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[bookmark: _Toc4108131]Executive summary
Customer experience refers to the perception that a customer can gain during consuming the products or services of an organisation or engagement process with the organisation as well. Interaction with customers can also be defined as a portion of the customer experience. In this report, different kinds of factors that may help an organisation to increase the value of the customers, organisational quality systems that can help the management to satisfy the customers’ requirements in a maximum level will be discussed in detail with relevant examples. A wide range of theories and models will be introduced and included in this report so that the process of understanding and engaging the customer experience in the organisational context can easily be understood. 














[bookmark: _Toc4108132]Introduction 
Customer experience covers a wide range of aspects of an organisation. It is the product, the services, the staffs, the ambiences, the environment of the organisation and many other things that can really influence the customers’ experience in real time. The success of the organisation especially the organisations that are providing direct services to the customers mostly depends on the positive experience of the customers. Positive customer experience will allow the organisation to promote its brands, make the customers to be engaged with the organisation repeatedly as well as bring a bunch of new customers. Understanding the customers’ experience by engaging within it directly is very much important for the organisation. Customer experience can be concluded positively by providing the necessary demands that a customer may expect to the organisation. To understand the necessary demands of the customers, the management of the organisation needs to engage with the customers as much as possible and make the customer experience positive by understanding and providing the most relevant necessary requirements of the customers.
[bookmark: _GoBack] 
[bookmark: _Toc4108133]Organisational overview
Novotel London City South is a medium-sized 4-star hotel situated in London that is a five minutes work from the London Bridge station. The motto of the organisation is to provide international services to the customer in their affordable range. The organisation usually offers 6 meeting rooms to its customers with the service of natural daylights as well as full air conditioning system. All the meeting rooms and the conference suites offer broadband and Wi-Fi internet services to the customers. Every meeting room in the hotel has the facilities of the electric in-built screen, flipchart, mineral water and stationery (accorhotels.com, 2019). The conference suite is also accessible for customers who use a wheelchair.  There is an international restaurant that can provide services up to 100 guests and offers a wide range of menu to the customers. It has around 182 enormous double bedrooms with the most relevant facilities such as internet access, TV, hairdryer, tea/coffee facilities, iron & ironing board and air cooling. The hotel is also offering the customers the fitness facilities as well as Clinks Bar with a variety of menus for the social gathering. 


