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Executive Summary


Grange Holborn Hotel is a five-star Hotel in the heart of London. It has many competitors in the same location. The changing demands of the environment and the market trends in the Tourism & Hospitality Industry is highly competitive and to prosper Grange Hotels needs to ensure the best technology systems are put in place. 
To be different and unique is becoming difficult which often can result business into fluctuation. Therefore, to keep the Hotel successful Grange Hotels must ensure with the implementation of top range technology system they can succeed in the competitive market. CRM helps focus on economically valuable customers whilst eliminating the economically invaluable ones. Implementation of CRM can potentially impact satisfaction ratings and potentially increase customer retention.  
To improve service quality and ensure guests are provided with exceptional service each time they visit, hotel management must remember a few important points to succeed: treat every customer like a VIP , Staff training should be top priority on a daily-basis, to provide personalised service to customer, create a positive environment for new employees, update Hotel technology systems, take measure of customer service performance, relate the action of Hotel staff to the overall performance of the Hotel.






Introduction

Hotels strive hard to provide the highest service quality, making sure that they develop exceptional service standards for their customers. To maintain this high level of service Hotel Management must provide customers with a consistence service. Successful Hotel Managers look for ways to keep consistency in their service to improve customer services. Thereby, they have the responsibility of making sure that staff from every departments are fully trained and equipped with knowledge within their roles. They should know how to respond and act in every situation appropriately and with courtesy.  
An industry where service is main priority, the value of delivering a great customer experience is all too familiar to hoteliers. Therefore, Hotels are required to implement new innovative technology systems that can boost its efforts to facilitate an unforgettable guest experience in the highly competitive market.
This assignment is based on a case study of my previous workplace ‘The Grange Hotels’ an organisation I worked for as a Receptionist in the Health & Fitness Club at their Five-Star Holborn Hotel.
I shall be critically analysing the factors that influence Grange Hotels ability to maximise customer value and identify the systems that support the Hotels quality processes and provide a critical understanding of the extent to which I think those systems are effective in meeting customer requirements.
I will identify and apply the beliefs, attitude, value systems and management theories using different tools and models such as; Service Quality (5 Dimensions), Service Encounter, Service Cascade, Hotel Touchpoint, SERVQUAL Model, CRM System, SCM System and PESTEL Analysis to critically evaluate the benefits and the challenges of developing and maintaining good customer care/relationship and the customers experience of the organisation. 
Background - Grange Hotels 

Grange Hotels are a group of independent luxury hotels that are brilliantly located in the centre of the city of London. Grange Hotels are recognised by their individual character, history, local tradition infused with modern and exceptional value.  They represent some of the best located properties across London.
Grange Hotels offer a wide range of recreational and business accommodation in the Capital. The 4/5 Star Hotels are a great choice for corporate rates.
They offer: Conference Room Hire, Party Venues, Bars, Restaurants, Health Spa’s, Health & Fitness Club including:  Beauty Therapies, Gym, Swimming pools, Steam & Sauna Rooms.

Factors that Influence Grange Hotels ability to Maximise Customer Value:

 Customer Value   

“Customers are long-term investments for companies that must be given the best service for the continuity of their business. Companies must be able to create customer value in the process of buying and providing good service” (Ho et al., 2014), and (Vargo, & Lush, 2004). 
Grange Hotels is in the Hospitality Industry, one of the main factors that influence customers is the Service Quality. Grange Hotels is always looking for ways to retain its valuable customers and provide the best customer experience/services to maximise its Customer Values. “The era of globalisation and competition is very tight, that competitive advantage over a product has its own value for its consumers” (McFarlane, 2013). “Companies must effectively plan strategies to attract the attention of customers. Customer value includes product quality and service. Providing the ideal service is the correct strategy applied to the success of the business actions” (Parasuraman et al., 1985), (Reichheld & Sasser Jr, 1990), because “maintaining is more difficult than getting new customers” (Hogan et al., 2003), (Kelley et al., 2003). Therefore, to maintain customers Management are required to understand the customers’ needs/demands and, keep up the Hotel standards and reputation is important, that is why it is a critical problem for Hotel Managers.
Hotel Management knows that customers are the focal point of their business. They acknowledge the fact that success depends on effectively managing relationships with them. Grange Hotels objectives are solely focused to make customers happy and satisfied as they keep the business running. 

