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Introduction
Creating and maintaining service quality and customer happiness is a current problem for management in the hotel sector. One of the most critical jobs of customer-focused businesses is to gauge and track service quality and consumer satisfaction. Both ideas significantly impact how well an organisation performs and the behavioural attitude of customers. Higher profitability and customer satisfaction are correlated with higher service quality (Gundersen et al., 1996). Additionally, several empirical studies find a link between customer happiness and customer loyalty, they also find a link between customer contentment and good word-of-mouth (Soderlund, 1998).

1.0 Critically analyse the factors that impact your organisation's ability to maximise customer value.
According to V. Kumar and Werner Reinartz, a sustainable business's objective is to first create value for its customers before taking a portion of that value as profit. Furthermore, they state, "one of the most crucial responsibilities in marketing is to generate and communicate value to customers to drive their satisfaction, loyalty, and profitability." We believe that the value of the Ritz-Carlton Hotel Company is about focusing on customer service. 
Fitzsimmons & Fitzsimmons (2006) asserts client expectations are influenced by various factors, such as word of mouth, individual needs, and prior experience. People may therefore place more expectations on the prestigious hotel (Appendix A). Customers may assume they will receive the same level of service as they pay for because five-star hotels are typically more expensive than other categories. To put it another way, improving the quality of the service might be a top priority for hotels. Service quality is a challenging, elusive, arbitrary, and abstract idea. To various people, it has varied meanings. Customers commonly define service quality by comparing their expectations to how they believe they were treated (Parasuraman et al., 1985). Customers should be happy because unsatisfied customers may decide to do business with rivals, decreasing sales and cutting corporate earnings (Rust et al., 1995). Investigations indicate that customer happiness may affect a firm's outcomes directly and indirectly. 
These results suggest that increasing customer satisfaction increases customer loyalty, spurs repurchase intentions, and generates good word-of-mouth. Customer happiness has been linked to increased firm profitability, according to Anderson et al. (1994). It is not unexpected that a range of research has been devoted to examining the drivers of satisfaction, given the significance of consumer satisfaction (Zeithaml and Bitner, 2009). Subjective (consumer requirements, emotions) and objective elements can measure satisfaction (product and service features). Contrarily, contentment is more all-encompassing; it is measured by how well people perceive situational variables, personal factors, product quality, service quality, and price (Zeithaml and Bitner, 2009). Numerous studies have examined factors that travellers may consider crucial to customer satisfaction, using the hotel business as their subject. According to Barsky and Labagh (1992), location, rooms, and staff attitudes likely impact travellers' pleasure. According to a study by Akan (1995), the behaviour of service personnel, cleanliness, and timeliness are the primary determinants of hotel patron satisfaction. According to Choi and Chu (2001), the most significant hotel elements that affect visitors' happiness are service staff quality, room quality, and value.

