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Executive Summary
Quality process techniques are a major part of the road to achieving leadership and excellence. The Customer Relationship Model (CRM) allows an organizational leader to regulate and build relationships with regular as well as potential customers. The report summarises the intrinsic and extrinsic factors that affect customer relationships in HSBC bank which is a renowned name in the banking sector and discusses its organizational context and reviews models also selects the most relevant models to implement in the specific scenario and recommends suitable strategies to implement in upcoming research. The report discusses evidence-based theories and their implications in CRM. Good customer relationships lead to the establishment of brands and the flourishment of industries while mismanagement in the same can pulverize brand-name and value. The selected organization studied in this review article is HSBC bank which has been analysed, based on its customer service relationship with its clients and the internal as well as external factors of the organization affecting it. Influencing factors of CRM were evaluated with the implication of secondary review models, which were analysed for their relevance, strengths, weaknesses, and instances of successful applications. The most relevant models have been selected which possess the most utility in maintaining customer service relationships in HSBC bank. Selected models that have been implemented to resolve this issue are IDIC and Payne and Frow’s CRM model. Further, suitable recommendations have been mentioned to overcome the existing limitations of the organisation and improve its customer service. 
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[bookmark: _Toc122385784]1. Introduction
[bookmark: _Int_TOdsAcW9]Customers can be regarded as one of the most important aspects of a business on which the success rate of an organization depends. It is the responsibility of organisations to monitor and maintain the interactions with their customers to improve their experience with the business. Following that context, the term customer relationship management is used to define a set of activities and strategies that a business conducts to analyse and manage customer demands and requests. Excellent customer service leads a business to generate customer satisfaction and gain loyal customers in the long run. In that instance, the following report will aim to demonstrate a critical understanding of the term customer relationship management and its importance within the context of a contemporary business. Hence, a brief background of the chosen business will be provided. In addition, this report will point out the ways by which internal and external factors influence the quality systems of the organisation and its delivery of customer service. Some popular CRM models will be critically reviewed and supported by a wide range of literature sources. The discussed CRM model will be deeply analysed in terms of its challenges and benefits and ways will be shown by which such models can be used to address the issues of the chosen business. Further, some appropriate recommendations will also be provided to improve the customer dealing strategies of the chosen organisation. 


[bookmark: _Toc122385785]2. Overview of the business
HSBC Bank is currently one of the most recognized names within the banking and financial services sector. The business has been originally developed in Great Britain back in 1865. It is considered the largest bank in Europe and has a presence in 64 nations including Africa, Asia and both North and South America (HSBC, 2022). Sir Thomas Sutherland is regarded as the founder of the business and currently, the organisation is headquartered in London England. The organisation excels in diverse types of banking and financial services including asset management, wealth management, mutual funds and many more. HSBC Bank has a total strength of 219697 employees and 40 million customers worldwide. The organisation is driven to provide its customers with the best experience and deliver quality service to improve customer satisfaction. To do that, HSBC Bank features a strong customer relationship management system to monitor the demands and needs of its customers. However, the organisation has been criticised from time to time for its bad services and inefficient performance which had significantly impacted the brand image of the organisation (Trustpilot , 2022).
Internal and External Factors influencing CRM
Some of the internal and external factors that influence the effectiveness of the CRM in HSBC Bank are described below.
Internal Factors 
One of the most important internal factors by which the CRM of HSBC Bank gets influenced is its organizational culture. The employees of the organisation need to understand the importance of a CRM system within a business and should be able to align the CSR strategies with the business goals. Apart from that, the available financial resources also determine the effectiveness and continuous upgradation of the CRM system of HSBC Bank (MezzanineColour, 2019).
External Factors 
The CRM of HSBC Bank is also affected by a set of external factors on which its overall efficiency depends. The most important external factor is the data privacy regulation of the customers (Dewicka et al, 2019). The organisation must protect the confidential information of its customers and should not engage in any kind of activity that compromises such information. Along with that, the technological trend within the UK market also determines the effectiveness of the CRM system at HSBC Bank (SuperOffice, 2021). 



