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1.0 Introduction
In the current business domain where technology, product exclusivity and the ability to secure exclusive contracts are no longer barriers to competition. For businesses to be competing at the highest level, a business’s focus on its customers are pivotal to its success. The amount of data that currently exists globally enables businesses to create products/services that their consumers actually want, rather than what they think their consumers want. Business intelligence is no longer as unique as it used to be, with the competition being rife in the business domain, consumers have a lot more choice to choose from. This is why it is vital for organisation to create a close relationship with its customers. McFarlane and Britt (2007) explains that the current marketing sphere has changed dramatically, and it is essential for organisations to develop strategies for responding to, and dealing with this variation and also ensure optimum customer satisfaction.
In this report I will aim to highlight the factors which can influence an organisations ability to maximise customer value. As a previous employee of Metro Bank PLC, I can relate to my experience at Metro bank and use this as the perfect case study for me to be able to identify the systems and processes in place to support customer satisfaction. Metro Bank launched in a time where there was a huge risk, as there was a global economic downturn. However, it launched with firm belief that providing superior customer service would be pivotal to its short term and long term goals. It launched in 2010 and has been successful since, now holds an estimated over 1.5 million customer accounts.
2.0 Background information: Banking Industry and Metro Bank 
The UK retail banking market has been a lucrative and highly concentrated market, it was widely thought that the banking market was one of the hardest markets to make entry into. The consequence of the continued economic crisis around 2010 meant that the level of market concentration had increased due to several banks being unable to compete and as a result fall into the arms of competitors. In some extreme circumstances, the UK government even had to contravene competition rules to bring about the merger of HBOS and Lloyds TSB. The result: a market for current accounts that in 2010 is 85% held by the “big five” banking institutions. There were many reports that were published which was opinion that competition in the banking domain were weak, and it allows banks to pursue profit maximisation. A weakly competitive market was bad for consumers, as banks could ignore customer welfare and customer satisfaction. (Competitions Market Authority Reports, 2015)
Metro Bank PLC was launched in July 2010, its focus was purely on customer service. The visions and values were very much customer orientated. Metro bank was the first entrant in the UK banking market in over a hundred years – which caused a huge amount of media coverage. It was regarded to be a brave and bold statement within the banking industry. Metro Bank wanted to change the way Britain Banked and the model was focussed on providing unparalleled levels of customer service. Before their launch, Metro bank saw an opportunity that needed to be exploited – Customer convenience and customer satisfaction. The model was based on a previously successful model in the United States of America – Commerce Bank, which was also established by the founder of Metro Bank, Vernon Hill.
2.1 Metro Bank Strategy 
The premise of Metro Banks success was to build a unique brand, this was to be achieved through creating a loyal customer base by offering their customers an amazing banking experience. The spine of the culture at Metro Bank was a customer focussed culture where the operations is distinctively similar to retail outlets and the reliance of word of mouth. The core focus was to create fans, rather than customers. Its core location is in London, where there are a lot of transportation links, they have focussed on building new banks, from scratch rather than buying an already existing bank and redecorating. Some key differences between metro bank and traditional banks are as follows:
i) Seven days a week operations with extra hours
ii) Customer relationship management
iii) 24-7 call centre operations
iv) Instant opening of account
v) Coin counting system, with prizes
vi)  ATMs built inside the bank – which customers have access to after closure time, for customer safety
vii) Safety deposit boxes

