. HSBC is emphasising on AI (Artificial Intelligence), IoT (Internet of Things) and automation (HSBC UK, 2018). This will help in reducing the use of paper which in turn is a contribution towards smart use of resources. 
SERVQUAL Analysis of HSBC:
Reliability - HSBC maintains various arrangements for looking after wide range of customer needs. For example, the bank provides detailed assistance and support in case of bereavement, the organisation contributes equally towards increasing awareness among customers regarding the best banking decisions, also HSBC offers banking app which helps the customers to keep track of their monetary transactions and maintain the records (HSBC UK, 2021b). 
Assurance - HSBC maintains trained specialists for helping customers to access bereavement and other life event services, the specialists are there to guide the customers in properly sorting out their finances by considering the needs and current situation. 
Tangibles - The tangible resources which are effectively meeting the needs of the customers include the bank's mobile banking app, trained specialists, financial fitness enhancement tools and assessments, cards and other banking services.  
Empathy - The bank staffs are there to listen to the needs and problems of the customers and help them customise their financial plan by guiding them through the entire banking process. The specialists are available around the clock offering advices, assistances, guidance and emotional support as well during the life events (HSBC UK, 2021b). 
Responsiveness - The bank maintains a separate page for clarifying the ways they offer help and consider the needs of the customers. The chat services and the bank contacts are always there to look after the requirements of the people. HSBC is also greatly focusing on digitisation by considering automation, AI and IoT for reaching large bases of customers. 
The PESTLE analysis highlighted many opportunities and threats for HSBC which they are in need of concentrating upon so that they can satisfy the changing needs of the customers. The decision of moving towards digitisation is a positive step taken by the company driven the external as well as internal factors. The service quality gap analysis reflected negligible gap is existing between the service provided by the bank and the expectations of the customers. However, challenges for HSBC are emerging because of the combined impacts of BREXIT and Covid-19 pandemic on UK's economy. 
[bookmark: _Toc80716944]Conclusion 
The fast expanding threat posed by the COVID-19 virus, also known as a coronavirus, is affecting the global business and investor community. Because of the worldwide and linked nature of today's corporate environment, there is a severe risk of disruption of global supply chains, which can result in considerable revenue loss and have a negative influence on global economies. The global economic impact may increase depending on the degree of the virus's geographic spread. The pandemic, on the other hand, has already had a severe influence on the world economy as a whole. During a crisis, a customer's relationship with a firm can have an instant and lasting impact on his or her sense of trust and loyalty. As millions are furloughed and retreat into seclusion, how the businesses they frequent and rely on deliver experiences and service that match their new requirements with empathy, care, and concern will be a critical barometer of their customer experience. Now is also the time for customer experience leaders to place themselves at the vanguard of long-term transformations in consumer behaviour caused by the crisis.
HSBC will combine human and digital channels to provide clients with assistance more swiftly and at a lesser cost. Customers, for example, can start a conversation in the HSBC mobile app with an AI chatbot, which can answer simple questions promptly, while more sophisticated inquiries are sent to front-line workers. With the increasing popularity of instant messages and the desire for 24-hour banking services, conversational banking using AI chatbots enables banks to communicate with consumers more quickly and effectively. HSBC had 10 million chat discussions in personal banking in 2019 – and we intend to have 10 million chat talks every month by 2024. It appears evident that life after COVID will not be the same as it was before. COVID has caused us as a civilization to focus on new answers to old problems in order to enable us live our lives during the pandemic – and some of these advancements will be permanent. However, while some service industries, such as banking, will alter, the human element will remain — especially when complexity is involved and reassurance is required.
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