[bookmark: _Toc4108134]Critical analysis of the factors that can impact organisational ability to maximise the value of the customers. 
There are certain factors such as the demands of the customers, market trend, characteristics of the organisation, organisational views to the customers, the intensity of the competition in the industry and others can really affect the organisational ability to maximise the value of the customers of an organisation like the Novotel London City South. A brief critical analysis of the factors that can impact organisational ability to maximise the value of the customers is given below: 
[bookmark: _Toc4108135]Customer value and understanding the customers’ necessities. 
Customer value refers to the satisfaction of a customer that the individual has felt during the buying or consumption process of the goods or services of a particular organisation relative to the money that the individual is spending (Buttle, 2015). Customer value can be categorised into different kinds of levels such as basic and expected levels, desired customer value and unanticipated customer value as well. There are different dimensions of customer value that can define the satisfactory level of the customers. Such as: 
Conformance to requirements: the organisation must need to understand what the requirements of the customers are. An organisation like Novotel London City South must analyse the requirements of the consumers and provide the products and services as per the requirements (Blokdijk, 2012). 
Product selection: Products and services of an organisation like Novotel London City South must be very selective so that the customers can get satisfied with the multiple attributes of the product. 
Price and brand: The management of Novotel London City South must set the price of the products and services within the affordable range of the customers so that the average customers can have their services (Buttle, 2015). In addition to that, the organisation also promote the brand of the organisation as much as possible. 
Value-added services: All the products and services of the organisation the Novotel London City South are produced in that way that the products, as well as services, add many values to the customers’ life. 
Relationships and experiences: The management of the Novotel London City South is consistently trying to maintain a strong and professional relationship with the customers so that the customers of the organisation can have a positive experience with the organisation and promote the brand of the organisation as well. 
As a service providing organisation, the management of the Novotel London City South must understand the demands of the customers and the importance of understanding the demands of the customers is beyond description. A brief explanation is given below: 
1. Brand promotion: To an organisation like the Novotel London City South, the customer always works a better service in an affordable range of price. This service will allow the management to promote the brand of the organisations through the customers in the market. 
2. Competitive advantage: In the intensely competitive market, understanding the necessities of the customers and providing the products and services by maintaining the standard quality level, an organisation like Novotel London City South will gain competitive advantages in the market (Blokdijk, 2012). 
3. Goal achievement: Ultimate goal of a service providing organisation like Novotel London City South is to gain the maximum level of profit in the market by satisfying the customers’ needs. A proper understanding of the customers’ nature and characteristics will allow the organisation to achieve its ultimate goals by satisfying the customers’ demands. 
[bookmark: _Toc4108136]Facts behind using the customer service policy
There are certain reasons that organisations like Novotel London City South usually utilise the customer service policy to understand as well as satisfy the customers’ demands in the market. A brief explanation is given below: 
Customer expectations: As the organisation is providing affordable and quality services to the customers, the customers usually make a lot of expectations to the organisation. In the Novotel London City South, we always behave with the customers with a positive, professional and friendly manner so that the customers can feel comfortable and get satisfied (DOLIGALSKI, 2016). 
Customer Loyalty: using definite customer policies also allows the management of the organisation to gain customer loyalty. The management of the Novotel London City South follows a certain framework of customer policies that help the organisation to gain the trust of the customers as well. 
Provide Information: Another customer service policy of the Novotel London City South is to make the information available to the customers. That allows the organisation to know every single step of the organisation and please the customers properly. 
