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INTRODUCTION :
                               HYATT Groups is an American multinational hospitality company. It is founded by JAY PRITZKER. He came into being upon purchased of HYATT House. The HYATT group launched in27 SEPTEMBER  1957 .It operates under hospitality industry and catering to the entertainment needed Customers. The vision statement of HYATT groups is to Deliver to quality services and food and beverages to the guests . HYATT GROUPS have 1100 hotels and all inclusive  properties in 69 countries across SIX continents.
 The success of any business organisation hinges on how happy its consumers are. When a company is preparing to launch, customers always "first," then  the profit. Companies who are successful in providing complete client satisfaction will continue to hold the top spots in a market. The success of a firm depends heavily on its ability to satisfy its customers, and doing so also helps to increase its market value. This is common knowledge among modern commercial organisations. Customers are often those who purchase goods and services from a market or business that satisfy their needs and wants.

In this report HYATT Hotels is taken as an organisation, HYATT hotels &resorts providing  good services in the industry. Customer service is one of the main attributes behind the success of companies. However, due to the COVID 19 Pandemic the market is going through a recession period, due to the deployed restriction in the HOTEL INDUSTRY .The management team find difficulties in building ,maintaining a good relationship with customers and staff. After The covid 19 pandemic the hotel industry facing a huge lack of skilled employees. A good team only can make customers fully satisfied .
 In highly competitive world hospitality industry individual Hoteliers must find ways to make their products and services to stand out among the others. In these regards what hoteliers need to do is to understand their customers needs and care to meet or exceed these needs. There will be new needs for business in this new world. Set Up and analytics to deliver individualised offers that seem to be relevant to you. Teams in sales and marketing should generate sales. They overlook opportunities to upsell and cross-sell without a mutual vision of client preferences,  behaviour and interests. Set Up and analytics to deliver individualised offers that seem to be relevant to you.
Customer satisfaction scores within firms can have significant effects. They emphasise to staff members how important it is to meet customer expectations. Moreover, when these evaluations decline, they identify issues that could harm profits and sales. These assessments provide a numerical value for an important dynamic. When customers are devoted to a brand, favourable word-of-mouth advertising, which is both inexpensive and effective, benefits the company.As a result, organisations must successfully manage consumer happiness. To be able to achieve this, businesses need reliable and representative satisfaction measurements. When conducting satisfaction surveys, businesses often question customers if their product or service has met or exceeded expectations.


FINDINGS : After the COVID 19 pandemic Hotel industries facing lot off issues. In this the major issue are customer satisfaction in VERTUAL PLATFORMS AS WELL CUSTOMER CARE AND SERVICE QUALITY, EMPLOYEES SHORTAGES. After the covid 19 every consumers should use the virtual platforms to all the procedures .IT may be verry help full for our procedures following and also it may be go wrong for the customer satisfaction in our side.

1.VIRTUAL PLATFORM :After the pandemic situation all the customers more using virtual platforms so we want to meet both virtual and personal customer satisfaction. How ever with emerging advanced digital technologies such as MOBILITY, ANALITIC, INTERNET Of things, CLOUD Social networks and computing Making the conventional method of maintaining the relationship with the customer obsolete and pressuring organisations like HYATT groups to use more cutting-edge technology, pushed customer service to enhance, and facilitate the entire consumer experience in order to sustain the market. Customers interact with the business through a variety of media and channels, so their entire experience is more social and professional (Lemon and Verhoef, 2016 ) A series of interactions between service providers and customers used as a marketing tactic is what is generally understood as customer service. the idea that customer service processes are becoming more complex due to the development of activity associated to such processes.
1.1 * DIGITAL CUSTOMER LIFE CYCLE : 
(LEE ODDEN 2012) Research how your company may continually improve content and social media involvement to draw in, hold the attention of, and inspire your target audience. Being more strategic with social media marketing throughout the customer lifecycle involves more than just an online marketing approach. Here are a few crucial things to keep in mind.
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However are online marketing strategies like social media, search, and content marketing still best understood in terms of the sales cycle Is social media's active engagement in the brand-customer connection the only thing that matters. Create hyper personalised communications across channels to build customer relationships improve  message relevancy and increase conversion rates it helps to enhance customer satisfaction . 
More than ever, consumers have the capacity to publish, and they have higher expectations for social connections from their friends, co workers, and favourite businesses. These interactions and expectations extend beyond the path to purchase, giving businesses a chance to use social media beyond the sales cycle to increase retention and advocacy.