Service Quality   

“Service is an effort” given by the organisation to its customers to interest them into buying the products that they produce. Delivering services to customers is a personal preference, choice or matter so it is difficult to measure. Therefore, “companies must know the characteristics of each consumer” (Choi, et al., 2002). 
“Good service quality will be a special power for consumers to choose the products they want. Therefore, service quality will have a direct impact on customer satisfaction” (Heri, 2017), (Dedeke, 2003).




Service Quality - is the judgement of a customer based on the “excellence of an experience of service provided in relation to the quality that was expected”. 
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Five Dimensions to Service Quality – (Slideplayer)

There are five dimensions to service quality which customers rely on and Grange Hotels always makes sure that all five services are fulfilled they are:

· Reliability - addressing the needs of customers by fulfilling their requirements and providing the promised service, making sure their demands are met and getting it right the first time. Also, getting it done on time with accuracy and efficiency. 

· Responsiveness - providing the customers with helpful, fast and prompt service. Keeping customers informed about product/services and the ability/willingness to help with requests.

· Assurance - employees instilling confidence and trust through their knowledge and experience of the product or service. Making customers feel safe and comfortable during the transaction moment and always remaining courteous, helpful and resourceful.

· Empathy - understanding customer needs and personal requests, giving them care and attention and having their best interest at heart. 

· Tangibles - visually appealing Hotel décor, employees who appear to have professional appearance, modern equipment and facilities, visually appealing materials in relation to service. 

Established as a Five Star Hotel, Grange Holborn Hotel thrives on Service Quality, it expects that all its employees and customers’ give/receive Five Star Service. 












Service Quality Diagram

The diagram shows how the service quality impacts the outcome of a guest experience and the factors which may effect the decision of the customer. 
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The Customer perception of service quality is very critical to improving the customer experience. Grange Hotels aim “is to increase occupancy rates and revenue by improving customer experience. To achieve this the Managers must have knowledge of customers’ needs, behaviour, and preferences and be able to deliver services which create value for the customers that will result in retention and loyalty. It gives Hoteliers the opportunity to evaluate frequent guest programs, personalise their services and perform trend analysis. Based on these transactions Hotels can create and manage guest loyalty programs and reward schemes. This research approach is to appraise the impact of Customer Relationship Management on customer profitability as mediated by customer loyalty and customer retention” (2017).
Service Experience/Encounter

Service experience/encounter is a process which has many factors that can determine perceived quality or value. The perceptions of quality and value can often determine multiple outcomes. It is the “moment of truth” which occurs at the time of interaction between the Customer and the Hotel. The result can critically determine the outcome of customer satisfaction and loyalty. 
“Quality services and products will add to the attractiveness of consumers for goods produced by producers. This factor can cause consumers to be loyal and will not turn to similar products from other manufacturers. By maximising service and satisfaction to consumers, it will maintain loyalty and loyalty will last for a long period of time” (Qomariah, 2017), (Chen & Tsai, 2008), (Fiol et al, 2009).  Therefore, customer satisfaction is the most relevant to customer loyalty and a driver of success in marketing” (Castaneda et al, 2009), (Srinivasan et al, 2002).

There are three types of encounters:
· “Remote Encounters
· Phone Encounters
· Face-face Encounters”

Through these encounters the Hotel can: 
· “Build Trust
· Reinforce Quality
· Build Brand Identity
· Increase Loyalty”

Service Encounter Cascade for Hotel Visit:

Check-in – Reception/Admin



↓Hotel Porter takes Customer and baggage to room




↓
Hotel Concierge for reservations etc.