1.1 Customer Service
The Ritz-Carlton Hotel Company is the first and only hotel organisation to triumph in the coveted Malcolm Baldridge National Quality Award and the only service organisation to win the award twice, with the most current award reaching in 1999. The award is based on principles of groundbreaking levels of customer service, with customer satisfaction being the highest mission. The Ritz-Carlton hotel has a long history of providing top-notch customer service and enhanced elegance, which have evolved into contemporary luxury. Today, the Ritz-Carlton markets itself as more than just a five-star luxury hotel; it also sees itself as a lifestyle brand that values talent and serves as a hub for opportunity and advancement (The Ritz-Carlton, 2013). The Ritz Carlton is well known for offering its patrons dependable service at each of its sites throughout the globe. The hotel has long worked to increase the quality of its internal and external brands. It places a significant priority on its employees, proclaiming that "we are Ladies and Gentlemen serving Ladies and Gentlemen" Shwager, 2007).
 1.2 How do they do that
The Ritz-Carlton Hotel Company uses a Gold Standards (Appendix B) framework approach for their customer service, comprising their credo, motto, staff promise, three steps of service, and twelve service ideals, to give consumers high-quality customer service (The Ritz-Carlton, 2013). The three steps of service is simplistic, but most businesses ignore them, missing the chance to forge a lasting bond with their clients. The organisation feels that without these guiding principles, consumers' expectations would not be met, or even surpassed in order to succeed. Therefore it would not be the company it is today (Reiss, 2009). They think their buyers frequently mistake pricing for a sign of service quality, particularly those whose calibre is complicated to assess before consumption. The consumer prefers to use price as the source for expected product or service quality. This is connected to the fact that the core of the services has a risk level that is increased sufficiently compared to the product form of interest and services to be acquired. Environmental or situational factors also influence individual satisfaction with the services used. Servicescapes greatly influence customers' assessments of any given service. They are crucial because they impact customers' physiological, cognitive, and emotional states, which then affect how they behave while making purchases (Lin, 2004). A servicescape is the physical environment of a service organisation where clients experience the service. It comprises several physical aspects, including colour, sound, aroma, layout, and design (Bitner, 1992). Situational elements like conditions and circumstances would cause a consumer's experience to go to a service provider; this might impact the expectations or experiences of the products or services that are going to be consumed. A well-designed hotel improves the experience for guests and raises the location's social and economic worth. Due to the impact of individual elements like consumer mood, the same result happens (Zeithaml and Bitner, 2009).
The human resources function collaborates closely with the other operational areas to deliver exceptional customer service. In contrast to its rivals, The Ritz-Carlton pays close attention to the recruitment and selection of its staff members, going beyond simply hiring them to find the best candidates for the job and providing them with the necessary resources (Regani, 2007). Only around 2% of candidates are hired. While working for the hotel, they are offered opportunities to advance their careers through training and development, which helps reduce staff turnover and raise satisfaction (Reiss, 2009). The workforce at The Ritz-Carlton hotel receives more than 100 hours of high-quality education training to establish a commitment to first-rate service, problem-solving, developing strategic quality strategies, and coming up with fresh ideas. The firm could benefit from training, and there might be a good return on investment.
Additionally, the Ritz-Carlton empowers its staff to meet the demands of guests and win their loyalty to the Ritz brand. Living according to the motto "We are Ladies and Gentlemen Serving Ladies and Gentlemen." It instils respect in the service staff regarding their appearance and employers. The Ritz-Carlton spends time ensuring each staff member is appropriately trained, which lowers turnover, boosts employee morale, and creates opportunities for them to progress within the hotel. One surefire strategy to stay on top of anticipated visitor needs is for the Ritz-Carlton to encourage its staff members to be on the lookout for opportunities to create spectacular or "wow" moments for the customer. Additionally, staff members have the authority to "move heaven and earth to satisfy a customer," enlist the aid of other employees to solve a problem quickly, spend up to £5000 to please a guest, decide the terms of a sale for the hotel, participate in creating plans for their specific work area, and speak with anyone in the hotel about any issues (Evans and Lindsay, 1999). When one of these occasions occurs, the client has inadvertently transformed into a walking advertisement to promote the extraordinary deed performed by the Ritz employee and how they will refuse to stay elsewhere.
Rudimentary quality is recognising the consumer for who they are, rather than just what they want, and then developing procedures with the staff involved in each process to deliver exceptional service. To achieve quality, it is necessary to monitor how well personnel are performing and identify ways to improve and eliminate all errors from the processes. The hotel has learned, among other things, not to minimise the importance of even the tiniest thought or effort to improve quality. The Ritz-Carlton has developed into an intelligent organisation where every service staff member is aware of and actively participates in the procedures that enable the provision of exceptional service. Clearly, without quality, they could not compete for market share and financial success. To achieve its aim and close the gap, the Ritz-Carlton adopted the SERVQUAL scale, which is accessible for monitoring and maintaining service quality and customer satisfaction. The SERVQUAL scale was developed by Parasuraman et al. (1985; 1988), and it quickly rose to prominence as a vital tool for evaluating service quality. 
They categorised "tangibility," "reliability," "responsiveness," "assurance," and "empathy" as five essential service quality dimensions (Parasuraman et al., 1988: 23). To identify positive and negative gaps, the consequences are applied. The gap, which represents service quality, is calculated as the difference between perceptions and expectations scores. If the outcome is favourable, the perceived level of service exceeds what was anticipated. Low service quality is a harmful effect. This tool states that service quality is present when perceived service matches or surpasses customer expectations. The Ritz-Carlton hotel uses these five factors to enhance client satisfaction and service quality.
A front office employee's tangible attributes include their personality, outward appearance, and the tools and equipment they use to provide the service. Product-oriented qualities have good cuisine, a pleasing environment, and noise control. For instance, some hotel companies, like Hilton, Mandarin, Sheraton, and Hyatt, consciously confirm that all of their properties are guaranteed to meet international standards of facilities (Nankervis, 1995). When talking about comforting things, customers of the Ritz-Carlton hotel often talked about the design of their room, the bed and pillow, how clean the room and hotel were, and the valuable and unique amenities.
One of the most crucial customer service components is "getting it right the first time." To deliver the service consistently and correctly, there must be reliability. The Ritz-Carlton hotel employees make promises to visitors and address issues. The phone was answered within five rings, and the customer's reservations were accurate.
To provide consumers with prompt, quick service and professionalism in handling and recovering from a service failure, front office staff must be responsive. Time has been regarded as today's luxury. As a result, many customers consider the ability of service workers to provide services promptly to be a key component of service excellence. For instance, when a customer calls to make a reservation at the Ritz-Carlton hotel, staff members ask for their name, address, and phone number. Additionally, customers are asked to confirm their reservation, the various pricing options available, and which ones they accept. Customers are given the choice of staying in a sister hotel. They are impressed by how quickly everything is set up and how reservation cards are ready for them to sign when they get there.
The term "assurance" describes the knowledge and demeanour of personnel and their ability to uphold confidence and trust, including competence, courtesy, dependability, and security. For instance, clients want the hotel staff to make them feel comfortable during their stay, and they can effectively deal with complaints and problems from guests. When procedures at the Ritz-Carlton hotel restrict access to particular hotel areas, visitors are amazed and at peace. Escalator keys and a design that requires guests to pass personnel or security posts before entering the hotel are examples of tangible security measures. Customers felt safer in hotels with ample external and interior lighting in common areas, particularly in corridors, stairways, and elevators. A guest's sense of security is increased when parking lots are well-lit (with powerful lights illuminating the entire lot) and visible from the guest room.
Giving customers thoughtful, individualised care is referred to as having empathy. The staff of the Ritz-Carlton Hotel significantly contribute to customers' feelings of comfort. Customers like having staff members they can communicate with who are pleasant, knowledgeable, and helpful. The knowledge that they could trust the staff with their safety, possessions, messages, and wake-up calls made the guests feel at ease. Most visitors said it was reassuring when the personnel addressed their stay with an open, accommodating, and enthusiastic attitude. The guests acknowledged their efforts to personalise
their service as a factor in their comfort. So, when customers arrive at the Ritz-Carlton hotel, the staff member talks to them and greets them at the front desk.
Additionally, they maintain eye contact, address clients by name, and request that they return their keys when they leave. The effects mentioned above show that clients appreciate receiving sufficient individual attention and considerate treatment. As a result, it makes it simple for customers to approach and express their wishes concerning the service being offered. The statement's foundation may be the value of empathy. If one looks at who is succeeding, businesses typically approach each consumer as an individual. The hotel staff are testing an empathy training programme to help staff relate to their guests in a more empathic manner in response to consumer requests that employees think about things from their point of view.

