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Executive summary


The present report takes the view that RMG, a retail real estate company, uses certain CRM strategies in the management of a particular property in Chelsea that have a significant impact on the company’s success. It affects the impact of the last two years of pandemics on the company’s operations. The company changed a lot of financial things during the crisis to get through this period with as little loss as possible.

As internal and external factors, including the impact of COVID-19, the paper covers RMG’s quality systems and customer control. The management of the new situation and the achievement of business goals as well as the change of business goals have also influenced the company policy of the recent period. Yet throughout, the company has kept in mind the establishment and maintenance of good customer relationships. To this end, of course, the practical application of the company’s marketing theories is also addressed in this report. As well as how this affects the company’s customer satisfaction metrics. Furthermore, for the sake of the picture, it presents the elements of the specific strategy through SWOT analysis. This gives you a more accurate picture of what you need to improve on.

As little data is available on the extent of the effectiveness of the strategy used during the Covid pandemic, it is not relevant data, but a local analysis that provides a more accurate picture of data over a while.
Concerning London, surely other competitors have faced similar problems, on which probable surveys have been researched and after a while, it will be possible to compare the data using strategies and draw a conclusion as to which was most effective in a possible similar situation.
The research aimed to assess the realization of customer satisfaction and its impact on residential property management through CRM strategies and marketing theories during the Covid epidemic.
The work, using its observation and secondary research sources, gives a brief insight into the .......

Introduction

According to the official website of the Residential Management Group (RMG), it is one of the largest and best-known real estate management companies in the country, responsible for managing more than 115,000 properties. The company’s efforts include personal and customer-focused customer service 24 hours a day, 7 days a week. Customer confidence is backed by experience and in-depth knowledge in real estate management, as well as a commitment to professionalism and high standards. One of the criteria of quality customer service is that it takes into account the opinions and needs of its customers to the maximum. The team undertaken is structured and the team is constantly developing new skills with a renewed corporate culture. The company’s team of analysts, surveyors, legal experts, and health and safety professionals ensures maximum use of the company’s industry knowledge. A network of proven trusted professionals ensures that all vital work is done professionally and to the standard. RMG has a diverse and award-winning housing consulting industry, as well as a full range of homeless services. Customers can count on homelessness prevention, private sector housing solutions, and long-term rent maintenance. RMG can also assist with the purchase and management of temporary accommodation if required.
Vista Chelsea Bridge Wharf is one of the most outstanding residential buildings with 450 apartments, not far from the River Thames, offering truly exclusive apartments. The Vista has a modern children’s playground, a well-equipped steam bath, and sauna, a large private car park on the ground floor, as well as secure storage, and a landscaped garden. The concierge service is available 24 hours a day and the management office is available 7 days a week. Like many industries, real estate markets, including residential and commercial real estate, have faced challenges over the past two years caused by the pandemic in the economy. The number of commercial and residential real estate sales has decreased, people have left the apartments in the capital, they have either been rented out or a lot has been left empty, which is of course unprofitable in terms of profit. Therefore, economists and industry experts are interested in gaining a better understanding of the pandemic real estate situation. Assessing the impact of COVID-19 on real estate markets is a challenge, as epidemics occur exogenously and data are limited due to their rarity, especially due to the low frequency of real estate time series. Nevertheless, between March 2020 and mid-October 2020, several scientific papers were published on this particular issue. The impact of COVID-19 on commercial real estate is difficult to assess and, unlike in residential housing markets, data availability is limited due to the low number of transactions and the dominance of private data providers. According to the authors, sellers are raising their booking prices in a situation where buyers are lowering their prices, which has resulted in a decrease in market volume without a significant price change during COVID-19. This article provides a brief overview of the scientific publications on the impact of the COVID-19 pandemic on property management companies, as well as the customer service strategies and models. 