3.0 Importance of Customers and Customer Value
Customers are at the forefront of a company’s success, without customers a business is non-existent. Although it is quite apparent that most people who go in to business are firstly motivated by profits and earnings. However,without having an existent customer base, and customer demand for the products or services the business is selling, running the business will be near impossible. An organisation sells either a service or a product to its customers. The product or service should be tailored to the customers need at the point of sale and the customer would need to be willing to pay that price for the product or service they are buying. Although the product or service is crucial, good customer relationship management can act as a competitive advantage for any organisation. 
In Harrison (2005) report, it can be specified that customer value intends to have a process of purchasing a product in exchange of certain benefits which can be data, knowledge or time. Almost all businesses have a minimum of financial stability, innovative ideas, brand identity, quality, customer knowledge and a distinct understanding of their products and markets – these factors usually have a standard minimum expectations, which organisations meet within their respected industry. However, customer service and value propositions remains unique and essentially it is pretty much the ultimate competitive advantage for leadership within their markets (Weinstein, 2012). That is, how companies design and deliver customer value (Johnson and Weinstein, 2004; Weinstein, 2012).
Pohlman and Gardiner (2000) talk about the importance of adding value, it is important that the leaders of business domains think of value creators to be successful. Leaders and management within organisation need to be consistently think about customer value strategically by distinguishing that in any point of interaction with customer has a consequence on the awareness of value and the company’s ability to design and deliver superior value. This means that customer value is not just a concern for the higher management but it is in fact a responsibility for everyone within the business organisation as customers come into contact with products and services and their providers daily, whether direct in terms of face-to-face interaction or indirectly via various channels and media (Solomon, 2004; Duncan, 2005).
4.0 Value of Customer Relationship Management (CRM)
Customer Relationship management (CRM) system is a handy tool to manage customer requirement by streamlining business process to achieve or maintain an excellent relationship with customers. In the opinion of Christopher et al. (2013), CRM tool enables organisations to manage their backlog and initiate process as per the priority of the organisation.
A CRM system is one of the most important element of a business as it allows a business to register the contact of anyone interested in their business. Key information is retained from both customers and potential customers, once they register. CRM can be used to critically analyse the market and to help a business strategize. A good CRM system will allow organisation to track all customer interactions which means that anyone in the business can interact with that customer as long as the CRM file is up to date. A business without a CRM system has difficulties focusing on its customers, whereas organisations who use CRM are using its value to put the customers at the heart of their business. It allows an organisation to support a business in engaging with its customers. With the data available business can better align their people and business processes where CRM systems help organisations achieve greater scale and grow efficiently. 
The value of CRM is immense, as the world is now very much data driven, CRM stores key Data for a business to discover new insights. Further to this, a CRM tool can act as a safeguard to the business as it can control access to high value customers and critical business information by securely storing data in the cloud. Most CRM tools have advanced protection with backs ups that are automated which protects this date from unexpected events. CRM tools within the business can help enhance many teams within the business, for instance Foxall and Goldsmith (1994) highlight the CRM technology enables support for businesses to forecast headcount needed for specific departments within their organisation. Further to this Forsyth (1999) argues that CRM tools enable organisations to make strategic decisions with the data in hand which can increase the sale of services and products for a given organisation.
5.0 Metro Bank Implementation
Working at Metro Bank for a year between 2017 and 2018 has given me a good understanding of customer service and its importance. The Metro bank model had its customers at its fore front, the model was based and designed to cater to the necessities of the customers. Before joining to work for the bank I did research about the organisation and I could instantly see its importance towards the customers. In this section I will critically analyse the Metro banks characteristics which influences you’re their ability to maximise customer value. In this section I will be identifying some key systems and processes in place within the organisation which are effective in meeting customer demands.
The two systems that I believe supports your Metro Banks quality process is to meet customer requirements is (1) Temenos T 24 and (2) Microsoft CRM. There are also specific factors that enable Metro Bank to add value to their products and services for their customers, which are (1) Employee Hiring Process and Training, (2) Excellent Customer Service and (3) Services and Facilities for customers. There are explored below.
5.1 Systems to Support Quality Process