1.3 How the Ritz strategy influences Apple.
The technology business that first comes to mind, that provides the most exemplary customer service, is likely to be Apple.  As influential as the late CEO Steve Jobs was to the company, he frequently drew inspiration from consumers' non-technological experiences. Jobs wanted Apple to be the best company overall, not just the best in its field.
When Steve Jobs was preparing to build the first Apple stores in the early 2000s, he requested that his workers describe their most memorable experiences as consumers. Nearly all responded that Ritz-Carlton hotels and resorts provided the most delightful customer experiences (Appendix C)
Therefore, Jobs sent all his future store managers to the Ritz-Carlton hospitality programme, emphasising the brand's commitment to individualised service and anticipating visitors' wants. These methods eventually laid the groundwork for Apple retail outlets.
When we enter an Apple shop today, we will observe the same genuine and straightforward approach to customer service as at the Ritz: a warm hello, a friendly tone, and a personalised greeting after they learn the customer’s name.
The Genius Bar, in place of a concierge station, may even remind us of hotel service.
Apple personnel are encouraged to "listen for unresolved issues or worries," just as Ritz-Carlton employees are required to anticipate the unstated desires of its customers. For instance, if a PC user is considering converting to a Mac, an Apple employee may spend more time discussing the ease of learning a new system and providing thorough information about data transfer between PC and Mac.
Employees can arrange visits to ensure they are always available to meet with consumers and answer their questions. While waiting for service, various enjoyable diversions are available to customers. In addition to delivering a credit card reader to the consumer, salespeople can expedite the checkout process. At Apple and the Ritz, personnel solve issues that customers are unaware of.