Feedback: And certainly, last but not the least, the management of Novotel London City South usually takes feedback from the customers to face to face, using surveys as well as the social media platforms to compare and improve the performance of the organisation (DOLIGALSKI, 2016). 
[bookmark: _Toc4108137]Ethical Sourcing, Buyer Decisions and issues of Sustainability.
Every service organisation like Novotel London City South, all the products and services that have been provided to the customers must be produced with the materials that have been collected from the ethical sourcing. It is a process that ensures that the products being sourced in a sustainable and responsible way (Culiberg and Bajde, 2013). The management of Novotel London City South has provided the knowledge to us that all the process of preparing the products and services of the organisation must be treated fairly and safely. For the example, ethical sourcing of products may be affected by different kinds of factors such as seasonal demands, environmental impact, the economy as well as local sourcing of material. 
Buyers’ decision-making process also depends on the sustainable issues as well as ethical consideration of the business as well. The more the business acts ethically, the more the customers get satisfied with the service of the organisation. The management of Novotel London City South usually remains very careful about maintaining the quality of the products as well as ethically sound that make the buyer more loyal to the operations of the organisation as well (Culiberg and Bajde, 2013). 
On the other hand, sustainable business issues also relevant to business success as well as buyers’ decision-making process. Sustainable issues for a service providing organisation like the Novotel London City South such as dispose of the raw materials, handing the pesticides within the business premises, the safety of the workers as well as their work knowledge may affect the operational activities of the business. 

[bookmark: _Toc4108138]Supply Chain Management & Customer Experience.
As it has been previously said that the customer experience occurs from the process of buying the products and services from the organisation to consuming the products by the customer themselves. Along with the service providing organisation like the Novotel London City South many other organisations such as Dell and others provide the customer services even after the customer by the products one at a time for a longer period. Positive customer experience makes the customers build a professional relationship with the organisation and refrain the customers from shifting into another organisation (Stadtler, Kilger and Meyr, 2015). The management of Novotel London City South usually creates a positive customer experience by designing, promoting as well as selling the products and services of the organisation in a unique way. In addition to that, the organisation also offers customers a vast amount of services under one roof. 
Supply chain management refers to the proper management of the flow of products and services that are involved with the process of storing and shifting of raw materials, work in process as well as finished products from point of origin to point of consumption. In an organisation like the Novotel London City South, the management follows the below-stated supply chain management process. 
[image: ]
Figure: Supply chain management process of Novotel London City South (Stadtler, Kilger and Meyr, 2015).
On the other hand, the supply chain management of Novotel London City South can also be categorised into different classifications such as internal, upstream and downstream supply management. These management systems allow the management of Novotel London City South to set different performance standards, management of warehouse, transportation, logistics as well as outsourcing of the organisation. In addition to that, the management of Novotel London City South also can use as per the circumstances the push and pull method. 
In the push method, usually, the management of Novotel London City South determines the demand depending on the input that is entering in the process. On the other hand, the pull method, the management can minimise the level of stock and maintain the inventory through Just-in-Time method. 
[image: A diagram compares the push- and pull-based models. The push-based model shows supplier left of the manufacturer with a left arrow between them and an arrow between the other components right of the manufacturer as follows. The Supplier, Supply to forecast. The Manufacturer, Production based on forecast. The Distributor, Inventory based on forecast. The Retailer, Stock based on forecast. The Consumer, Purchase what is on shelves. The pull-based model shows a left arrow between all of the components in sequence from left to right as follows. The Supplier, Supply to order. The Manufacturer, Produce to order. The distributor, Automatically replenish warehouse. The Retailer, Automatically replenish stock. The Consumer, Customer orders.]
Figure: Push and Pull based model of supply chain management (Dev, Caprihan and Swami, 2014).