1. Internal and external factors, including the impact of COVID-19 on RMG's quality systems and customer control
1.1. Marketing theories
1.1.1. The Balanced Scorecard (or Balanced Scorecard) RMG - STRATEGY FOR THE COMPANY
This strategic performance measurement model was developed by Robert Kaplan and David Norton. The mission and vision of the organization can be transformed into operational actions in strategic planning. This strategic approach can also help the organization gain more information about the chosen strategy and set feedback, learning processes and goals to be achieved. Operational actions are set up to support the understanding of the chosen strategy with measurable indicators. The starting point of the strategy is the vision that the company sets and will look at from four perspectives - a financial perspective, a customer perspective, internal business processes, and learning and growth.
Financial perspective
The financial plan is an important part of the organization that is essential for all involved. It allows and aims to, make a company’s financial performance attractive to external stakeholders because it remains competitive. These data are primarily quantitative benchmark statements based on historical data that provide reliable insights into the company’s financial structure. Thus, in the other three aspects, it ensures the quantification of added value within the organization. After all, the higher the value added in a balanced profit indicator, the higher the profit.
Customer perspective
RMG is very flexible in meeting individual market needs. Considering the target group, it is primarily a multi-service company. These are homeowners, prospective owners, tenants, prospective tenants, as well as real estate agencies and a lot of subcontractors who maintain, service, and clean the properties. Quality, price, services, and acceptable margins on services are determined by customers. RMG is customer-centric, always striving to meet customer expectations, which can of course change at any time. The alternatives present in the market, i.e. 
The expectations of its customers are largely determined by the competitors, so it is not the partners who have to meet here, but the customer.
Internal business processes
In particular, the internal business processes must be determined to determine which ones represent added value and what activities must be performed within them for the added value to be realized. Added value is the processes, activities, and decisions that are expressed in the service and performance provided to a customer. It is this perspective that shows where RMG needs to excel to be satisfied with sponsors and investors.
Learning and growth
RMG’s ability to learn and innovate means being able to thrive and/or thrive in a very dynamic and multicultural environment. The dynamic environment is presenting the company with new challenges day by day and new regulations, economic changes, or even increased competitiveness must be produced, as the past two years have shown how much an epidemic has affected development. From this perspective, it can be concluded that the ability to implement the chosen strategy is sustainable.
Internal balance
Internal balance is an important principle in the scorecard model. There must be a balance between short- and long-term goals, financial and non-financial criteria, and external and internal perspectives. It is cohesion in which improving one point of view cannot be an obstacle or a detriment to another.
This cohesion is reflected when the model is graphically represented through interrelated arrows between the four perspectives.
Implementation of Balanced Scorecard Implementation of Balanced Scorecard in RMG.
The implementation of the Balanced Scorecard consists of several steps designed and monitored by a specialized sector of corporate management. The first step is for top management to set up a mission, and vision, and assign a strategy. However, this strategy is not related to one goal but to several target groups, which we call strategic goals. The middle management is then informed about the mission, the vision, and the strategic goals that they are responsible for achieving. N Within the Balanced Scorecard, it is a great advantage to have the opportunity to survey or interview potential customers to assess their financial and customer expectations. This can provide insight into how well the goals are being achieved and the changes needed. In consultation with middle and senior management, several objectives have been formulated, in which the various critical success factors are identified for each goal, and indicators and specific values, such as goals and initiatives, are used to achieve these goals. For example, one of the goals of a company is to gain the loyalty of its customers, since a loyal customer is a long-term investment. We can go one step further by combining personal goals with middle management goals. As a result, all personal initiatives contribute to the chosen strategy of the organization. The implementation of Balanced Scorecard can be implemented in several ways. This can usually include the following steps:
 Setting strategic goals and vision
 Stakeholder analysis to assess customer and shareholder expectations.
