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	Customers are the core values within any organisation. Therefore, organisations need to find appropriate ways in which customers can be served to increase their satisfaction. This assignment majors in Hilton hotel, London as the primary organisation of the study. The assignment seeks to analyse the quality systems and controls for the customers. In the breakdown, the assignment covers quality processes at Hilton hotel, customer’s experience within the hotel and the benefits and challenges the hotel experiences from the development and maintenance of good customer relationships. 

[bookmark: _Toc530389857]Analysis of the factors that influence Hilton hotel’s ability to maximise customer value
In any industry, customers are very vital as they are the reason for business existence. Thus, they need to be treated well, and their interests concentrated on to enhance their satisfaction. Employees do offer customer service, and from this aspect, customers can determine their experience. At Hilton, customers are regarded as valuables, and thus, they are treated with much care. Employees understand that if a customer is treated well, he or she is likely to talk well about the hotel and this will help in bringing more customers on board (Jaakkola & Alexander, 2018). Regarding this, Hilton hotel has a customer relationship management strategy that helps in ensuring that the customers are linked with the staff to ensure a good relationship between them. 
	Customer relationship management (CRM) is a technology used by Hilton whose main aim is to enhance customer loyalty and maximise efficiencies. Hilton’s Customer relationship management system is referred to as OnQ. CRM also helps in the provision of brand standards which enable the hotel to set room rates. Concentrating on this strategy, statistics indicate that in 2004, reservations at Hilton increased by 13% and this was as a result of the customer relationship management. CRM takes two forms which are the operational and analytical strategy (Sharma, 2017). Hilton has adopted the operational approach more than the analytical one. This is so as the main aim of the hotel is to ensure efficiency.  This evidences that this system has various benefits as discussed below.
Helps in ensuring customer preferences are met. The CRM strategy helps in record keeping and updating the customer data. These data are used by the employees to determine what customers like most to ensure they receive it effectively. Knowing customer preferences also helps employees know customers expectation, and this helps them to work and provide better services which exceed the expectations.
Speeds up customer check-in process. As stated, the CRM helps in record keeping of customer data. This allows employees to determine which customers they are serving and which ones are next in line to ensure they are served well. Regarding this, employees get to know the type of customers they are receiving, and this makes it simpler for them to know the kind of services to offer. This includes determining whether to provide VIP services or regular services to the customers (Peppers & Rogers, 2016).
Customer experience
Through the use of the CRM strategy, customers get to experience. Hilton has been ranked as the leader in customer experience worldwide. Hilton has been able to achieve better customer experience through the initiatives put in place. This is enough evidence that Hilton has many customers and treats them with care the reason as to why it has been ranked as a five-star. Hilton’s best customer experience has been achieved through the below-discussed factors.
Empowerment and engagement. Employees at Hilton hotel begin their work every day by first brushing up data, feedback and reviews given by customers the previous day and then taking the necessary actions on the sections. The operations carried out include fixing of existing gaps, contacting a troubled customer to offer clarification and also planning the initiatives that need to be implemented on areas that require improvement. With many customers being able to log in to Medallia systems, Hilton can engage with its customers and the customer data. Employees at Hilton are encouraged to know their customers through dicing their data at the fingertips as this is essential. Through this, employees are empowered to ensure everything is right for their customers. They also ensure that issues are resolved quickly, and changes are continuously made to make the hotel a better place for the customers and get to improve their experience (Peppers & Rogers, 2016).
Connection of actions to the business results. In addition to the action taken to improve customer service, Hilton Worldwide backs up its effort with the results. In the recent study carried out, results indicate that promoters spend more time at Hilton hotels which show 58% more as compared to detractors.  Also, statistics have evidence that Hilton Worldwide sticks to the Honours of the loyalty program. The hotel has come up with various sister brands in that if a customer is not satisfied with one brand, the sister brand helps, and this helps in improving customer experience.
Guest-experience insight is driving. Hilton hotels conduct over 3 million surveys about its guests every year. On this note, Hilton Worldwide collects the feedbacks and ensures that they are acted on.  Hilton Worldwide has an aim of improving customer experiences and loyalty programs through rolling out of data-supported initiatives across all the hotel’s brands. For instance, there was a test to determine the effectiveness of Hilton Worldwide in issue-resolution. From the results obtained, it was ascertained that the body meets customers’ needs and expectations. The results indicated that out of the 100% customers, 51% of the customers were attended to well and that their expectations were met beyond a reasonable doubt (Worldwide, 2014). Therefore, this is an indication that the customer experience at the Hilton hotels is way better thus the rating as a five-star hotel.
