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[bookmark: _Toc58447916][bookmark: _Toc58459257]Executive Summary
The following report will evaluate the case of how CRM (Customer Relationship Management) systems have been changing in light of the Covid-19 pandemic and in doing so will analyse various marketing as well as management based theories and theoretical frameworks such that the case of how businesses are adapting to this change can in turn be analysed. The report will therefore, carry out a thorough discussion as to how businesses globally has been emphasizing upon CRM and in this regard will specifically analyse the case of UK based Barclays Bank along with stating how the multinational corporation focused upon as well as implemented CRM in times of the Coronavirus outbreak.
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[bookmark: _Toc58459258]Introduction
It has become evident that the Coronavirus is a very serious disease and therefore the Covid-19 pandemic-based crisis is also a very serious issue which is posing implications and challenges in people’s day to day lives alongside upon the very way business is conducted. Following the issues and challenges of the Covid-19 pandemic, smart organisations have already taken every necessary measure in order for making sure that their employees and that the community they are operational; are safe. However, it must be realized that work has to be done, business opportunities must still be pursued, sales need to be made, the workforce; irrespective of the fact that they are working from their homes or not must collaborate, and most importantly, the service issues must be resolved. This is where CRM (Customer Relationship Management) systems come in (Bhat and Darzi, 2016). Considering that the novel Coronavirus has actually forced people to a more digital way of life, it is significant that businesses emphasize towards infusing virtual experiences with the element of human touch. That being said, it must be furthermore stated that every relationship has a certain emotional component, and this is very much true when it comes to the connection between brands and people. A business’s relationship with its consumers is built over the course of time and moreover this relationship is nourished by various experiences with regards to certain physical as well as online touch points in light of that business’s journey (Sigala, 2018). Furthermore, these relationships are in turn confirmed via repeated interactions and finally are grounded in terms of expectations. It must be understood that a crisis usually put a business’s strengths as well as its weaknesses under spotlight and considering the case of the Covid-19 crisis, it can indeed be put forward that this is no simple crisis. The immediate response to this very crisis in the form of lockdown has forced majority of the individuals to actually be physically separated from their extended family, their favourite places, their friends, and most importantly their workplace (Santouridisand Veraki, 2017). As a result, organisations in light of this pandemic are requiring adapting a more remote or digital approach in terms of doing business or carrying out business operations. Hence, this new way of conducting business is dramatically changing the day-to-day experiences of individuals globally.
With regards to the above discussion, the following report will discuss the idea of CRM (Customer Relationship Management) systems and will analyse how the CRM culture is gradually taking a toll and is changing given the Coronavirus outbreak. The report will furthermore analyse UK based Barclays Bank’s case in terms of discussing how the financial and banking organisation has approached and is still approaching their CRM; such that they can become successful in responding well to the aspect of CX (Customer Experience) and thereby facilitate effective CE (Customer Engagement). The report will critically evaluate CRM based tools and theoretical models to better elaborate how these CRM systems work and how they can be effective for businesses in times of this pandemic and will also discuss the implementation of these theoretical models for Barclays Bank.
[bookmark: _Toc58447918][bookmark: _Toc58459259]Analysis of the report
[bookmark: _Toc58447919][bookmark: _Toc58459260]Background to the organisation:
Barclays Bank, otherwise, popularly known simply as Barclays is actually a financial services based corporation. Moreover, Barclays Plc, which is their banking counterpart, is actually a multinational investment bank alongside being a prominent financial service provider. The corporation is based out of the UK and their headquarters is in London, England. Other than investment banking, Barclays as a corporation is strategically organised into four business areas, which are investment management, wealth management, corporate banking, and personal banking (Augar, 2018). Barclays was initially founded in the July of 1896 at the very heart of UK i.e. London. Since 2015, the CEO of Barclays has been Jes Staley and as reported in 2019, Barclays managed to generate revenue close to 2163.2 crores GBP. Some of their most prominent of subsidiaries include Barclays Bank Delaware, Barclaycard, etc. to name a few. 
[bookmark: _Toc58447920][bookmark: _Toc58459261]Marketing theories associated with CRM which will be the highlight of the analysis:
As mentioned earlier in the report, the Covid-19 pandemic has actually caused disruption when it concerns business operations or business processes. Despite of the associated implications and challenges, it can be put forward that the UK Government has somewhat managed to effectively address the crisis and in doing so has emphasized upon the safety of both businesses as well as people. This has resulted in businesses all across the globe and in UK to adapt to a more digital way and a remote approach or even a remote work culture; such that they can make sure that their employees are safe. Business organisations in this regard have also addressed implications namely managing their consumers in times of the crisis, managing their stakeholders and organisational teams such that they can become more prominent. 