 Inventory of critical success factors
 Translating strategic goals into personal goals
 Key performance indicators to measure goals
 Defining the values of the goals to be achieved
 Transforming goals into operational activities
[image: See the source image]
Figure 1. Illustration of the balanced scored strategy


1.1.2. SWOT ANALYSIS STRATEGY DEVELOPMENT VISTA
Strengths
In the category of strengths, I would list the internal, positive qualities of my company. These are things that are under the control of the company. RMG has a reputation for real estate management and has an extensive customer network. The company uses state-of-the-art technology in property management - security equipment, CCTV, self-closing gates and doors, twenty-four-hour reception out-of-hours services, and property management agencies working with reputable subcontractors. The preparation of the teams is continuous, with training corresponding to the new challenges. Its equipment is in line with ensuring high-quality customer service. It has a big advantage over its competitors in that it manages a lot of real estates, so due to its tradition, it has a very good reputation and loyal customers.
Weaknesses
The company’s weaknesses are the negative factors that undermine its strengths. You need to improve on these things to be competitive. Vista is a new facility built 6 years ago, but the power center is extremely problematic, with pumps often losing pressure, which often causes hot water to escape from homes. In a 450-house building, dissatisfaction is a very big downside to a facility that offers custom water heaters to provide hot water. The company needs to invest more money in buying and maintaining new equipment because loyalty goes to the constant problem of this under-need. Employees are still new to the team, management needs to build a good team. This requires team-building training.
Opportunities
Opportunities are external factors in your business environment that are likely to have contributed to RMG’s success. Renovation of the spa is one of the options that can expand the range of users. The establishment of a cinema and the opening of a small shop would increase the satisfaction of the residents, it would be more commercially successful to rent out and the sale of the apartments would also have a positive effect on the business.
Threats
At RMG Housing Management, there is growing and intensifying competition in the rental and purchase of real estate due to rapidly changing needs and behavior. There is a shortage of manpower due to a lack of a dedicated, reliable workforce. Those who go to work leave their job almost every month, mainly due to a lack of commitment to work. Changes in political and economic conditions, the negative influence of Covid - 19 on the social and financial sphere.
1.2. Customer Satisfaction, Loyalty, and Business Performance
1.2.1. Reducing Customer Retention and Customer Dropout
It is in RMG's interest to develop the loyalty of its customers as much as possible. This is especially true in the economic context since the COVID-19 epidemic. The clients of the resident company are residents, homeowners, real estate agencies, and contractors performing maintenance of apartments and buildings. As this customer network is very wide, customer retention requires very careful planning, not to mention cost policy considerations. To do this, the company needs to assess on the spot which customers are most likely to migrate and which area is worth investing more in to keep them. Customer satisfaction is the most important factor in the long-term use of services and in making the sale of existing properties more profitable. However, customer satisfaction will be discussed in more detail in a later chapter on customer satisfaction. However, it should be mentioned here that the reason for dropping out needs to be explored because practice shows that a dissatisfied customer often leaves without a word. It is important to explore the cause of existing complaints and to assist with the investigation through questionnaires. For example, when one of the company’s employees quits, the company tries to find out the reason for quitting with questionnaires. In this way, you get feedback on the cause of any dissatisfaction and you can improve the area, as well as raise problems with customers. It incorporates the results into its daily customer relationship routine to prevent the same error from occurring more than once. The main goal of this activity is to reduce new customer acquisition costs. The cost of attracting new customers can be estimated by the company at the beginning of its life cycle. This requires three key activities (a) Customer Segmentation: classifying customers for whom you meet the same need; (b) selection of the target group, and estimation of the customer's expected customer value. (c) providing resources for the implementation of both infrastructures.
 The psychological impact of the company on existing and loyal customers is very important. The level of attention paid to attracting new customers should be the same as for long-term customers because the company could lose their trust.
1.2.2. Increasing customer loyalty.
The definition of loyalty as a concept is not the subject of the report, the characteristics of a loyal customer can be defined in this dissertation. For example, three aspects characterize a loyal customer: a) Competition to purchase the following product without choice consideration. (b) Be willing to serve as a reference for the company, c) Recommend product development/service when using the product (Arany - Bohnné - Szeles - Tóth, 2003)
1.2.3. Business performance
The business performance of an RMG for a Retail Management Company is successful if it has many satisfied customers in that business line. The measure of business performance is the increase in the number of satisfied customers and the increase in the revenue paid by satisfied customers for the service, service charge.