2.0 Critical understanding of your organisation's quality processes and its effectiveness in meeting customer requirements.
According to Juran (1998), every company adopting quality management would have to follow three processes: quality assurance, quality enhancement, and quality planning.
He argues that excellent planning will guarantee companies have quality procedures in place that can adapt to change and eliminate waste whilst constantly developing and evolving through financial difficulties before finally being able to boost the profit of the company.
This case study is primarily concerned with the quality of the Ritz Carlton Hotel Company. The organisation has prioritised around nineteen of its internal procedures. It involves conducting a comprehensive examination of these processes in order to optimise them in order to satisfy consumer expectations and guarantee customer happiness. The hotel will retain a pleased client, who will continue to be an asset to the organisation. The following questions focus on particular facets of this present quality concern at the Ritz-Carlton hotel that require the attention of Hotel Ritz.
The Ritz-Carlton hotel is able to focus on each of the identified nineteen processes. To satisfy consumer needs, the performance of each of the nineteen processes must be upgraded. An interactive system can collect client feedback for this purpose. Consideration will be given to the customer's perspective and interests in the aforementioned procedures, which will serve as the standard for service delivery in these specified processes. The timing of service delivery, the customs and demeanour of the people delivering the particular service process, and standards and safety compliance throughout the execution of the process are examples of typical features that might be examined. Even though the exact features will vary from process to process, the final list of features should be in line with the goal of going above and beyond what customers expect.
Success at Carlton may also be assessed by an increase in client retention, an increase in service sales, and a rise in the organization's income. Consequently, regular practises may be developed, such as collecting consumer feedback through various surveys, interactive chats, and email inquiries. Additionally, the benchmark norms of market rivals might be used. Implementing a dedicated quality monitoring effort can support Ritz's success by supervising these activities.
Numerous businesses desire excellence in their goods and services. It cannot, however, be reduced to the status of a catchphrase or buzzword. Rather, it must be incorporated into the organization's ethos. Quality must thus be included in the organization's vision, goal, and operating strategy. A comprehensive examination of each profile and procedure inside the organisation will ultimately result in the production of high-quality goods and services. Lindsay (2010) says that organisations will be better in general if they are accredited to quality standards and have internal quality cells and departments.

2.1 To perform correctly the first time.
The Ritz-Carlton must begin its internal activities with prudence. To prevent losing clients and postponing later process changes, the organisation must include in its operational agenda any projects it plans to implement in its operations. Standard strategy planning for operations and operational plans of the organisation must be designed from a quality-centric standpoint. In addition, the organization's quality strategy must ensure that tasks are completed correctly on the first try. This will avoid future rectification and repair charges from becoming unneeded. In addition, effective evaluation and execution of the relevant strategies will result in the selection of the proper procedures to guarantee the quality of organisational functionality (Reijers et al., 2015).

2.2 Indicators of client satisfaction that are not monetary:
Customer happiness cannot be primarily judged by monetary returns. The organization's brand image, market value, and reputation may also be harmed. These are not necessarily gauges of the economy. However, they emphasise the significance of client satisfaction. Moreover, they can contribute to the future financial worth of the organisation. In addition, the adoption of new services by the brand, the adoption of the new hotel by the brand, and the acceptance of the innovation provided by the hotel are all non-monetary metrics of customer satisfaction. The market share of the hotel Ritz-Carlton is also a clear measure of non-financial factors of customer satisfaction.

2.3 Elements of the Ritz-Carlton Hotel's Total Quality Management System
The Ritz-Carlton Hotel's TQM system (Appendix D) consists of various components, including employee empowerment, the development of leadership abilities, teamwork, feedback, performance evaluation, and the implementation of so-called gold standards. These are the most important aspects to discuss. Anything could affect how well a hotel serves its guests and their satisfaction. As a result, the Ritz-Carlton uses TQM to gain their loyalty and provide better service. The TQM is a management philosophy emphasising that the entire organisation strives to provide high-quality services that meet customers' needs and expectations (Williams et al., 2003). The importance of teamwork in TQM is emphasised by Oakland (2003). To achieve business excellence, all functional departments must cooperate and assist one another. Each hotel's TQM success depends on how well teams collaborate, which is why some hotels perform better than others. According to Bardi (2007), getting ready to embrace TQM is crucial for success in the hotel industry.

2. 4 How the organisation apply TQM
First and foremost, the management of this hotel stresses that staff should not be limited to their working tasks while addressing a particular difficulty or problem posed by a visitor. For example, a room attendant is not required to approach top management in order to remedy a guest's complaint, according to Partlow, C. (1993). Employees are encouraged to exercise initiative and make autonomous judgments on the whole. In addition, the organisation encourages employees' leadership abilities. These individuals must be able to take the initiative without requiring authorization from top management.
Additionally, this firm emphasises collaboration ,Partlow, C. (1993). According to their methodology, teams must include individuals with various functions inside the hotel, such as managers, room attendants, food and beverage managers, receptionists, etc. These experts are better able to figure out how the hotel can better meet the needs of its guests and improve the quality of its services as a result.
In addition, they feel that performance feedback and constant evaluation are essential for assuring good quality. For example, they consistently receive and review reports highlighting the company's successes and opportunities for development. For instance, according to one of these studies, for instance, they wanted to decrease the so-called cycle time, or the time between recognising and meeting a demand. In addition, they perform rigorous evaluations of suppliers and personnel who must fulfil the company's criteria, Partlow, C. (1993). Finally, the Ritz-Carlton Hotel's TQM system contains so-called gold standards.
These standards outline the conduct expected of staff, particularly when handling client requests. These practises ensure that the TQM paradigm is successfully implemented in this organisation.
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Strong Relationship between Ritz-Carlton and Apple
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