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Executive Summary 
This report aims to introduce the importance of quality processes, as well as customer relationship management (CRM) for an organisation, alongside the benefits of efficient customer experience against the disadvantages of poorly strategized CRM. For the purpose of this report the Barbican Centre has been chosen as a company of interest and the Barbican Centre will be used across this report for analysis and in-depth understanding of customer experience. For clarity and understanding of the approaches taken within the Barbican Centre towards customer relationship management and customer experience, different CRM models will be reviewed and their strengths, weaknesses, and relevance to the company will be discussed within the report. Moreover, a Customer Relationship Management model will be chosen and applied to the company in relation to Barbican Centre’s existing customer issues for a development of a sustainable CRM strategy. Overall, by the end of the report a thorough understanding of customer relationship management will have been provided, alongside a strategy and recommendations for the Barbican Centre and its future improvement. 
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Introduction
The main purpose of any business is to bring satisfaction to its consumer base despite of the nature of the product or serviced being delivered to the market. Therefore, one of the most important functions of a business organisations can be deemed as the development and sustainability of a customer relationship between the business and its customers. For a business to have the ability to create an efficient and sustainable customer relationship, there is a requirement for a CRM or a customer relationship management model to be applied in the company of operations. For the purpose of this report, the organisation which will be analysed is the Barbican Centre based in London and considered as the largest multi-arts centre in Europe. (Barbican Centre, 2021) According to Kostojohn (2011), the customer experience is becoming more important for businesses to be able to differentiate themselves from competitors. However, at the same time, the customers are growing to be more sophisticated, more demanding, and less loyal. 
Therefore, for a business to succeed in the current environment, it needs to be run more efficiently than the competition and meet the needs of the current and prospect customer base. The creation of a relationship with customers is not solely based on the business structure and approach, but it is based on the development of a personal relationship with customers, which would create an impact on the loyalty to the brand and the satisfaction of all consumers. Barbican Centre and other companies can have benefits from a customer management system because it allows the company to differentiate customers and create separate segments for different profiles of customers. Furthermore, CRM creates a detailed outlook upon the profile of customers including their demographics, location, and other important information. CRM does not only provide companies with the opportunity to deal with existing customer base, but with the acquisition of new ones and their differentiation in segments. 
After outlining the importance of quality processes and customer relationship management efforts within the company, this report will discuss variable customer relationship models, their definitive traits and how they are useful. Furthermore, the report will apply some CRM models to the company of choice and discuss how they can be efficient and provide benefits to the relationship between the Barbican Centre and its customers. 
Finally, recommendations will be made for the future of the company and its customer relationship management approaches, how they can be improved and what might be missing for efficient quality processes to appear within the organisation. 
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