1.3. Relationship marketing
The ever-changing nature of consumer expectations is influenced by some external and internal factors. Bergeron says the customer still wants more value for his money. The Covid-19 epidemic has also changed customer expectations, for example, creating a safe environment for health has become a mandatory health requirement. Relationship marketing has emerged due to the constant changes in the marketing environment. It is really difficult to formulate a uniform definition, different from traditional marketing, of what the concept of relationship marketing means. It is a system that integrates all expectations and stakeholder input into one system, emphasizing the idea of ​​reciprocity. Partnerships are formed and include two-way communication so a better flow of information is created.
Instead of one-way communication, which means that RMG conveys a message to customers, it also communicates backward from the customer in an interactive way. The messages are personalized and feedback is possible, so analyzing the feedback provides important information. According to the customer-centric approach of brand management, image building is not an end in itself, but a strategic activity based on customer needs, a contact marketing information system that provides comprehensive information about consumers, markets, competitors, and the management of marketing processes within the company. Relationship management is a strategy that can be implemented effectively if the organization effectively applies the knowledge management theories with which the company is constantly striving to create value. Relationship marketing is a complex information system, and the key to its success is the integration of knowledge and technology into both decisions and work processes.
1.3.1. Quality as a product strategy
Quality as a product strategy is not a strategy for all companies, as there are many strategies available to make a product attractive, for example, at a low price. Each company treats product quality as a strategy according to its own customer service needs. The company analyzed in the report, RMG uses quality as a strategy. The Vista development is located in Chelsea, very close to the river, with river views and luxury suites designed in the building. In addition, it is not only a place in a luxurious environment but also the service that the company provides to the residents. However, this quality cannot be limited to the construction of a given complex, as being a housing estate, it is essential to provide services that ensure the satisfaction of residents and their privileged position. After all, they consider their home here to be a member of a select group, as their spending on housing is above average. RMG makes excellent use of the following methods to conduct regular customer satisfaction; surveys and sample interviews to track customers and their opinions on the quality of services provided by themselves and their competitors. It tracks all customer inquiries and complaints on your computer and updates the file daily. Because this company provides a service, it is not possible to return the service if it deteriorates, the only solution is to change the service. It is extremely important to resolve complaints or formulate solutions as soon as possible, a quality check must be carried out immediately after the service has been provided, and any errors or omissions must be rectified immediately. For example, if hot water is not available in the apartment because the pressure in the energy center is dropped, in many cases the resident is not at home but should be notified because he or she registers as a very unpleasant experience if he or she is left without it at night. Therefore, the quality of service can be used as a strategy of the company because the quality is returned by the satisfied customer.
How do customers determine quality?
Even with such information, it is not easy to determine what consumers want because they are not always able to articulate their quality requirements precisely. In addition, consumers often demand higher quality at a lower price. The quality of the service can also be defined as the customer’s opinion of how well the service provided for their money meets their expectations. The customer's opinion on quality also depends on whether the service is suitable for use, whether his needs are met, and whether their expectations have been met.
Customers always return when a product/service is good, so they meet all expectations and even when the price is high. A quality product creates unwavering customer loyalty, which also generates increased leads. When customers find a product/service they trust, they return to buy or use the service again and recommend the product or service to others.
2. Dealing with the new situation and achieving business goals
building and maintaining good customer relationships
These applications require user access to the host to run. Cloud-based real estate CRM software runs on the web and is accessible over the Internet from remote servers. Your data can be accessed anytime, anywhere as long as you have an internet connection and the information you need to sign in to the app. Today, cloud-based real estate CRMs are the most common and are preferred by real estate owners.
Real estate CRM software is the center of all business data. It keeps everything organized, so it's easily accessible anywhere, anytime. Modern CRMs from insight to running successful real estate marketing campaigns and tracking advertising ROI. Capturing and classifying leads with real estate CRM saves time through automated business processes. Real estate agents can track potential clients based on their priorities. The success and profitability of a real estate business depend on relationships with potential customers, prospective, new, and existing customers.