To discuss the idea of CRM i.e. Customer Relationship Management, it is necessary to cite that the CRM based sector had plenty of image based issues for over years and this is considering outcomes like executive buy-in lacking, failed deployments, over commitment and under delivery from the vendors, as well as employee adoption. As a result, prominent organisations often relied upon alternative options instead of implementing CRM systems. However, then came the corona virus and then followed the pandemic situation which resulted in businesses being disrupted, and the very way in which the Government responded to the crisis actually paved the way for a renewed sense of interest of businesses in CRM based technologies (Maryani and Raina, 2017). In a way it can be stated that CRM gained prominence almost overnight considering this crisis as it turned out to be the only way businesses could continue supporting their workforce which was forced to function or carry out their work remotely. Given the Government’s ‘social-distancing’ regulation and the ‘lockdown’ based implication, CRM facilitated businesses to stay in touch with their consumers and also with prospects, who were now unable to shop from stores or avail services from stores physically. This way, CRM facilitated businesses to handle a very sharp spike when it comes to consumer contact volume (Dzulfikaret al., 2018). 
It can undoubtedly be stated that the Covid-19 pandemic situation comprehensively upended the very way marketers, salespeople, customer service teams, and even their superiors carry out their work or functions. Given the crisis, the salespeople from various sectors were unable to perform site visits to the consumers. Considering the marketers, it can be stated that they had to cancel the exceptionally large scale based corporate events which they planned previously. And finally with regards to the customer satisfaction teams it can be put forward that they had no way to depend on their team mates as well as the company experts in order for correctly answering the consumer’s queries. As a result, it can be understood that despite of the very herculean and serious efforts, early setbacks in businesses resulted in weaknesses which turned out to be systematic and long standing. Also, legacy based CRM systems were unable to address the delayed responses of the companies to their consumers and this led to sales forecasts being impossible to calculate and majority of the crucial revenue sources got closed with businesses ultimately shutting down. 
There exists different types of models, strategies or theories for consumer relationship management or CRM. The two main models introduced and implemented by Barclays Bank are discussed and explained below-
1. The IDIC theory or model- this particular model or theory was formulated by the Rogers and Peppers Group as a form of generic prototype or scheme for achieving customer relationship management in different types of circumstances (Peppers and Rogers, 2016). There are four stages within the mentioned model.
Identify: the first and most essential step is identifying and acknowledging the customers linked with the business. This in turn can be accomplished by acquiring knowledge and information such as the names of different consumers, their addresses as well as their history of purchases, etc. The main aim behind this particular step is to gather as many facts, data and information as possible on the different consumers for better understanding their various wants, purchase behaviours as well as requirements. 
Differentiate: after the completion of the first step mentioned above, the second step is segmenting or differentiating the various clients and customers on the basis of their projected as well as current lifetime values (Deszczyński, 2018). It is also essential to keep in mind that not every consumer has similar value to the concerned business. Furthermore, by segmenting or dividing the customers based on their values associated with the organization, the concerned organization in turn will be able to effectively prioritize their efforts linked with consumer relationship on the best valuable customers and at the same time also efficiently tailor their interactions for effectively complying with every segment for maximum gain and profitability. 
Interact: the third step involves effectively applying the organization’s customer relationship management plans for communicating with their clients. This step further consists of procedures such as ensuring that the organization is able to effectively examine as well as categorize its customers and then formulate customized communications. For instance, for the valued consumers, the organization such as in this case Barclays Bank may also provide them with loyalty rewards or benefits for encouraging continued spending as well as retention (Kapooria, 2017). In addition to this, it is also crucial to remember that the mentioned organization is required to effectively learn from every interaction in order to constantly improve their future cooperation and interactions. 
Customize: this is the last step. After completing the essential documentations related to interactions with the customers, the organization then is required to effectively evaluate the collected documentations for efficiently formulating increased customized one-on-one and direct services. The main objective behind this particular step is ensuring that the different needs as well as expectations of the various customers associated with the organization are effectively fulfilled. 
2. Customer Relationship Management Value Chain- value chain can be defined as a model which was introduced by Michael Porter and which in turn facilitates in identifying the different procedures utilized by business organizations for effectively developing end services and products for its consumers (Ruivo et al., 2017). The main objective of the mentioned model is acknowledging as well as prioritizing the most valuable and important organizational activities and improving the various organizational procedures for acquiring competitive advantages. The mentioned model applies the discussed principle to consumer’s relationships and observes different activities and stages, which are essential for establishing relationships with the customers. Such activities in turn can be segmented into two phases, namely, primary as well as support.