↓
Breakfast/Dinner/Lunch at the Restaurant



↓
Visit to the Health & Fitness Club



↓
      Wake-up Call
-up Call



↓
Checkout



Consumer satisfaction and perceived quality resulting after a service encounter have a lot to do with marketing research. 
As part of Holborn Hotel procedure, it is crucial for Hotel Management to obtain the precise information of the customer for the Hotel to fulfil “requirements, to develop innovative and tailor-made services, and create a targeted marketing strategy. The goal is to focus on acquiring and retaining valuable customers. The use of this type of strategy can allow hoteliers or companies to tailor special guest programs, services and promotions based on hotel guest preferences” (2017). 
One of the ways the Holborn Hotel managed that was by collecting crucial information during the process of each customer interaction. This enables the Hotel to get a better insight into the customer relationship, it either builds or diminish relationship value which affects the future contracts. 
Customer Relation Services (CRS) would be required to remember the client’s requirements, tastes, behaviours, preferences, etc. to make them feel special and valued, thus have them returning in the future. “The Hotel can use the data collected in a program to identify the needs of customers across hotel chains to be able to use Marketing that can be targeted at specific groups” (2017). 













Four Common Themes in Critical Service Encounters Research: 

· Recovery – the efficiency of employee response to service delivery and system failure

· Adaptability – the efficiency of employee response to customer needs and requests

· Coping – the efficiency of employee response to customer problems

· Spontaneity – unprompted and unsolicited employee actions and attitude 



















Service Quality Gap Model (1985)

1. “The SERVQUAL model is used to measure Customer Satisfaction in most Service Industry. It is based on the Customers’ evaluation of the service quality. It explains the comparison between expectation and obtained value and the considerations of the Gaps in the process of service provision”. (Parasuraman, et al (1985).
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Gap 1: Gap between consumer expectation and management perception 
This Gap arises when the Management cannot correctly identify what the customer wants.
e.g. the customer may want the food delivery to be fast, but the Hotel staff may perceive that the customer wants better quality food. Factors leading to this Gap are:
· Lack of market research
· Poor interpretation of information
· More research required on demand quality
· The level of Communication between Personnel and Management  

Gap 2: Gap between management perception and service quality specification
This Gap arises when the Management can identify what the customer wants but the service quality performance may not be up to standards. 
e.g. the customer may require a call at a specific time, but the Hotel Admin may not have communicated the importance of the timing of message delivery hence, leading to message delay and customer dissatisfaction. Factors leading to this Gap are:
· Lack of planning procedures
· Lack of management commitment
· Unpredictable service design 
· Communication system processes

Gap 3: Gap between service quality specification and service delivery
This Gap arises when the Customer expects a quality standard service due to the reputation of the Hotel, but the lack of service received was not up to what the Hotel specified it to be. 
e.g. the customer booked a five-star hotel on the notion that it will serve what it specifies, unfortunately after the experience the customer feels the service, they received was not of five-star quality. Factors leading to this Gap are:
· Inexperienced staff
· Lack of customer care education
· Role management
· Lack of inefficient internal marketing
· Unmet Supply and demand orders


Gap 4: Gap between service delivery and external communication
This Gap arises when a Hotel cannot deliver the service which it promised to its customers. 
e.g. Grange Holborn Hotel advertised free beauty treatments in its Health and Fitness Club in their brochures to customers, only to find out later when booking for these treatments most were unavailable due to the time requirements of customers. Factors which lead to this Gap are:
· Over-promising 
· Lack of Inefficient customer expectations
· Lack of inefficiency to perform according to specifications

Gap 5: Gap between expected service and experienced service
This Gap arises when the customer expectation of service is different to the service experienced. It may be positive or negative, but the results can be seen in the information gathered by the Hotel. 