2.1. Impact of the coronavirus epidemic on RMG
The coronavirus epidemic has caused problems of social origin on the farm, among other things. The direct cause of this is the virus that caused the disease but human behavior and broader economic contexts have also influenced economic factors. The epidemiology of Covid-19 has evolved rapidly, the basic logic is simple, reducing mixing is likely to reduce person-to-person transmission and lead to fewer cases overall.
In a normal crisis, the recipe for this is simple - the government will fund the extra costs until people start consuming and working again. However, businesses exist to make a profit and if they cannot produce, they cannot sell things/services, they will not make a profit, so they will be able to employ fewer people, which will again have a strong economic impact. Businesses can (for a short time) retain workers they don’t need at the moment but want to meet demand quickly as the economy recovers. On the other hand, if things start to go wrong or the crisis lasts too long, unnecessary labor will not be retained. This way, more people lose their jobs or are afraid of losing their jobs. Purchasing then stagnates as the whole cycle begins again, turning the economy into an economic crisis. This was exactly the case in the real estate market. The point is, that the economy is the way we use resources and turn them into the things we need to live. The real estate market froze for a while, but the market is booming again.
2.1.1. Customer Relationship Management CRM
Real estate investors, real estate agents, and property managers use and can use versatile real estate CRM software because they are present in the marketplace to effectively manage growth opportunities, minimize risk, and maximize revenue.
Real estate customer relationship management (CRM) technology is key to business growth and customer relationship management. Real estate customer relationship management (CRM) can also be seen as a strategy and software that real estate companies can use to manage their business. CRM software is a tool used by realtors to build, manage, and maintain meaningful and successful relationships with both potential customers and existing customers. The information may include details about potential customers as well as new and existing customers. It also includes details of users ’interactive activities, lead generation channels, personal information, communications, and purchase history. There are two main types of real estate CRM applications - desktop applications and cloud-based applications. Desktop real estate CRM software is a standalone program that runs exclusively and locally on laptops or desktops. RMG uses both types. Depending on which part of the company it is, it works with a different strategy.
2.2. Customer and service experience
According to Bergeron (), every customer has desires and needs that are expected to be met for their money.

2.3. CRM as a strategy
I did not find any information on the official website of RMG as to which CRM is in use at the company. As I work here, Creatio's intelligent, full-cycle service management platform can be used as a starting point. It is a system that provides the user with a solution that stores all of their customer data in one place. This makes it easier to share data with other collaborators or stakeholders as needed. This platform can also provide the following features to the user - case management, artificial intelligence, customer profiles, omnichannel, knowledge base, ITSM, contact center, chatbot, productivity management, and other customer service tools. Companies can choose from two versions of the Creatio platform based on their specific needs and budget. Sage entitles users to add various features to their customer service. This can include team management, and the agent can track customer service with individual metrics that are important to RMG. To resolve this issue, agents can access their central customer service repository and publish their own revised and approved proposals. Sage also offers a web-based self-service feature that allows users to connect their existing site to an online self-service portal, allowing customers to resolve their issues themselves.
2.3.1. What are the benefits of customer relationship management?
One of the key benefits of a CRM strategy is that everything a company needs for customer communication is in one place. This means smoother branding with unified content, no matter which department customers turn to. This strengthens RGM's customer engagement, making it easier for the business to identify and meet customer needs. The better the CRM strategy, the more effective the result, which the company can, of course, measure and weigh with indicators. RMG also places great emphasis on putting customers first in its CRM software integration strategy. The main purpose of CRM is to achieve organizational goals, these goals are flexible and can be modified as needed. For example, because the goal is to maximize conversions, the company considers metrics such as website traffic, leads generated, conversions converted, and more. The next identification of the method could focus on increasing customer engagement through key areas and then through social media - including mobile platforms or, in the case of RMG, interactive blogs. The company receives feedback from customers through periodic surveys. Customer data is then analyzed by a team of experts to make sure they are more proactive than reactive - this can help prevent common problems and potential negatives. One of the main benefits of goal setting is that every goal the company works for brings the same result: it makes the customer happy.
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