[bookmark: _Toc122385786]3. Models Review
According to Juanamasta et al., (2019), CRM refers to the management function adopted by various business organisations to establish and maintain good relationships with clients. It is a tool that aims to provide them with a base for a long-term association with the customers. It offers businesses a platform for organising and synchronising customer service facilities and provides effective technical help to the business as well. Thus, the effective implementation of CRM is quite imperative for a business to be successful overall.
Different CRM models and their purpose
As per Ayuninggati et al., (2019), many customer relationship management models have been sketched out in recent decades to establish seamless functioning of customer service. The efficient execution of these CRM models aids businesses in collecting valuable customer feedback and attending to their doubts and complaints. The most popular models relevant to CRM are the IDIC model and Payne's five-process model, among others.
IDIC model and its relevance
As suggested by Boadu and Achiaa, (2019), the IDIC model of customer relationship management is the fruit of the management innovation policy adopted by the Peppers and Rogers Group. They introduced the model in 2004 and it gained instant success, especially among sales-based businesses. The acronym IDIC can be explained as follows.
Identifying the customer expectations
As per Dala et al., (2018), a business looking forward to implementing the IDIC CRM model must first begin with the identification of their potential customers and enrich themselves with valuable feedback from their clients. The HSBC bank follows this model, they should analyze the needs and demands of their customers and attend to any queries or grievances they may have. When HSBC bank knows its customers well, it allows them to develop better professional relationships. Additionally, the segmentation of customers into diverse groups based on criteria of choice helps in enhanced management. 
Differentiate customer expectations
As suggested by Dewnarain et al., (2019), the segmentation of the potential customers should be followed by their differentiation by their worth to the organization and the demands of the customers. This can aid HSBC Bank in devising strategies that can help to attain its profit goals by enhancing customer relationships. Differentiating the customers by value helps to identify loyal and reliable customers who should be the primary focus of the organization. Their feedback is significant for the extension of the product line, increasing the efficiency and performance of the business and generating higher revenue. In addition to that, differentiating the clients based on their demands helps to implement and improvise marketing strategies.
Interaction with customers
According to Lee et al., (2020), the findings of the previous two steps of the IDIC model will be implemented in this stage. This stage involves real interaction with leads and prospects, giving HSBC bank a more meaningful context of the wants and needs of their consumers. HSBC bank can utilize this knowledge to send personalized communication and content to their customers. This conveys to the customers that their needs and demands are valued, thereby increasing the chances of purchasing from HSBC Bank.
Customization to meet customer expectations
As suggested by Nicolescu, (2020), businesses should improvise their marketing strategies or product prices according to the feedback received from their customers. Many businesses offer customer-oriented product lines or promote sales and reduced prices on certain in-demand products. HSBC Bank can improvise its loans and interest rates as per the demand of the market.
Strengths of the IDIC model
[bookmark: _Int_dyKcHNJZ]According to Andrea, (2022), the IDIC model of customer relationship management is a highly effective model of customer service that helps a business maintain good relations with the customers in the long run. The model abbreviated as identity, differentiate, interact, and customize as the name suggests helps a business to assess the expectations of the customers involved with the organization. The model suggests businesses identify the needs and preferences of the customers. Accordingly, as the model suggests, an organization must differentiate the customer base as per their needs and demands. Doing this helps a business to develop customer dealing strategies to meet the goals and objectives of the business. Along with that, the model also needs the business to engage in customer interaction which is instrumental in collecting valuable feedback from customers. Thus, helping the business to deliver more customized experiences to the customers and boosting their satisfaction levels in the long term. Therefore, it can be said the IDIC model provides a rigid framework with the help of which organizations can increase customer engagement along with meeting expectations. 