Closing the Gap

1. “Learn what customers expect

· Understand the customer expectations
· Improve communication processes
· Use information and insights and put into action

2. Establish the right service quality standards

· Install better internal communication system
· Measure performance
· Develop motivational programmes
· Reward managers and employees 

3. Ensure that service performance meets Standards

· Employee training programmes
· Employee development programmes in Customer Care/Services and Time-management for all work unit
· Clarify roles
· Develop reward system 

4. Ensure that service delivery matches promise

· Seek department about correct information
· Gain communications throughout all departments
· Look at internal marketing programs 
· Ensure consistency in standards in multi-site operations”

To Minimise the Gap between the guest’s expectations and their perceptions of actual service delivered, Hotel Management must achieve a positive experience result with every interaction/contact with customer. Holborn Hotel must assess its capabilities and establish its position, this is achieved by evaluating customer care and demands continuously through feedbacks and research and the level of service quality provided.
From the results, the Hotels can evaluate the current level of service quality and correct the current deficiencies.

Systems that supports Grange Hotels quality processes 

CRM – Customer Relationship Management

Big organisations such as Grange Hotels are provided with technologies that have systems in place that can track customer information and allows companies to retrieve information. This helps businesses to retain customers and gain a strategic advantage over their competitors. Therefore, it is important that Grange Hotels can get vital information “to gain insight into their customers and their psyche, segregate those most profitable and concentrate efforts into acquiring, satisfying and retaining these customer segments” (2017). 
To keep up with the latest development and trends it is vital for Grange Hotels to capitalise on new opportunities and identify the trends at an early stage. The focus is on generating revenue and guest experience. During the early stages of the Market Growth Grange Holborn Hotel focused on acquiring new customers but as the market matures the Hotel focus turns towards retaining customers. Thus, it is understood by Management that “customer acquisition costs are higher than retention cost therefore, the application of Customer Retention is an important area of Customer Relationship Management.”
CRM is a technology – “a process in which is used to create consistent, repeatable and measurable results.” 
The development of these stages recognises the strategies of CRM systems are important in Hotels as its aim is to retain its customers through competitive advantage. Hotels are aware of the increasing competition in the Service Industry and the importance of Customer Retention. In order to maintain that, the service industry looked for other tactics that were relevant so that the implementation of strategies such as Relationship Management (RM) was introduced alongside CRM. 

Reporting
Accounting Software
Call, Email & Meeting History


       Calendar & Scheduling
Marketing Results

 					 CRMCustomer Profiles
Sales Tracking




The Holborn Hotel Touchpoint Process:

· Customer Information is stored and processed into the Hotel database. This enables the hotel to identify as a record through online details of the customers previous visit.

· Building an effective customer database allows Hotels to investigate customer profile that can provide customer information about their visit at the Hotel.

· The Guest-Hotel Touchpoints:

· Customer contacts Hotel

· Customer wants to give and receive information from various channels

· “Customer information and service request are collected through different channels using a variety of customer-facing system and Backend Information systems (Call-centre, front office system, email and internet) which is then downloaded into the Hotel information system” (Robledo, 1999).

· There are three categories of information:


· Compulsory Information: is required to complete booking procedure e.g., Name, Address, Type of Room, Length of Stay, Credit Card Number, etc.) and to manage guest folio.

· Spontaneous Data:  is information that is provided directly by the guests to the Hotel staff, such as personal preferences and requests. 


· Behavioural Data: is information that is recorded automatically (e.g. use of the Hotel Health & Fitness Club through chip card that records the entry) or data that Hotel staff can input by observing guest behaviour into the system. 


· There are 3 categories of Guest Profile which consists of:


· Personal Information: Name, Sex, Contact Details, Nationality, Spoken Language, Business Address, Payment Method, Disability. – Compulsory & Spontaneous Data  

· Information regarding Hotel Visit: Length of stay, accompanying guests, type of booking, room arrangements, type of room service requirements, food & beverage services, and other Hotel facilities. – Compulsory, Spontaneous and Behavioural Data

· Guest Complaints: Guests opinions and views on quality standards of Hotel services and Staff performance. Information can be collected during stay, before checkout at the desk, printed forms, online questionnaires, interactive TV.  – Spontaneous & Behavioural Data

The operation of customer information system depends on theoretical framework and Hotel Management requirements. Managers want simple information, except for the compulsory data, simple information is collected and dealt with rather than information that require decision-making.
It may seem that Managers are being inefficient, but too much information could also be unproductive. If the amount of data is too large for managers to process, it will make it hard for them to identify useful information that shows guest patterns and profit-making segment. Thus, it is vital to for Management to turn all the information into intelligent business knowledge. 

