5.1.1 Temenos T24
The core banking system used at Metro Bank is T24 which acts as its core banking system, it is a modern state of the art and fully upgradable. The system which metro bank chose to adopt is the fastest within the industry and it provides real time view over the customer’s transactions and balances. Metro Bank have heavily invested into the Temenos T24 system as its features are key functionalities to meet the needs and requirements for their customers. Temenos T24 has been providing banking solutions to the banking domain for the last 25 years and it is regarded as one of the best solutions within the market.
This system is integral for maintaining and meeting the demands for customers at Metro Bank. Customers demand the highest level of customer service and efficiency which this system enhances. Traditional legacy applications that could have been used as a banking solution are not real time and are not as fast and efficient. Metro Bank has invested in Temenos T24 to provide its customers with the best banking solution so that it enables their customers a better process to make better financial and commercial decisions – as the platform is real time. Furthermore, for a customer service point of view this system is one that is the most responsive, so when a customer either calls or visits the bank, the cashier or phone operator can instantly see the real time account value and/or transaction. Whereas in legacy based solutions the cashier will have to go through a list of ‘pending’ transaction and deduct this from the value of the bank account to give the customer their balance.
This particular system enables a quick and efficient transactions and is also linked to the Metro Bank telephony system. Again this enhances the customer service efficiency as when a registered customer calls, if their telephone number is up to date on the account and they use the registered number to call, the screen will instantly display their account to the contact centre representative. In legacy based solutions the contact centre representatives would need to take the customer’s account number and sort code before they can even see the customers screen.
Safety is key within a bank, when customer deposit their money into their banks it is imperative that they have peace of mind. The Temenos T24 system is quick to flag up any transaction which may be fraudulent, this particular feature is reassuring for customers. A legacy based solution does not offer this kind of feature, and the fraud is usually investigated after the money has left the account.
5.1.2 Microsoft CRM
CRM stands for customer relationship management, it is a form of data driven software that can increase profitability by streamlining administrative processes. However in Metro Banks case it is an integral software to improve interaction with their customers. The Microsoft CRM software at metro bank is state of the art and also fully upgradable, and it provides the bank with a platform to keep key customer related information.
[bookmark: _GoBack]I have seen its importance working for Metro Bank, in training all staff are trained to log every interaction with any customers that walk through the door or any customers that call. It provides vital data insights to the upper management. Each interaction with a customer will have its own type, i.e ‘balance enquiry’, ‘Fraudulent Transaction’, ‘Account opening’ or ‘complaint’, these interactions are then logged on CRM depending on the customer. This provides vital information to upper management as they can dissect and analyse the compilation of data on CRM to better their strategy/process. Management can easily identify the types of customer interactions they are facing most during a period of a day, week, month or year. In Metro Bank CRM was a key indicator of any problems that the bank is having – if there was too many ‘internet banking problem’ call types during the day, we can easily drill down to whether this was a one off internet banking problem or a bank wide problem where there are IT issues to be solved. The software allowed the bank to be quick and reactive to any problems to minimise negative customer impact.
As CRM stored all customer information and their interaction it was easy for Metro Bank representatives to build rapport. It stored customer information such favourite sport team and favourite food, which is very different to how traditional banks work. It was easy for myself and colleagues to identify the customers last interaction with the bank so regardless of who the customer went to, they will have a full debrief of the customers concerns on a screen in front of them. The software enabled both myself and my colleagues to be able to answer customer questions without customers having to repeat themselves. It allowed our services to be quick and efficient – and in most cases allowed the customers to leave the bank with a smile on their faces. Customers who came in to the bank or who called up would normally do so in their spare break time, and it was important for us to provide quick and efficient service – The Microsoft CRM which was in place at Metro bank provide a good platform to be able to do so.
5.2 Factors that influence Metro Banks ability to maximise customer value

5.2.1 Employee Hiring Process and Training 
Whilst working at Metro Bank I did some voluntary work hiring sessions, it was clear to me that the banks hiring process had lot of quota which candidates had to match or exceed. It was in the rule book to hire the very best. Metro Bank did it differently, they were not focussed as much as other banks are on individual qualifications, but rather personality. For someone that wanted to work at Metro Bank Customer Service, it was imperative that they had retail experience. Most banks focus on level of education whereas Metro Bank focus on personality. The hiring process looked at how much a personal smiles, the tone in which they talk and their level of attention. Gummesson (2002) talks about the importance of training and how important it is for organisations to be able to acquire a skilled workforce that can provide needed customer service.
Hiring for the customer service departments is key to the banks model, as those colleagues are responsible for the face of the company. The hiring process was designed to evaluate the candidate’s ability to deal with an enraged customer, to test the patience of the candidate. Metro Bank desire their candidates to have some form of retail experience as it will evidence that they will be able to deal with retail pressure. A lot of banks hiring process revolved around the banks culture, it was imperative that the candidate was a cultural fit to the company. The more colleagues which fit the corporate culture, the more standardised the banks service will be and this will mean that the customer will all receive the same level of excellent customer service.
The training at Metro bank from my experience was a great one, although I felt I had a decent amount of retail experience, and was a cultural fit to Metros Ethos. The training which was four weeks engraved their culture into my brain even further. It was four weeks of intense training on dealing with a customer in the right way and valuing the customer. The training is refreshed every year and employees are expected to attend a week’s training every year to refresh their minds on the importance on customers and how to be most efficient. A lot of money is spent training new and existing colleagues on excellent customer service, and it is key to metro banks model for customer service. This is value added on employee skillsets which enable them to interact with customers in the right manner. The training is useful as employees have a great deal of knowledge about the products and services available to customers. This enables employees to have efficient conversations with their customers, where they can deal with customer queries quickly. This adds value, as it allows customers to be able to build trust with the organisation.
5.2.2 Excellent Customer Service
Something that is core to customers is first time resolution. It is annoying for one to go to complete an action but then find out there is a queue for this action to be completed. For instance, if there was an international payment a customer wanted to make, and they wanted to go into a Metro Bank Store, or call up, to make an international payment – at a time they were free, but then couldn’t because there was a back log for international payments – that customer would probably be dissatisfied. The customer would have to find another time to come in and make this payment. With Metro Bank customers rarely get this issue, the bank is usually over resourced so that customers experience a first time resolution. If there is always a first time resolution then there would never be a queue for the customer. Whether it’s a payment, query, or a fraudulent transaction, Metro Bank aims to resolve it within the same day.
This is a value added for the customer as they know that more often than not, their query will be resolved instantly. Metro Bank create a reputation of being fast, productive and efficient to their customers. This will give Metro Bank a positive public opinion and enable to grow further, it is a reputation that Metro Bank hold.
5.2.3 Services and Facilities for Customers
Metro Bank is known for the services it provides to its customers, the service is distinctively different from traditional banks. One of the main thing for people is convenience, in today’s world people hardly have any time and are so busy with their lives. Metro Banks seven day a week store operations allow its customers to have the flexibility to complete their banking on the weekend. Further to this they are also open outside of business hours to help support customer needs. Accessibility is important and it maximises customer value as it enables consumers to make a greater use of the product or service (Geenberg, 2010). Operationally this can be very costly for the organisation, however with such huge importance being put on customer value – it is important for Metro Bank to offer unparalleled convenience. Convenience is an important element for organisations to have positive influence over customers (Foxall and Goldsmith 1994).
Metro bank have various facilities which also may entice their customers, such as the money machine and the safety deposit vaults. The money machine can be used to convert loose change in to notes instantaneously, and it urges their customer to save the smaller coins. The safety deposit vault is an excellent idea for customers to be able to store valuable items in the premises and within the banks security. These are services that competitor banks do not offer.
Furthermore, Metro bank is built different to competitor banks, they are open floor, high ceiling and almost retail shop like. The store is very brightly lit and employees approach the customers as soon as they go in. The bank also plays music whilst customers complete their banking. The atmosphere within the bank is very comforting and pleasant. It is very different to competitor banks, once consumers use or go into a Metro Bank Store it is very hard to turn their backs without opening an account.
6.0 Metro Bank Achievements
Since its launch, Metro Bank has endured some early success and has been growing organically.  By the end of 2014 it had grown 31 branches in the UK – with plans for an initial public offering. In September 2018, Metro Bank reported to have surpassed the 1.5 million customer benchmark, with year on year increases. On the 19th of October 2018 they had opened their 60th store in bath and are now heavily invested outside London - Southampton, Oxford, and Bristol. In 2018 the bank showed strong financial performance, delivering double digit growth in deposits with profit trebling. Since Metro bank has opened its store in 2010 they have turned a vision of just providing great customer service to £20bn in assets, achieved through turning over from one store to sixty stores across the UK. (Source: www.metrobankonline.co.uk/about-us/press-releases)
	in millions
	9m to 30 September 2018
	9m to 30 September 2017
	Change