Payne and Frow’s Five Process Model and its relevance
According to Payne et al., (2020), the Five Processes Model of Payne aids in the improvement of the Customer Relationship Management (CRM) model which primarily focuses on the acquisition as well as retention of customers as a priority. It involves processes that aim to establish and thrive relationships with potential customers. The model is a brainchild of Adrian Payne and Pennie Frow to determine and analyse the methods in relevance to CRM. The model, developed in 2004, discusses the following five processes.
Strategy development
As per Soltani et al., (2018), the Payne and Frow model states that strategy development can be classified into two parts; business strategy and customer strategy. Business strategy involves one's unique vision for the company and the factors which distinguish the business in its corresponding industry or market. For that, customer strategy includes creating a reliable customer base and otherwise determining the qualities that a business must possess to make them an ideal choice for their customers over their competitors. If HSBC Bank follows the Payne Five Process model, it should start by evaluating and improvisation of their existing strategies.
Value creation
According to Zerbino et al., (2018), this stage involves the determination of the mutual worth of the business and the customers to each other. HSBC Bank should look for the areas of major customer satisfaction and unique services that their customers would not get elsewhere. This adds to the value they give their customers. On the contrary, the value they receive is the customers who remain loyal to them.
Multichannel integration
As stated by Gomez et al., (2020), at this stage all the relevant departments associated with customer service should be informed of the findings of the previous two stages. The sales department, marketing department, as well as customer service and all the associated departments in HSBC Bank, would now be brought under the same roof to implement the desired professional relationship with their customers.
Performance assessment
As per Foltean et al., (2019), once the multichannel approach has been put to work by HSBC Bank, they should re-evaluate their existing strategy. If they find out that their customers are satisfied and the relevant departments are meeting their key performance indicators (KPIs), they are good to go with the existing business plan. Otherwise, they must revise and improvise their values and strategies based on customer feedback and input from relevant teams.
Information management
According to Fedaghi and Otaibi, (2019), this stage includes cooperation and collaboration of the applications of the front office as well as a back office with the IT framework, along with other CRM analysis tools. Employees of HSBC Bank should be able to add information to these platforms while supporting their customers. When a potential customer says on a tech support call that they are considering opting for some bank loan, the support agents should be able to enter that information into the CRM to the sales and marketing departments to attempt to upsell that customer.
Advantages of Payne Five Forces Model
As suggested by Nicolescu, (2022), Payne's five-process model aids businesses to collect and organize information related to the customers leading organizations to establish more proper marketing responses and boost value propositions. As the model suggests, the customer dealing strategies of an organization are deemed effective with the implementation of a multi-channel approach which renders CRM systems effective. This model ensures all departments within an organization feature consistent customer experience. It also helps a business create a value proposition in which the customers bring value to the business and the organization can provide value to its customers by delivering the best services. Along with that, the multi-channel integration nature of this model ensures that the customers of a business receive a much more cohesive and smooth experience.


[bookmark: _Toc122385787]4. Model Selection and Application
Relevance of Payne and Frow's CRM model for HSBC Bank in the UK
The main aim of current business organisations is to maintain the quality service they provide to customers in the fast-changing world. This policy is also followed by the HSBC Bank in the UK. The organisation is in the banking sector and focuses mostly on the customer satisfaction aspect. The goal of the customer relationship management of the organisation is to increase its market reach, gain potential consumers, retain lucrative customers, and finally generate profit (RILEY, 2022). The HSBC Bank the largest domestic bank in the UK adopted CRM strategies to increase the convenience of the customers and provide anytime banking from any part of the world. The CRM problems faced by the HSBC Bank are mainly:
Data Security
The aspect of data security is very crucial for organisations in the banking sector as the data of the customers are overly sensitive. The organisation has faced potential problems in securing sensitive information about its users. The HSBC Bank is called the 'World's local bank' and is expected to maintain and develop its security measures where it lacked control. This led to dissatisfaction among the customers, and they started to choose different banking organisations (Shams, 2022). The entire banking system must be protected effectively against malicious software and cyber-attacks. 