On a lighter note, customer experience at Hilton hotels is marked as good as the hotel has created a compelling brand which customers can identify, care about its customers, measure what matters and is of value to customers, value its customer’s time and delivers a seamless experience across all people and touch points. Furthermore, the hotel places its customer’s needs and requirements at the core which triggers them to work well to ensure that those needs have been adequately met to the better customer experience (Goodman, 2017)

Factors that influence maximisation of customer value at Hilton
Based on the fact that Hilton is the leader in customer experience in the globe, there are factors identified to influence the maximisation of customer value. Hilton measures customer value through its dimensions which are conformance to requirements, price and brand, product selection, value-added services and relationships and experiences (Pearson, 2016).
Hilton can conform to requirements through market mediation. The hotel can offer what the customers’ require. From the feedbacks and reviews given by the repeat customers, the hotel can identify what its customers prefer to most and thus it is offered. Furthermore, the hotel provides other value added services such as gymnastics and swimming to enhance customer value.  Regarding relationship and experience, Hilton tends to connect with its customers through Medallia. This is where customers get to raise their concerns and air their problems. Other customers go an extra of giving suggestions on how they would like to be served to better their experiences. Concerning brand, Hilton uses fifteen different brands of products. When customers visit the organisation, employees present what they have to customers and they make decisions on which brand they like to be served with. Prices of the products also depend on the brands. Each brand has its own cost, and therefore, Hilton prices its products and services depending on the expenses incurred to ensure they do not get losses but get to attract good profits (Berguson, 2002).
Following the fact that Hilton follows all the dimensions to increase its customer value, customer experiences are marked best. There are also factors which influence customer value leading to its maximisation. These factors are somewhat considered as the hotel’s objectives, and thus they are implemented resulting in maximisation of customer value. These factors are discussed below.
Loyalty. This refers to longer retaining of the customers. It is less costly to maintain a customer than to acquire a new one. Therefore, it is worthy to spend an extra coin to retain a customer. Hilton uses various strategies to offer loyalty to its customer’s thus increasing customer value. The hotel educates its customers about the products they purchase. Many times, customers tend to get attracted to the products they think are new. Hilton advises its customers thus gaining their loyalty in buying. 
Nonetheless, the hotel recognises and rewards customers for the ongoing business. This involves the integration of the loyalty program which helps in attracting customers to come back always thus improving the customer value. Improving customer experience is also an approach that Hilton uses. Often, customers leave when they feel that the experience they get in a particular organisation is not good enough. Therefore, continuous improvement of the experience is the main driver that helps in achieving customer’s loyalty in the long-run. Hilton gathers customer feedback and reviews, and this helps in designing solutions on how to better their services for the continuous improvement of the customer experience.
Costs. Costs are also crucial in the determination of the customer value. Hilton uses multiple strategies that are connected to cost to maximise customer value. To begin with, the hotel does not market to low-value customers. Marketing is done by the hotel only targets potential customers, and this increases value. Also, the hotel does appropriate timing as a strategy to maximise customer value. This is implemented as the hotel determines the appropriate time to contact its customers. The schedule is often based on what the customer wants and not what is suitable for the business. Still, the hotel considers the current and future spending of the customer. For instance, a first time customer may be of low value with the aim of measuring the experience. This kind of customer is likely to be of more value in future if the knowledge gained is excellent. Therefore, the hotel needs to value each customer by considering both the current and future spending to maximise the customers’ value. 
Sales. To maximise customer value, Hilton sales more to its existing customers. The hotel uses up-selling and cross-selling techniques more as they are believed to be useful approaches. On the up-selling approach, employees encourage customers to buy high-end products which are of more value than the ones in question. On the cross-selling technique, customers are advised to purchase complementary products. Often, the products are of more importance, and this is return maximises the customer value (Berguson,2002).
	From the above discussion focusing on customer experience and customer value, it is therefore essential to develop and maintain good customer relationships. However, in the Hilton, various benefits and challenges are linked to good customer relationships. They have been discussed below.

Benefits of developing and maintaining good customer relations
Facilitates better services. When there is a good relationship between customers and the staff, better services are offered. This is so as the employees get the idea of what the customer preferences are. They also get to know customer’s experience based on previous. Therefore, they identify areas of improvement thus offering better services.
Helps in building customer loyalty. In the case where employees have a good relation with the customers, customers get to gain their trust and stick to seek services from that particular organisation. Also, the employees get to identify the repeat customers who are thereon awarded as a way of motivating them to keep their loyalty. Hilton rewards its guest customers with honour frequent guest program. Thus the hotel gains the customer’s loyalty (Sharma,2017). 
Increased revenue generation. Treating customers well motivates them to keep coming back again to seek services. Other customers get impressed when they have a good relationship with employees, and as a result, they go praising the organisation by talking of how better the services are. This attracts more customers who lead to more revenue generation. Also, loyalty to the hotel leads to repeat customers, therefore, leading to income generation. Hilton sales room reservations, tee times and even concert tickets which help it in generating revenue.