	
	
	
	

	Total Revenue
	£294.80
	£209.20
	41%

	Underlying Profit before tax1
	£39.20
	£13.20
	197%

	Statutory Profit before tax
	£34.40
	£11.10
	210%


(Source: www.metrobankonline.co.uk/about-us/press-releases)
7.0 Conclusion
Customers are hugely influential to a business’s success, and they should always be at the forefront of the business. This is evident with Metro Banks Case as their model was purely based on its customers and customer satisfaction. The model they used was not built around the products or services they provided, but rather, the uniqueness in their customer service. It is apparent Metro Bank entered one of the toughest markets, the banking industry which was very saturated. Being the first challenger bank in over 100 years caused an uproar in the media and many believed Metro Bank would not survive. 
With the aim of providing the best customer service and best customer value,  Metro Bank now employ over 2,500 employees, open in 67 locations with 1.5 million customer accounts and over £21bn in assets. This was all achieved in less than 10 years and it was by sticking to their ethos and putting customers at the forefront of their business. Metro Bank the best industry standard system that they have invested in to ensure they meet their customers’ demands. The two systems I found extremely effective were the Temenos T24 and the Microsoft CRM. Both are effective to manage the deliverance of quality at Metro Bank, Temenos T24 being one of the best banking software’s in the industry and CRM Microsoft enabling Metro Bank to focus on customer centricity. 
The bank also employ a range of facilities in order to maximise customer value and add a competitive advantage by increasing customer convenience. Metro Bank do not follow the same principles as traditional banks, and are open 7 days a week with extended opening hours. They are pet friendly and also have ‘Money Machines’ which allows customers to instantly deposit loose change into their bank accounts. Through hiring the right people and extensive training programs Metro Bank adapt their employees to provide the best customer service and try to achieve first time resolution at all costs. The importance of customers is evident and Metro Bank have gone from strength to strength each year, by basing their model on their customers. Although Metro Bank are highly accessible in the locations that they operate in which is the south east of England, it is hard for them to reach out people in the midlands and north of England. I believe a model based around its customers is hugely advantageous and Metro Bank should further expand into other regions using the same model.
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