SCM – Hotel Supply Chain Management 

Supply Chain Management (SCM) relates to the process of goods from raw materials stage to the end user stage including information inflows. Supply Chain is an affiliation of systems such as: “Systems management, operations and assembly, purchasing, production schedule, order processing, inventory management, transportation, warehousing, and customer service. Essentially the process is interlinked starting from the suppliers and ending with the customers”. 

	Supplier
	Input
	Process
	Output
	Customer



List of 		       List of		List and Flow of        List of 		    List of
Hotel Suppliers         Hotel Inputs	Hotel Operations     Processes Output	    Hotel
-Suppliers 	      - Materials		-Customer-focused -Customer-focused       Customers
of Materials	      - Services		-Supporting              -Hotel Internal	    -Hotel Guests
-Suppliers 			               Operations	       and External Product   -Events
of Services				                                    and Services	    -Other 
										   Internal or
			External Customers

	Reservation        →
	Reception
→
	Check-in
→
	Accommodation
→
	Check-out
→


               

Customer satisfaction is top priority to the Hotel Industry. However, this can affect the Supply Chain Management in a negative way. Customer related processes such as; food & beverage production and service, housekeeping, front office management are important components in the Hospitality Industry.

Role of SCM - Operational Level
The objectives of Grange Hotels are to maximise profit and minimise costs. 
· Transaction Cost
· Product Procurement Cost
· Inventory Cost

However, these costs are the factors of the final product or service and how it is affected in the Supply Chain processes. 

Inefficient Integrated Application System
“In a Hotel Industry customer-facing application do not interface with the back-office applications. Thus, creating a gap between sales system and procurement systems, which consequently hinders their forecasting. The lack of integration between purchasing, inventory, and accounts payable system results in multiple data-entry points therefore, resulting in data inconsistency and redundancy which pushes up transaction cost”. 
 
Strategic Method of SCM

· “Supplier Identification
· Supplier Evaluation and Selection
· Supplier Management
· Supplier development and improvements 
· Empowerment of the Purchase Manager”

The Advantages of Supply Chain Management

· The Hotel and Supplier prosper from a well-established Supply Chain Management. The relationship grows stronger through the professional management of purchasing polices. 

· Healthy Supply Chain leads to costs reduction, creates the continuous evaluation and improvement in the buying process. 

· Improved management information to future requirements

Grange Hotels have a long-standing relationship with their Supply Chains, it believes in the “partnership approach to Supply Chain Relations. They endeavour to use fair and transparent procurement methods while ensuring that payments are made promptly, and supplier complaints are reviewed efficiently to find mutually consensual resolution” (Grange Hotels, 2019). 

PESTLE Analysis for Hotel Industry 

Hotels are in a very competitive market which is in the service industry of Hospitality & Tourism. There are factors that can affect the Hotel Industry. 
Hotels in the Hospitality Industry features many facilities such as: Accommodation, Restaurants, Transportation, Health and Beauty Spa’s, Fitness Clubs, Event Planning Services from which they gain a great revenue. 
Hotels also provide variety of services such as: Food Services, Assistance, Accommodation. It is divided into many sectors: Recreation, Tourism, Food & Beverage, Meetings, Events, Entertainment and Gaming. 

PESTLE analysis: External factors that affect Hotel Industry:

Political Factors
This factor affects the economy of the country. The main objective of the Hotel Industry is to attract international tourism therefore, the Government must support and help sustain Hotels in a competitive market. The Government also charge high Tax on the luxury and star category of the Hotel. In the event of a terror attack, political unrest etc. there are risk that tourism rates will drop. Therefore, it is important that the State Government support the growth of the Industry.