[bookmark: _Toc4108139]Factors that driving and influencing the customer engagement process of Novotel London City South. 
There are different factors that are considered by the management of Novotel London City South as they influence the customer engagement process of the organisation. A brief explanation is given below: 
Cultural factors: As the management of the organisation is trying to provide international services to the customers, both the local cultures as well as the international cultures must be maintained by the organisations (Singh, 2011). Factors such as cultures of the region, the social class of the customers as well as a certain community must be considered by the management of Novotel London City South. 
Social factors: As the targeted customers of the organisation are from the different level of the society, the management must consider different social factors that affect the organisational activities as well as the customer engagement process such as reference groups, family of the customers and community, roles and status of the customers and the society as well. 
Personal factors: Different customers have different kinds of personalities and to engage with the consumers, our internal management set the customer engaging policy according to the age and life cycle of the customers, occupation, financial condition, and lifestyle and so on. In addition to that motivation for human resources, the perception of the organisation. Learning and experiences also influence the customer engagement process (Singh, 2011). 
[bookmark: _Toc4108140]Evaluation of needs and expectations of different target groups in terms of customer engagement for Novotel London City South. 
The target group of customers of Novotel London City South are all kinds of customers both from the domestic as well as the international market. The internal management of Novotel London City South usually divides the customers into the three categories. Such as general customers, business clients and occasional customers. A brief evaluation of the needs and expectations of these targeted groups is given below: 
General customers: These targeted groups usually make frequent transactions all over the year with the organisation. By analysing the behaviour of these customers, we have found that these customers usually like the regular services of the organisation. All of the customers have similar economic condition and lifestyle throughout the year and the Novotel London City South provides their favourite services consistently. 
Business clients: These customers usually take the conference and meeting room services from the Novotel London City South. For the convenience of these clients, our organisation is providing 24/7 services as many of the meetings consist of international individuals (accorhotels.com, 2019). 
Occasional customers: These kinds of customers have versatile taste and the management of Novotel London City South needs to do a lot of research about their culture and background so that the organisation can provide the services to the customers according to their necessity. The Novotel London City South analyses all the social, cultural and personal factors of the customers in terms of making engagement with them. 
[bookmark: _Toc4108141]Achieving Operational Excellence in CRM and the operational process of the enterprise system. 
CRM or Customer Relationship Management refers to the process of knowing the customers, understand the demands of the customers as well as building and maintaining a proper relationship with the customers (Mpinganjira, 2016). In a business organisation like Novotel London City, South CRM system helps the management of the organisation to accumulate and the integrate the information of the customers, analyse the information, distribute the analysed result in various systems as well as customer touch points across the organisation. 
[image: A diagram shows the components of the Customer Relationship Management, or C R M. The diagram shows the Customer in the middle with associated components shown as follows. Sales, includes Telephone sales, Web sales, Retail store sales, and Field sales. Service, includes Call center data, Web self-service data, Wireless data, Field service data, and Social networking data. Marketing, includes campaign data, Content, and Data analysis.]
Figure: Customer Relationship Management (Shrivastava, 2014).
To achieve operational excellence in customer relationship management, the management of Novotel London City South adopts the following aspects. Such as: 
Customer-facing applications: Novotel London City South has a complete website and the management of the organisation is using different platforms of the social media that allows the customers to engage with the organisation so that a proper customer relationship management can be established.  
Customer service support: Another way to achieve operational excellence of the organisation is to provide relevant customers support to the customers of Novotel London City South when the customers are staying in the organisational premises as well as leaving the premises. 
Marketing automation: It is referred to the software platforms or technologies that an organisation like Novotel London City South for organising the marketing department more effectively to promote the brand of the business through the multiple channels (Shrivastava, 2014). 
Enterprise system works differently by using the latest technologies as well as analysing the data of the business organisation. In an organisation like Novotel London City South, the average cost of the ERP system usually cost around £4 million (Maas, van Fenema and Soeters, 2014). These type of system usually works integrating with other functions of the organisation. In the management process of Novotel London City South, the ERP system is also incorporated with the social media platforms as well as their websites so that necessary data can be analysed directly. In many cases, the system also monitors the social media activities of the organisation as well. 
[bookmark: _Toc4108142]Creating a sustained CRM for Novotel London City South.
Sustained CRM for the Novotel London City South can be established by recruiting the right human resources as well as using the relevant tools and approaches in the operational process or in the customer engagement process of the organisation. A brief about the approaches to creating a sustained CRM for the Novotel London City South is given below: 
Practical approach: The key to this approach is to provide quality services to the customers at a cheaper rate in the market. In addition to that, the customers who were unsatisfied by the services at the first time must be treated by the organisation immediately in a better way (Pedron et al., 2018). 
Tactical approach: the management of Novotel London City South always believes that trained human resources can provide better services to the customers. Through tactical approach, the management organises a different training program for the employees. In addition to that, the organisation is also successful to respond to 90% of the questions of the customers by applying the approach (Pedron et al., 2018). 
Strategic approach: Through strategic approach, the management of Novotel London City South organises the distribution channel of the organisation through innovation and acceleration. 