Facing issues in integrating modern technologies with the existing ones
The modern CRM systems do not comply with the outdated technologies that the HSBC Bank uses. This means that the bank faces severe problems of data loss and system failures. The lack of data prominence by CRM can result in losses of potential customers and clients (Karpus-Romain, 2020). This shortcoming led the organisation to lag in the field of effectively analysing the user's behaviour. 
Payne and Frow’s Five Forces CRM model determines the CRM issues of the HSBC Bank. The model is subsequently analysed for its relevance in solving CRM issues. 
Strategy Development
The organisation can develop effective customer and business strategies for improving the experience of the customers and contributing to user satisfaction. The customer strategies developed by the organisation help in analysing the behaviour of the consumers and the qualities of their operations. The strategies are developed keeping in mind the wants, needs and preferences of the target audience based on their feedback (Freedman, 2022). The organisation gains insights into customer preferences through qualitative and quantitative research processes and develops quality services accordingly. 
Value Creation
The organisation provides quality services to its users that bring value to them, and the customers also add value to the organisation in some or other ways. They provide more opportunities for the customers by actively undertaking a broader perspective. The organisation succeeds by making connections and collaborating across boundaries (Pasape, 2022, pp.252-269). Responsibilities are taken by the HSBC Bank and ensure the opportunities for the users are provided with integrity. 
Multichannel Integration
The organisation has successfully integrated its numerous services into multiple channels. The services are provided to the users through a series of channels like in-branch, net banking, mobile banking, ATMs etc (truesense, 2018). This multichannel integration has been undertaken by the organisation through both direct and indirect channels of communication namely websites, email, mobiles etc. This strategy has evolved in the banking sector in recent years. 
Performance Assessment
The HSBC Bank after implementing all the strategies reassesses the results of the strategies to analyse the percentage of success. The members of the team meet the key performance indicators, and this results in improved customer satisfaction (Nicolescu, 2022, pp. 203-235). The employee evaluation is based on and is increased due to the factors such as customer experience, customer satisfaction, customer loyalty etc. When all these are not fulfilled, the team modifies the inputs and revises the plans. 
Information Management
Artificial Intelligence facilitates customer experience in many ways. The everyday processes of the organisation are simplified by the automated support of the AI (Artificial Intelligence) in action. The organisation uses AI to adopt contemporary trends in technology to provide personalised banking to its users via mobile apps. It has also enabled users to track their monthly spending effectively and decide their financial goals (Barber, 2021, pp. 237-278). The information management systems can be considered as the ‘engine’ that drives the activities of CRM. The organisation using AI outperformed others in the banking sector by almost 80%. 


Potential benefits and challenges of Payne and Frow's Five Forces model in addressing the CRM problem
The benefits of the model in maintaining customer relationships in the HSBC Bank are as follows:
Effective business and customer strategy
The main advantage of this model is to focus on the customer and business strategies at the same time. The business strategies implemented by the organisation have helped it to determine ways in which the customer strategies will evolve in future thereby interlinking them. The organisation identified key customer segments and planned its customer strategies accordingly that has led it to achieve success in increasing the consumer base. The alignment of both approaches is vital as it is developed by different areas within the organisation.
Developing value proposition
The CRM model helps the organisation to benefit from its customers by targeting specific users and building a relationship between product performance and the customer's preferences. The organisation can increase the lifetime value of the customers by accepting customer economics. The model also helps in the integration program of the organisation while seeking to increase profitability. This model also helps the organisation to develop customer typology for realising customer value efficiently. 
The challenges of the model in maintaining customer relationships in the HSBC Bank are as follows:
Lack of proper supervision
[bookmark: _Int_kGfHvzS5][bookmark: _Int_XWo7fRz0]The implementation of the CRM model faces a high risk of failure when the management of the organization does not provide adequate support and training at the executive level. Lack of proper supervision of different areas namely marketing and service teams leads to poor quality service to the consumers. The members at the executive level are sometimes averse to implementing proper SMART (Specific, Measurable, Achievable, Realistic, Timely) goals for customer relationship management. This decreases the ability of organisations to provide enhanced customer experience. 