Establishes the value of a customer. Getting to interact with customers helps employees to determine customer values. For instance, a good relationship with the customer helps in identifying whether the customer requires a VIP treatment or s/he is an ordinary person. Through determining the value of a customer, employees get to serve the customer better meeting the needs thus increasing customer satisfaction and experience.

Challenges of developing and maintaining good customer relations
It is challenging to present deep customer histories at the front desk in the organisation. Sometimes, it becomes difficult to keep track of customer’s preferences and their history. This is so as customers’ preference changes from time to time. This requires that the employees keep on asking to obtain data from customers which may get the customers annoyed as they imagine that they are not valued because their data is lost. However, in the real sense, customers are values the only problem that occurs is when you find customers with a similar name and different preferences.  It contributes to poor relations between customers and employees. Sometimes, customers may be having attitudes thus they would not be free to give their details with the knowledge that they are repeat customers. This destroys the relationship or as well becomes challenging to build the relationship. However, this challenge may be solved through training employees on how to gently handle the customers. If employees get gentle and warm to the customers, they can make clarifications to the customers who then may be able to understand thus leading to the development of the right relationship (Weinstein, 2016).
Nonetheless, it may be difficult to develop a good relationship with new customers. This may happen when the client asks for clarification on a particular aspect through the web services but does not get immediate feedback as expected. The client is likely to perceive the employees of the hotel as people who are not there for you when you need their services. Therefore when he/she gets to visit the hotel premises, s/he does not develop a good relationship with the employees thus a challenge. This challenge can only be solved with persistent employees who learn to give their clients explanations whenever an issue comes up. Therefore, employees need to be motivated and encouraged to be persistent with the customers to ensure they develop and maintain a good relationship with customers as this is advantageous with the hotel as well as the customers.
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In the present era, people focus more on the quality of products and services than the prices. This is backed up with the motivation of getting better experience regardless of the costs being incurred. Quality has advanced to be a necessity in every organisation operating in the business environment. Nowadays, both domestic and multinational companies follow a set of standards which have been specified by the ISO (International Standards Organisation) group (Sallis, 2014). In this case, the concentration is on the quality systems at the Hilton hotels. Hilton defines quality as not only conforming to the specification but also focusing on the set goals to ensure achievement of the desired results within the stipulated time.
Various approaches are linked to quality. The methods are used to define quality as product-based, manufacturing-based, user-based, value-based and transcendent. At Hilton, quality is measured regarding value and user based. User-based quality is measured according to people’s preferences whereas value-based quality is measured concerning costs and prices. Over the past century, Hilton has been defining as the best quality service provider within the hospitality industry in the whole world. To cite an example, in the year 2011, Hilton earned itself a certification of ISO 9001:2008. This certification was an award to the hotel based on the results that showed it as an organisation that follows an invaluable quality management system in the world (Hoyle, 2017).
Hilton has implemented quality management systems across all areas of its business which include people, training, services, equipment and facilities. Through the quality management system, Hilton provides adequate services to its customers. The principal aim of the quality processes is to meet customer needs and expectations effectively.  However, all the processes that involve quality systems are motivated by various factors as highlighted below. 
Motivators of quality processes
Effective customer services. The hotel ensures that customer services are adequate to meet the market demand. This motivates the hotel to work towards creating an impact on customer satisfaction levels which makes the organisation a better place thus encouraging customers to make more and more visits.
Competitive employees. The workforce at Hilton ensures that they provide effective services to the customers. This possesses a challenge for stiff competition, and thus, Hilton creates a high impact on the guests. Furthermore, the culture at Hilton possesses a competition among the workers. Therefore, they work towards effectively meeting customer demands.
Quality products and services. Processing of food requires keen and proper working to ensure the final products are safe for consumption. The ISO group has set standards that need to be incorporated during production to provide quality. Hilton has qualified employees and high-level services which that ascertain quality thus making the organisation emerge as the best quality service provider (Petrick, 2017).
Competitive brands. Hilton has built its brand image highly. Therefore, to maintain its name and image at the market, it has to ensure that its products and services are of high quality to exceed customer expectations. Also, maintaining the high quality of products helps the organisation to attract more customers thus the motivation to maintain quality.
To ensure that the quality processes are maintained and improved often, Hilton inspects its operations using various tools and approaches. The mechanisms that the organisation has adopted to ensure quality management are discussed as follows.