[bookmark: _Toc4108143]Critical understanding of the quality systems of Novotel London City South and its effectiveness in meeting requirements of the customers. 
To meet the requirements of the customers, the management of Novotel London City South is always committed to providing quality products and services so that the customers can get satisfied as well as the organisation can earn a competitive advantage in the market (Johnston and Kong, 2011). A brief understanding of the organisational quality systems to meet customer requirements is described below: 
[bookmark: _Toc4108144]Customer experience map in the service industry.  
A customer experience map refers to the set of diagrams that indicates some specific stages through which the customer goes during making interaction with the organisation. A brief customer experience map for the Novotel London City South in the service industry is stated below: 
[image: Related image]
Figure: Customer experience map (Johnston and Kong, 2011).
Awareness: The awareness among the customers regarding the services of the organisation can be spread out through both the digital as well as physical touch points. The management of Novotel London City South can provide information to the customers through the different platform of mass and social media. 
Consideration: In this step, the management of Novotel London City South must contact with the customers through email and other means or face to face regarding knowing the perspectives of the customers about the services of the organisation as well as their expectations to the organisation. 
Purchase: In the purchase process, the management of Novotel London City South must interact with the customers with all the touch point of the organisation. In this step, the organisation also sell the products and services such as booking of rooms and other facilities through the company website and apps as well (Johnston and Kong, 2011). 
Service: In this step, the management must directly contact with the customers through different media platforms regarding the consumption of the products and services and gain information about whether the customers are satisfied or not. 
Loyalty expansion: In this step, the organisation must provide the customers with the post-sale service. For a service providing organisation like Novotel London City South, the management can sent invitation to the customers for the further occasion as well as send notifications for the future offers of the hotels. 
[bookmark: _Toc4108145]Creating business opportunities by the customer touch-points throughout the customer experience.  
Customer touch-points usually works as a connection line between the organisation and the customers. These touch-points can create opportunities in the business throughout the customer experience. A brief explanation is given below: 
Pre-purchase touch-points: Pre-purchase touch-points such as advertisements, social media, mass media and email can help the organisation like Novotel London City South to promote their brands, business activities as well as offers to the customers that help the organisation to increase the number of the customers in the market (Ramachandra, Chandrashekara and Shivakumar, 2010). 
Purchase touch-points: Purchase touch-points such as the organisation as itself, organisational website, creating events for the customers will allow the Novotel London City South to attract the existing customers of the organisation. Existing customers can also spread the news to the new customers if the organisation can provide satisfactory level service. 
Post-purchase touch-points: touch-points such as post-sales service, call centre as well as market survey help the organisation to understand the satisfactory level of the customers after the consumption of the services and products of the organisation and compare as well as develop the organisational process in further (Ramachandra, Chandrashekara and Shivakumar, 2010). 
[bookmark: _Toc4108146]Drawing a conclusion to create business opportunities by capturing the customer journey model.
Customer journey model is almost similar to the customer experience model. A brief explanation is given below: 
[image: ]
Figure: customer journey model (Aalst, Arets and Brands, 2013).
Awareness: In the awareness stage, the management of Novotel London City South can use all the pre-touch-points such as social and mass media, letter and email to the customers. Through using these touch-points, the organisation will be able to reach the initial information to the customers and draw attention in the first place. 
Search: In this process, the management of Novotel London City South also can use the pre-touch-points such as searching the Maps, PPC, and GPS to find and identify the customers so that the organisation can know the position of the customers and set touch-points in there (Aalst, Arets and Brands, 2013). 
Research: Here the management of Novotel London City South can publish different blogs, reviews as well as word to mouth process to promote the brands of the business and create business opportunities. 
Purchase: In the purchase process, the management of Novotel London City South can use the purchase touch-points such as the organisation as itself, organisational website, creating events for the customers to attract the attention of the customers for creating the business opportunities. 
Experience: In the last step, the management can provide different kinds of post selling services such as a blog, review of the products and others by using the post-touch-points of the organisation. 
[bookmark: _Toc4108147]Managing customer experience & customer relationship management systems by using digital technology. 
Along with the concept of customer relationship management, there is another concept came out recently which is the ECRM or Electronic Customer Relationship Management. It is a process through which the management of an organisation like Novotel London City South can increase sales and interact with the customers through digital technologies (Constantinides, Yousif and Vries, 2014). The management of Novotel London City South can manage customer experience & customer relationship management systems by using digital technology. A brief explanation is given below: 
Affordability: Different website portals are providing facilities to an organisation like Novotel London City South such as renting the website, emails, FAQ or development of the existing websites of the organisation. Thus the organisation can provide information and interact with the customers smoothly. 
Availability: Concept like ECRM makes an organisation like Novotel London City South available to the customers 24/7 in the market. ECRM helps the management of Novotel London City South to create an autoreply system of the questions of the customers so that the customers can get the answers any time (Constantinides, Yousif and Vries, 2014). 
Integration: ECRM concept also helps the management of Novotel London City South to integrate all the functions of the organisation centrally so that the management can have better control. 
Data collection and analysis: an organisation like Novotel London City South can collect customer-related data by using the digital technologies as well as analyse the collected data within a shortest possible to time so that the management can take a prompt decision and manage customer experience & customer relationship management systems by using the digital technology
[bookmark: _Toc4108148]Employment of digital technologies to manage customer experience and benefits & limitations of CRM systems. 
 There are different kinds of benefits that the management of Novotel London City South can get from the employment of digital technologies to manage the customer experience. Such as: 
1. Digital technologies help the Novotel London City South to establish a central communication system within the hotel premises so that the management can communicate with every department of the organisation to provide better customer services. 
2. Customers of the Novotel London City South can get the information regarding the services and offers of the hotel that satisfy the demands of the information of the customers. 
3. The organisation can reach the information about the services of the hotels through using the social media platforms that help the organisation to manage the expenses of the organisation (Shanab and Anagreh, 2015). 
4. From the websites and other media platforms, the management of Novotel London City South can collect the customer data from the websites and analyse the data for better performance. 
Benefits & limitations of CRM systems
	Benefits
	Limitations