Primary phase- this particular stage or phase of the CRM value chain model includes five central procedures which in turn enables the plan or strategy. These procedures are discussed below-
· Evaluation of customer portfolios: the first and important step is evaluating the customers in order to identify their SSCs. This step of evaluation further facilitates in better understanding the customers, which in turn helps the organizations in better addressing to their various expectations and requirements as well as in developing strategies and plans for maximizing their lifetime values (Anshari et al., 2019). 
· Consumer intimacy: the next stage involves engaging with different customers as well as building the original information databases. The organizations are further required to efficiently gather data based on interactions for better understanding as well as serving their various customers. The better they are able to know about their customers, the more they will be successful in retaining their commerce in the long run.
· Development of value propositions: effectively equipping with customer interaction as well as information data in turn will facilitate business organizations in creating value for their desired targeted customers. The main idea or goal is shifting the centre of attraction from the manufactured products to the available services as well as reducing the costs of procedures for creating increased values for the different customers. 
· Relationship management: the final step of the aforementioned CRM model is effectively managing the lifecycles of the customers. This particular procedure involves analysing the organizational structures and procedures for effectively administering retention, acquisition as well as customer growth (Valmohammadi, 2017). 
Support phase- this stage includes five approving conditions, which in turn are crucial for efficiently implementing the different strategic procedures mentioned in the primary phase:
· Culture and leadership
· Procedures of procurement
· Human resource management procedures
· Data/IT management procedures
· Organization framework
Developing as well as creating such underlying factors or conditions in turn will enable the business organizations with successful implementation of the CRM value chain model.
[bookmark: _Toc58447921][bookmark: _Toc58459262]Application of the marketing theories or models to Barclays Bank and evaluation of different factors influencing the quality controls and systems during the current pandemic situation:
In light of the aforementioned models for customer relationship management, Barclays Bank has implemented and applied these models into their operations with the aim of enhancing their interactions with their different customers and in better understanding their changing demands, requirements and expectations in times of the ongoing global pandemic situations introduced due to Covid-19. The mentioned models have further facilitated Barclays Bank in achieving their targets and in establishing better relations with their clients and customers. The mentioned organization also has introduced the necessary steps and procedures mentioned in the CRM models, which in turn have facilitated the organization in accomplishing their desired goals and objectives as well as also in better adapting itself with the changing market conditions and changing consumer desires and needs (Yerpude and Singhal, 2018). The concerned global pandemic has overwhelmed the lives of everyone across the globe. Regarding the vulnerable people as well as the consumer teams serving them, Covid-19 further has forced organizations such as Barclays Bank in this case in rethinking what customer care refers to. Furthermore, during such periods of global crisis, the interactions of the customers with the organization in turn can also trigger lingering as well as sudden effects on their sense of loyalty and trust. Since millions of individuals are dismissed and are being retreated into seclusion and isolation, the basic barometer of the concerned organization’s consumer experiences is dependent on how Barclays Bank is able to deliver their services and experiences efficiently which in turn will enable the organization in fulfilling the needs and wants of the customers with care, empathy as well as concern (Yadollahinia, et al., 2018). Thus, keeping this in mind, it is essential to state that the organizational leaders who are associated with CX (customer experience) are required to effectively position themselves in the front in regard to the long-term shifts taking place within the consumer behaviours an attitude which in turn can be viewed as the outcomes of the ongoing global crisis. Therefore, on the basis of aforementioned information, it is necessary to point that Barclays Bank has introduced and implemented the two important models or theories of customer relationship management in order to maintain and administer real time rhythms on the changing preferences of its customers as well as for increasingly innovating and introducing redesign journeys (Mala, 2019). 