Key marketing theories of customer relationship management
Ansoff Matrix of the HSBC Bank 
The Ansoff matrix is a strategic framework that helps business organisations to participate in the decision-making process that enables business growth and provides quality services to its customers. The Ansoff matrix comprises four strategies that are market penetration, product development, market development and diversification. The organisation decides on different strategies that involve both internal and external factors (lucidchart, 2022). The HSBC Bank makes use of the Ansoff matrix to succeed in the international markets and it has been successful in its global operations. 
Market Penetration
The market penetration strategy of the organisation leads to increased production capacity that has helped it to acquire more customers within the equivalent markets. The HSBC Bank can increase its investment to increase its ability to penetrate the markets. The organisation by undertaking different technologies and marketing strategies has facilitated the teams to explore new innovative means of operations. The competitive pricing of the organisation can be increased to reduce operational costs. This competitive pricing will help the organisation to increase the consumption by the users as well as increase the sales volume (Wright, 2022). The HSBC Bank has acquired potential competitors in the markets that have led it to reach various consumer segments. The market penetration will also be higher with the increase in the acquisition of consumers. This is linked to the ability of the organisation to reach different customer segments in the same market as its competitors. 
Market Development
The HSBC Bank by implementing different market development strategies enhanced its growth and reached a new customer base by introducing the existing services to the newly expanded markets. This has been possible for the organisation as it invests more in the research and development process and discovered new customer segments and market segments as well. The international expansion of the HSBC Bank also increases the revenue generation of the organisation. Both internal and external factors are to be analysed by the organisation for getting an overview of the planned expansion (Dawes, 2018). The organisation apart from investing in research and development also invests in methods that increase its brand awareness. The enhancement in brand awareness in the global markets has also influenced the purchase decisions of consumers. 
Product Development
The HSBC Bank enhances the customer experience and increases the quality of its services by modifying or introducing improvements in the existing services and offering them to the newly acquired customer base. The potential investment in the R&D sector by the HSBC Bank has facilitated it to identify the new factors or aspects of consumer demands (Clarissia, 2019, pp.1494-1506). The organisation engages in product development by involving in strategic partnerships and limited risks are involved. 
Diversification
This segment of the matrix is based on the introduction of new products or services in the newly recognised markets. Vertical diversification involves the introduction of new services under the existing service lines. On the other hand, horizontal diversification involves the introduction of new products that are different from the existing ones (Cleberg, 2019). This diversification used by the HSBC Bank has led it to explore conglomeratic growth through potential mergers and acquisitions. 
7Ps analysis of HSBC bank’s CRM 
Product
Product refers to the very thing or service that primarily gets served to the customer. If the product is a service, then always it does not have to be paid service, the service can also be complementary. Customer often looks for solutions to any kind of problem they may have and the faster the resolution they get the better the service is considered. The CRM of HSBC bank resolves problems of their bank and this problem-solving service is the primary product that they rely on. 
Price
Price defines the money one must pay for the product or service that is being provided. Price defines the money one must pay for the product or service that is being provided. The price should always include all the expenses that went along with the making of it if it is a product. In the case of a service, the price should justify why a customer should pay this price for the service he is receiving. The price also must be compared with respect to the market the organisation has been dealing in. In this scenario, it is HSBC Bank and their customer relationship management (smartinsights, 2022). Hence in this case, the price stands at zero as the bank does not charge any money from the customers to call or contact the customer relationship management for resolutions. 
Place
A place can be considered anywhere where the customer can physically observe the product or get the service. Any certain location where a salesperson interacts with the customer can be also considered a place if there is any deal being performed. Customer relationship management has their own physical place as well as virtual space where people can physically come up to their section in the HSBC bank and interact with them. Apart from that, there is also another provision of calling or emailing customer relationship management to resolve an issue.
Promotion 
Promotion refers to the fact of creating a relationship between the product of the service provider and the receiver. The promotion has been an activity that is performed by the product or service provider to catch attention and make a healthy transparent relationship with their customers (paperap, 2022). The HSBC Bank promotes customer relationship management details by email, SMS and by other printed documents.