	It will allow the management of Novotel London City South to create strong bonding with the customers. 
	It generates high costs. 

	It increases the number of sales. 
	It requires continuous maintenance process. 

	It helps the management to create a better communication channel. 
	It is difficult to integrate with MIS. 




[bookmark: _Toc4108149]Illustration of various strategies of customer service. 
There are various strategies that the Novotel London City South can actually use to develop the customer services of the organisation. Among them, three strategies are described below: 
Optimising the quality: The management of Novotel London City South needs to identify the current error in their services as well as the service providing a process by analysing and collecting the feedback from the customers. After identifying the error, the management will be able to eliminate the shortcomings and develop the customer service of the organisation (Schmitt, 2011). 
Choosing right methods: As it has been previously said that the Novotel London City South has three types of customers, the management must choose different types of policies for the different customers so that the goals of the organisation can be achieved by putting more focus. Different strategies will not allow the management to mix up the project as well (Schmitt, 2011). 
Training and development: Though training and development are completely related to the human resources of the organisation, properly trained employees will be able to provide the best services to the customers on behalf of the organisation. 





[bookmark: _Toc4108150]Application of customer service strategies to meet the needs of the customer and the business.   
Optimising the quality: Quality optimisation of the products and services will allow the management of Novotel London City South to increase the level of customer satisfaction within the shortest possible of time (Stevens, 2010). This action will also help the organisation to satisfy the current customers of the organisation as well as increase the number of customers from the market. 
Choosing right methods: Selection of the right method will allow the organisation to understand the different demands of the different customers so that the management can analyse the needs of the customers and provide according to the demands. This way, the management will be able to satisfy the demands and increase the sales volume of the organisation (Stevens, 2010). 
Training and development: Different training and development programs will make the employees skilful and professional so that they can provide better services to the customers. In addition to that, skilful employees are one of the elements of the success of the organisation. 
[bookmark: _Toc4108151]Recommendations to improve the customer experience.
There is some certain sector in which the Novotel London City South can develop their strategies as well as an operational process for ensuring better customer experience. A list of recommendations is given below: 
1. During working in the hotel, I have found that the organisation in some different cases failed to analyse the international culture as well as satisfy the international customers of the organisation. The management must develop the R&D process of the organisation to provide better customer experience. 
2. In some cases, the management of Novotel London City South has failed to allocate all the available resources of the organisation. Financial and other resources must be allocated properly so that the better production of the services can be achieved. 
3. Though the organisation is a 4-star hotel, the management of Novotel London City South needs to take advice from the professionals to develop the skills of the employees in the process of customer service. 
4. And lastly, the central controlling system must be upgraded so that the organisation can have a better interaction process within the premises and ensure the highest level of positive customer experiences. 


















[bookmark: _Toc4108152]Conclusion 
Customers are considered as the king of the market. Not a single organisation in the world cannot achieve the ultimate success of the organisation unless they can satisfy the demands of the customers as per the requirements of the customers in the market. To satisfy the customer demands and give them a proper and positive experience during the interaction with the organisation, the management of the organisation especially in the service sector must analyse and understand the needs of the customers as well as the trends of the market. To establish a better customer relationship management between the customers and the organisation, the management must adopt the upgraded digital technologies to execute all the tasks of the organisation for achieving the ultimate success of the organisation.