In addition to the application of CRM models or theories into the organizational activities, procedures and structures of the Barclays Bank, the concerned organization has further implemented essential customer experience practices for establishing resilience as well as for effectively preparing themselves in achieving organizational growth and success once the crisis is averted. Some of these practices are discussed below-
1. Focusing on the fundamentals: connection as well as care- during the times of ongoing global pandemic situations, individuals require extra and additional guidance, information as well as support for effectively navigating different set of barriers and challenges, for keeping themselves and their families secure and safe and also for enabling their children with their education since the educational institutions are all closed. They are in search of resources that are trustworthy and can help them in feeling safe since everything else seems so uncertain currently. Thus, keeping this in mind, Barclays Bank has put extra emphasis on the lives of their customers, their employees and for the various communities. Realizing the financial burdens which have been introduced due to the corona virus pandemic situations, the concerned organization has waived a month of interests on the credit cards which in turn has facilitated the organization in building a positive relationship with its customers (Ozili and Arun, 2020). Furthermore, the mentioned organization has also displayed required concern for its employees as well. Barclays Bank has continued to pay its hourly employees their regular rates even when they are unable to work outside their homes because of illness and at the same time, the mentioned organization is also paying them with their regular wages and salaries despite of working from home and not being able to come to the office. Moreover, Barclays Bank has also donated certain amount of money to the local hospitals and care funds dealing and combating the spreading effects of Covid-19.
2. Meeting the changing customer demands, needs, and expectations- the global pandemic has not only altered the lives of people worldwide and has also altered the lifestyles and needs of people. Due to current scenarios introduced by Covid-19, which in turn has resulted in sudden shifts in the demand patterns, Barclays Bank has introduced several digitally led platforms and services for interacting with its customers and for fulfilling their changing demands, preferences and needs (Giese and Haldane, 2020). The organization was quick in innovating its delivery models for effectively facilitating its customers navigate the ongoing situations efficiently as well as safely, this strategy in turn has proved itself as a fruitful and strong organizational benefit. The mentioned organization has also made their physical operations digital as well as touch free in regard to the ongoing crisis situations.
In addition to the above-mentioned practices and procedures Barclays Bank has further innovated their strategy of brick and mortar and has also established increased capabilities for the rapidly changing environmental conditions. The concerned business organization has facilitated such changes within its operational practice and procedures not only to function effectively but also to establish strong and positive relationships with their customers and for ensuring their safety and welfare along with providing care and safety to their workforce and concerned communities. 
Furthermore, in light of the ongoing pandemic situations and as trusted and responsible partners, it is also essential that the organization support their organization services customers and clients in such challenging periods of time, that is, during the global pandemic as well as through the arising outcomes and ramifications. Barclays Bank also provides necessary funding and at the same time, also proposes adequate monetary solutions to facilitate certain businesses in surviving through such unprecedented and bizarre times (Chevalliar, 2020). Since organizations and companies within this similar sector encounter different risks and challenges including certain markets which in turn have disappeared overnights, difficulties in sourcing necessary resources and materials, loss of important debtors, etc. It is vital that the mentioned organization effectively supports and administers their working capital requirements whilst influencing and benefiting their industry knowledge as well as expertise in such sectors for facilitating their customers and clients (Tsou and Hsu, 2017). Moreover, the advice provided by Barclays Bank to other such businesses competing in the similar sector is to become more realistic with their actions, plans and strategies for the forthcoming twelve months. The previous months have enabled other organizations and companies in identifying and acknowledging their immediate outcomes and react to such effects. But currently it is essential for such companies to examine their end markets and to consider thinking about their different propositions and ultimately turn their various challenges and obstacles into opportunities by efficiently acknowledging new streams and methods of income (Santouridis and Veraki, 2017). The concerned business organization is also providing its clients and customers with a variety of online means and resources which further includes several webinars on different topics varying from business flexibility, awareness against online fraud and theft as well as access on different online support from the Eagle Labs, which is Barclays Bank’s new innovation hub for entrepreneurs and start-ups. The mentioned bank is constantly evolving itself for fulfilling the changing requirements of their customers and clients during this ongoing pandemic period of time, and at same time, while the abiding influence of Covid-19 on the organizational services sector remains to be unknown. Barclays has positioned itself in the forefront of such discussions and is also ready to efficiently interpret the changing trends and thus respond to such changes rapidly. Barclays Bank believes that they need to ensure that their customers and clients are effectively supported and provided with necessary help for returning them to their normal lives. This empower to help them in growing as well as to facilitate them in potentially expanding themselves to new chances and opportunities which might arise as an outcome to the ongoing global pandemic (Das and Mishra, 2019). Financially, the mentioned organization seeks to offer guidance, support, and care wherever necessary, and aims at making the different organizational procedures as transparent and straightforward as possible. 