Total quality management (TQM).  This approach can be effectively achieved through the help of the ISO 9000 accreditation. This approach is mainly adopted in Hilton as a tool for the establishment of competitive advantage within the hospitality industry. Nonetheless, it is used for continuous improvement in the quality of people, services, products, processes and the environment at large. TQM helps Hilton in checking compliance in issues which are related to safety and hygiene, food, crisis management, risk management, accessibility, security and emergency preparedness. It also aims at meeting the customer’s requirements as it this boosts the organisations’ confidence which in return boosts sales. On the other hand, it aims at meeting the organisation’s obligation to ensure compliance which results in the provision of services cost-effectively (Schneider,2004).
Quality planning. This deals with the development of standards of resources and management of resources. Quality planning helps Hilton to create an impact on the management of services and delivering of services and value to the customers.  This quality approach seeks to fill the customer gap which is between the expected and the perceived service quality. In this case, the SERVQUAL method is used. Its main aim is to identify gaps and find possible solutions. In this regard, Hilton follows the five dimensions of service quality. Responsiveness ensures the performance of services accurately. Assurance is the ability of employees being able to inspire and trust. Tangibles involve physical equipment and facilities.  Empathy summarises the care given to the customers whereas responsiveness is the willingness to offer help to customers (Stefano, et al, 2015).
Quality control. This quality system focuses on helping the firm in the evaluation of the gap between the actual performance of the business and the set standards. Hilton uses this system as it helps in keeping track of the gap level and as well focuses on keeping it very low. Thereby, it ensures that quality is conformed to.
EN29000. This is a standard that has been issued by the European Economic Community. The standard is almost the same as ISO 2000. The practice of this standard is what keeps and allows Hilton to carry out business in the European Countries. Upon establishment of this quality approach, competition has been fair in the business environment and thereby its use is meant to oversee healthy competition in various industries.
Upon usage of these quality tools, there are common factors that are enjoyed while using any of the approaches. These include data management, improvement opportunities, quality analysis, internal processes and customer satisfaction. There are also other benefits that are associated with the use of these tools. Majorly meeting customer requirements (Sallis, 2014). Below is a discussion of the importance of quality processes about meeting user requirements.


Importance of quality management in relation to meeting customer requirements
Helps in the enhancement of appropriate actions. Hilton hotel has a culture of responding in time to customer questions. The organisation gives fast feedbacks to guests who seek clarifications and attends to the customer demands.  Giving timely response is one of the customer requirements, and quality management helps in its achievement.
Aids in efficiency increment in organisational performance. The effectiveness of an organisation is likely to increase in a case whereby best quality services and goods are provided. Hilton caters for its customer’s needs using the optimal resources available yet in the best quality. The use of optimal resources has been specified in ISO 9000 set standards under quality control, and this comes as a benefit to customers who receive best services and the organisation as the performance in the business environment increases.
Delivery of money value. Hilton has a developed system whose main aim is to deliver high value to customers. The organisation’s culture is a bond to ensure premium quality services are provided to customers. As well, it has an integrated approach in which work is performed to deliver high value for money given by the customer. In this case, customers get satisfied as they feel that the value of their money is not wasted but rather, the experience gained is good enough for it (Petrick, 2017).
On a general overview, the quality management system has various advantages to both the customers and the organisation. Some of the benefits are highlighted below.
Enhances focus and understanding of customers’ needs. The use of a quality management system enables employees to obtain data on customer preferences. This enables them to serve the customers better and thus betters understanding of customer needs.
Improved competitive edge. Standard quality across all organisations in any industry promote competition. This is whereby organisations struggle to comply with the standards as well aim at doing better than the competing firms. In the process of competing, high-quality services are provided (Solomon, 2004).
Reduced costs, improved profits, added growth. Better quality production ensures reduced costs in cases that require rework, areas of crap and warranty reduction. Cost reductions flow without any additional costs thereby leading to improved profits which in return lead to growth. Quality management systems also lead to improved efficiency.
Ensuring consistency of products and services. Following quality standards ensures consistent production of commodities. This ensures that customer’s get provided with the same products thus compatibility is guaranteed. Nonetheless, steady output of quality services reduces the number of errors being identified in the products. Strengthening communication at all levels of an organisation and the provision of more sales and marketing opportunities are other advantages of quality management systems in organisations.
[bookmark: _Toc530389859]Conclusion
In conclusion, this report has tackled on quality systems and processes and customer relationship management. Under this aspects, the study has summarised quality systems and customer experience at Hilton hotels. Customer experience and customer value are driven by supply chain management and customer relationship management. Therefore, customer relationship management needs to be taken seriously as it determines the kind of experience customers are likely to get. Even so, quality systems need to be embraced and improved always to ensure customers receive the best quality services out of it. However, quality needs to be continuously reviewed as policies, customer preferences, and expectations change. Therefore, to ensure that customer needs get attended to, employees in various organisations need to develop and maintain good relationships. Furthermore, organisations should implement quality systems to ensure customer needs, and demands are met, as this may improve organisation’s performance as well.
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