[bookmark: _Toc4108153] References
Aalst, I., Arets, D. and Brands, J. (2013). Customer journey maps. AGORA Magazine, 29(5), p.26.
accorhotels.com. (2019). Novotel London City South. [online] Available at: https://www.accorhotels.com/gb/hotel-3269-novotel-london-city-south/index.shtml [Accessed 21 Mar. 2019].
Blokdijk, G. (2012). CRM 100 Success Secrets - 100 Most Asked Questions on Customer Relationship Management Software, Solutions, Systems, Applications and Services. Dayboro: Emereo Publishing.
Buttle, F. (2015). Customer Relationship Management. Taylor and Francis.
Constantinides, E., Yousif, A. and Vries, S. (2014). Understanding electronic social customer relationship management: foundations and current major themes. International Journal of Electronic Customer Relationship Management, 8(4), p.180.
Culiberg, B. and Bajde, D. (2013). Consumer recycling: An ethical decision-making process. Journal of Consumer Behaviour, 12(6), pp.449-459.
Dev, N., Caprihan, R. and Swami, S. (2014). Strategic Positioning of the Push-Pull Boundary within a Supply Chain: An Ordering Policy Co-ordination Perspective. Operations and Supply Chain Management: An International Journal, p.42.
DOLIGALSKI, T. (2016). INTERNET-BASED CUSTOMER VALUE MANAGEMENT. [Place of publication not identified]: SPRINGER INTERNATIONAL PU.
Johnston, R. and Kong, X. (2011). The customer experience: a road‐map for improvement. Managing Service Quality: An International Journal, 21(1), pp.5-24.
Maas, J., van Fenema, P. and Soeters, J. (2014). ERP system usage: the role of control and empowerment. New Technology, Work and Employment, 29(1), pp.88-103.
Mpinganjira, M. (2016). Influencing consumer engagement in online customer communities: The role of interactivity. Acta Commercii, 16(1).
Pedron, C., Picoto, W., Colaco, M. and Araújo, C. (2018). CRM System: the Role of Dynamic Capabilities in creating Innovation Capability. Brazilian Business Review, 15(5), pp.494-511.
Ramachandra, K., Chandrashekara, B. and Shivakumar, S. (2010). Marketing Management. New Delhi: Himalaya Pub. House.
Schmitt, A. (2011). Strategies for Customer Service Level Protection under Multi-Echelon Supply Chain Disruption Risk. SSRN Electronic Journal.
Shanab, E. and Anagreh, L. (2015). Impact of electronic customer relationship management in banking sector. International Journal of Electronic Customer Relationship Management, 9(4), p.254.
Shrivastava, M. (2014). Salesforce essentials for administrators. Birmingham, U.K.: Packt Pub.
Singh, S. (2011). Influencing behavioral change by customer engagement amongst youth. Adolescent Health, Medicine and Therapeutics, p.123.
Stadtler, H., Kilger, C. and Meyr, H. (2015). Supply Chain Management and Advanced Planning. Berlin, Heidelberg: Springer.
Stevens, D. (2010). Brilliant customer service. Harlow, England: Prentice Hall.


17

image2.jpeg
Push-Based Model

= -5

Supply to Production based Inventory based Stock based Purchase what
forecast on forecasts on forecasts on forecasts is on shelves

Pull-Based Model

g @ &

Supply to Produce to Automatically Automatically Customer
order order replenish replenish stock orders
warehouse

Copyright © 2019, 2017, 2015 by Pearson Education, Inc.




image3.jpeg
Sales
* Telephone sales
* Web sales

* Retail store sales
* Field sales

Service
* Call center data

Marketing !
* Campaign data * Web self-service
« Content data
* Data analysis * Wireless data
* Field service
data
* Social
networking
data

Copyright © 2019, 2017, 2015 by Pearson Education, Inc.




image4.png
[ DIGITAL TOUCHPOINTS ]
OFFERS TO CUSTOMERS

EMAIL WEB SELF-SERVICE
. . WEB SITES/LJANDING PAGES

PAID CONTENT @) COMMUNITY @ v

\\\\ SOCIAL MEDIA N\
@~

SEARCH @) WEB SITE A @ LovALTY PROGRAM
ONLINE DIsPLAY @) Mol ITE A\ TWITTER/spCiAL

@ survey

A\ 3%°[PARTY SITES

\\ WORD-OF-MOUTH o @ AGENT/BROKER °® @ VaunGs
DIRECT MAIL

\\ CALL CENTER/IVR .
p . ‘ / IOFFERS IN INVOICE
PR RADIO STORE/BRANCH

v

PRINT

OUTDOOR [ PHYSICAL TOUCHPOINTS ]

@ VANAGED TOUCHPOINT
A\ EARNED TOUCHPOINT





image5.png
e Contributes to next

P B0

Interest & Awareness Research Purchase
Sl ssrch vt — webie
‘Email / text marketi i nline bookir

Leymorprgran e P e
verlhe St horbe prnattid
‘Sihowd

Salesperson
Markeung Materas

Online dsplayadertising
Nevspaper ogaine
fado

Wordof mauth





image1.png
e

Back-cnd Applications

(e-Procurement System)

Front-end Applications
(Customer Relationship Management System)

Hotel Customers

Product demand Service demand
Hotel Suppliers #—Information —— The Hotel [*— Information —|
Product Supply Product & Service

delivery