[bookmark: _Toc58447922][bookmark: _Toc58459263]Identification of systems supporting the quality procedures of Barclays Bank and evaluating how these systems are efficient in fulfilling the changing customer needs and in administering strong consumer relationship in times of ongoing coronavirus pandemic scenario:
In light of the ongoing Covid-19 pandemic situation, Barclays has implemented the Teradata customer relationship management solution for efficient promotion and marketing and has further reduced the overall ownership costs or expenditures for the forthcoming thirty six months, while at the same time, also offering to potentially improving and enhancing the value of their customer relationships (Ramesh et al., 2017). This Teradata solution in turn has facilitated the mentioned organization in delivering increasingly targeted as well as event oriented multichannel promotion as well as advertising campaigns, facilitated by the data enterprise ware of Teradata which in turn is regularly updated, centralized repository of detailed and integrated customer as well as transactional information. In addition to this, event oriented marketing also has been made possible with the help of creation of different organizational regulations and rules within the Teradata software for customer relationship management which in turn are deployed automatically within the information warehouse. Teradata has also facilitated Barclays in effectively identifying important changes in the behaviour of customers, which in turn are indicatives of new monetary interests. Thus, act upon such changes with timely as well as relevant information related to how the various services and products offered by the concerned bank can enable the organization in efficiently fulfilling g the changing needs and expectations of its clients and customers. Therefore, it can also be asserted that with the help of this ability, banks such as Barclays are able to effectively serve their clients and customers at optimal periods of time. In addition to this, this particular CRM software also facilitates various channels, thus helping Barclays in easily as well as quickly expanding initial solutions for effectively interacting with different clients and customers over every touch points like ATMs, Web, SMS, telephones, face-to-face, etc. The outcomes from the mentioned organization’s recent concept further confirmed that reutilising consumer data also results in increased organizational value as well as investment returns from the organization’s data warehouse that in turn can also be considered as one of the biggest and most advanced within the industry of financial services (Konkimalla and Medved, 2018). Barclays has also showed interests in further evolving its program and procedures for strong and effective customer relationship management by efficiently migrating to TRM (Teradata Relationship Manager) in the forthcoming times. Being one of the most important global providers of financial services, Barclays is required to effectively maintain as well as at the same introduce and implement necessary changes and additions in their customer relationship management strategies. The implementation of aforementioned models, practices as well as systems in turn will facilitate the mentioned organization in maintaining its brand image in the global market and at the same time in also efficiently fulfilling the changing demands, preferences, expectations and needs of its clients and customers as result of the ongoing global pandemic (Ramesh and Brown, 2016). The utilisation of such techniques and software will further enable the organization in fulfilling and accomplishing its organizational goals and objectives and attain increasing growth and advancement in the global market. 
[bookmark: _Toc58447923][bookmark: _Toc58459264]Conclusion
Customer Relationship Management (CRM) can be regarded as the primary strategy implemented and utilised by business organizations for developing consumer-oriented cultures which in turn stresses on optimizing as well as managing their future and current customer relationships. Thus, it can also be stated that busines organizations specializing in customer relationship management enable themselves in effectively analysing data related to their consumers’ interactions with the organization for adequately improving the value offered to clients and consumers as well as increasing organizational profit, growth and retention. In addition to this, customer relationship management is also dependent on a deeper acknowledgement of the consumer both collectively as well as individually with the aim of meeting and fulfilling their requirements, exceeding their belief and expectations as well as for delivering value. Barclays Bank is a renowned organization operating within the territorial boundaries of the United Kingdom and proving variety of effective and adequate services to all its clients and customers living in different parts of the subcontinent. The global corona virus pandemic has introduced several challenges to businesses all over the world. The ongoing pandemic has not only put the normal lives of people to an abrupt stop but has also tremendously affected business organizations globally. Thus, to effectively administer and maintain organizational growth and continuation, it is important to implement necessary CRM strategies, models, and practices. In this regard, it can be stated that the mentioned business organization has introduced and improved its CRM strategies keeping these abrupt changes in mind and has built a positive and strong relationship with its various clients and customers. Barclays Bank has further introduced several changes in its operations and services and provides its customers with best and effective solutions to different problems and challenges that have introduced themselves as outcomes of Covid-19 pandemic. The concerned organization has also positioned itself in the forefront of such discussions and is also ready to efficiently interpret the changing trends and thus respond to such changes rapidly. This report critically evaluates CRM based tools and theoretical models for better elaborating how these CRM systems work and how they can be effective for businesses in times of this pandemic and discusses the implementation of these theoretical models for Barclays Bank. The report further identifies the different systems supporting quality processes within Barclays and provides critical acknowledgement of how such systems in turn are efficient in fulfilling the requirements of its customers as well as in maintaining strong and effective customer relationships in times of ongoing Covid-19 pandemic scenarios and situations.
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