Economic Factors
Economic factors include: Changes in taxation, inflation, economic growth, interest and exchange rates. 
Economic change significantly impacts on the behavioural aspect of the business because tourists and travellers spend a huge amount of money with high expectations from five-star Hotels. They pay for extra services they demand. Therefore, Hotels capitalise on tourists and travellers because the more they spend the better the chances of the economic growth of the industry.
Social Factors
Changes within the social factors impact the demand for services and products. The Hotel must be able to supply the demands of its customers in-order for future repeat business. Hotel must establish its reputation. Therefore, the quality of services must always be of high standard.

Technological Factors
Hotels must ensure they have the best technology system for the efficiency of Hotel Management. The software’s utilised by Hotels maintains and stores customer and employee information. It enables Management to track the customers journey and meet the demand of staff members and customers. Hotels equipped with high technology are viewed by customers as being more secure and safe. It reduces the work effort and enhances significant results. 
Customers are attracted by the free use of Wi-Fi and business customers use technology integrated Hotels, it achieves customer satisfaction which is intended for revenue. This external factor would impact the Hotel Industry at a great scale.

Environmental Factors
Environmental weather factors such as; flood, storm, hurricane have a direct impact on Hotel industries. Hotel industry must take precautions and measurements for such events and to take control on time, this helps minimise the troubles.   
Natural factors such as: cyclone, tsunami and earthquakes directly affect the Hotel Sales. 


Legal Factors
Legal environment is necessary for the growth of the Hotel Industry. The laws put in place are for the protection and safety of the Hotel employees/customers and the community they work with. Such as; health and safety law, discrimination law, diversity and equal opportunities, modern slavery Act and gender pay.  

Ethics and Work Culture in Hospitality Industry

Ethics are important in a Hospitality Industry because workers are faced with a wide range of ethical dilemmas. During an ethical dilemma, employee must decide between a wrong action or do the right action by doing what is ethical.
There are some work ethics employees at a Hotel industry must partake in support of an ethical environment such as: 

· Accountability – is essential to Respect: It is very important that management and employees are accountable for their actions. They must always put the customer first. Lack of accountability for their actions, in behaviour/dealings will corrode the respect customers have for the Company. Thus, can result in the demise of the Hotel reputation and the company itself.    

· Respect – is essential to Trust: Showing respect displays you are interested in doing good and that you value your customers. 
Grange Hotels shows that it values its staff and customers. Through respect they built a healthy, trustworthy relationship with their employees, customers, and stakeholders.     
· Trust – is essential to integrity: If an employee cannot be trusted customers will not return. 

In a Hospitality Industry if there is a lack of trust and loyalty between the staff and management, it can consequently cause the company to suffer, because it will be hard to identify who you can approach. 

· Integrity – is essential to all the above: is when an employee shows honesty and does the right thing. 

If Grange Hotels does not show integrity in their business dealings, it will build distrust amongst the customers whereby, they will not trust the Hotel to serve their best interests. 

Grange hotels thrive on their diversity, it has a diverse community of people that work together harmoniously. They may have different work ethics, but they respect and learn the differences in each other’s beliefs, attitude, and values. Together everyone brings in a broader quality of services and able to communicate in different languages which makes communication with foreign customers much easier.  




[bookmark: _GoBack]
Conclusion

The Hotel industry is always looking for ways to improve their customer base which can only be retained through the quality of service they provide and customer loyalty they gain through these services. Implementation of high-quality technology systems into Hotel processes can improve customer retention, sales and revenue. CRM system should be utilised in all businesses especially in the Service Industry where it enables the system to pick- up data easily on potential and valued customers. The Information the system processes makes the job more efficient for Managers to analyse regarding their customers and employees. 
On the other-hand nothing can work efficiently without having a healthy SCM which is central to businesses. It is most crucial for Hotel Management to keep a good, balanced relationship with their Supply Chain Networks. Disruptions in the system can collapse the whole chain of network. Therefore, Managers must make sure that the communication network within the Supply Chain is always effective and efficient. Management must regulate and make it top priority by doing regular checks and keeping a track of every department. In a cut-throat Industry based on competition many companies will revolve mainly around the development of their Supply Chain Management (SCM) in the coming future. 
All this is possible through the implementation of information technology which has become a huge market game changer in all industry in the last decade. 
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