People
People have always been submitted to the individuals who take part in making and providing a product or service. People can be considered the building blocks of an organisation that provides a service as an uninterrupted network needs to be created before proper implementation. The CRM of HSBC Bank has always been very transparent with each other and this way the CRM has always been proactive about their services.
Physical evidence
[bookmark: _Int_BqGSyCH7]Physical evidence is any sort of physical presence of a product or documentation that justifies a transaction with the respective organisation. Due to the fact that CRM provides the service, there are usually no physical products that are provided. However, if a customer launches a complaint by visiting the bank, they get a receipt for their complaint. In case the complaint has been launched on a voice call or email service then the customer has the probability of getting a soft copy of a similar receipt as physical evidence (Ruben Anto, 2022). 




[bookmark: _Toc122385788]5. Recommendations
Personalization and Customization: Customers like to be treated like people and not just by numbers. It has been observed through surveys that businesses often treat customers just as a number and do not give them priority like a person. HSBC Bank is highly recommended to enhance their consumer experience by making customer relationship management more consumer friendly (walkme, 2022). This means the focus that the Bank is giving should be primarily on personalizing the service that they offer to the customers. The best way to do that is to send out personal e-mails and interact with the customers directly. This also includes involving more interactive sessions on social media, in addition to enhancing the website experience of the customer as well. 
Building trust by increasing transparency: There are several businesses out there that do not focus on transparency at all. This becomes a major issue for the consumers as they do not know much about the business they are dealing with and cannot render a more personalized relationship with the business. To establish trust, HSBC Bank is highly recommended to enhance their transparency and let out more information about their business proceedings. Giving the customers the behind-the-service scenes will let them understand what measures the business takes to carry out the operations and offer the best to the customers. Customer relationship management can be enhanced with the help of building a long-term relationship, the foundation of which can be trusted (Khabosha, 2017). 
Focusing less on the sales: Even though this strategy might sound out of the box, the best way to enhance customer relationship management is also to shift the focus majorly from marketing and sales to customer relationships. Salespeople have always focused on pitching products to customers. Even though the pitch is constituted entirely on making increased sales and even the reward system for these employees is also set in that way, they lose out on a wide range of potential customers. The consumers feel that they are pushed to make a purchase that they do not want and grow out of the care of the business. HSBC Bank is thus advised to focus more on knowing and understanding the consumers before directly pitching them for sales. 
Offering correct content at the right time: Another beneficial way to enhance customer relationship management is to provide and offer the right content to the already established consumer base at the correct time. Customers can move through the purchasing and buying cycle appropriately if they are offered the right content (Lieberman, 2018). The manager or customer should receive customized and relevant information about the new services the Bank is offering, which will help them make correct decisions too. In addition, the Bank is also advised to understand the buying behavior of the consumers and collect relevant data which will help them in customizing the information that they will be sending out to the consumers. This way the Bank can serve their customers with specific and helpful information which will allow them to take the correct buying decision.


[bookmark: _Toc122385789]6. Conclusion
[bookmark: _Int_x78cPleu]The report conducted above has been based on analyzing the customer relationship management system of HSBC Bank, one of the largest banking services providers in the UK. In that context, the report has provided a brief overview of the chosen organisation and mentioned the key factors on which the efficiency of the CRM system depends. It has been found that the organisation has been facing issues in its CRM function for quite a while. In that instance, the report has critically reviewed some popular models of CRM such as the IDIC and the Paynes model. This report has also analysed, justified the discussed models, and stated the ways by which HSBC Bank can successfully implement such models to mitigate its issues related to customer service. It has been revealed that the organisation can successfully improve their customer service in terms of lead generation and brand reach through the use of such models. Furthermore, delivering customised customer experiences and building trust among the customers by rolling out transparent customer policies are some of the suggestions that the report has presented at its concluding stage all of which have been aimed to amplify customer experience at HSBC Bank.
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