[bookmark: _Hlk121352783]1.2*Strategic Approach to Optimizing Connections    Between Customers and Brand
• Gain internal support, create efficient procedures, and communicate a goal for expansion.
• Explain the objectives to the participating teams.
• Internally evaluate readiness and abilities.
• Create support, procedures, and training.
• Establish feedback systems to encourage ongoing participation (internally and customers).
• Conduct segment, profile, and persona-based customer research.
• How do they prefer to communicate and receive information during the course of their relationship with the brand?
• Create a content plan that identifies editorial and promotional components.
• Align paid, owned, earned, and shared media with your customer lifecycle marketing strategy.


  


1.3*Why digital customer engagement is essential now?
             
                                             Customer engagement online is developing quickly. According to a (2021 study by IDC) consumers will spend 65% more money with businesses that successfully implement digital transformation. Customer involvement and assistance through digital channels like web chat, social messaging applications, and chatbots has a lot of potential. Customers and organisations alike have a strong thirst for them, but customer experience professionals frequently feel that these digital channels have not yet reached their full potential. People from all generations are now familiar with digital channels because to the pandemic. In a poll of consumers done by Dimensional Research on behalf of( e Gain 2001) 80% of respondents claimed that since the pandemic hit, they had increased their use of digital customer support.
                                                          After the covid 19 all the customers using to all the procedures in online through only e g : bookings, selecting hotels, payments, feedbacks etc …. So many public platforms are available for all this can done. The ideal customer engagement platform should support multichannel but digital-first engagement. It ought to integrate communications and data for a comprehensive understanding of clients and their relationship with the company. For automated, reliable, and intelligent service delivery, it should be enabled by analytics, machine learning, and artificial intelligence (AI).
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The software platform for HYATT Groups has digital-first client engagement has a wide range of features.(Mark Hoplamazian 2011)

* Case management across channels and interaction tracking
* Solitary knowledge base with flexible content management
* Centralised processes and business rules
* routine user and system management
* analytics across channels
* straightforward connection with other business systems

Providing ever-improving value to customers is essential for a company to gain market share, satisfy customers, surpass competitors in customer satisfaction, keep customers over the long term, and retain customers ( Alomaim, Tunca, and Zairi 2003). The idea of value assessment at the moment of purchase, during consumption, and at the time of repurchase has received a lot of attention from virtual and network organisations. ...Managing the virtual and networked organization's flow of customer value.

                                                                                                                                                          
                                                                                                                                                                   
1.4* HOW CAN BE USEFULL TO US
                     We can determine what a customer hopes to gain from a certain brand, thus it's important to follow their path to purchase. In the current digital age, customer website searches make it easier for customers to purchase fundamental brand information through social media.
Customers can tell how a company and a consumer are related.

POST REVIEW   :Post review on company owned app are an evaluation tool for the consumer during  consideration of purchasing products.(Roy Peter Clark “ SHAREABLE INSIGHTS”)in this the author teaches How to say more with fewer words than you thought possible in virtual platforms.

ADVERTISEMENTS IN SOCIAL MEDIA: Now a days easy accessibility increase the surfing networks of consumers, and we a use it through advertisements on YOUTUBE, FACEBOOK,INSTAGRAM ,WEB SITES ETC…Its verry helpful to reach everyone.

DEVELOP COMPANYS APP   :Its verry important in now a world . Customers can utilise mobile and online applications, or software that is available in many app stores, to buy products, offer comments, or have conversations about any questions they may have about those products or services by calling the number listed in the app.
1.5 *WHERE IT CAN BE USED ?
                
                 *MANAGEMENT LEVEL
                 *EMPLOYEES LEVEL
                 *CUSTOMERS	
                 
We can create one app for customers as well our employees and management. It will helps to find the problems in employees as well costumers complaints, and quarries .A good team can only  treat our customers fully satisfied .In this app can be verry helpful for all these problems sort out. In this can be used for e payments it will helps the environmental sustainability. After the covid 19 EMPLOYEE BURN OUT is the biggest issue affect in customer satisfaction. This app can be used for employee problem solving.  Employees has huge engagement in costumer satisfaction so employee satisfaction is verry important factor in HOSPITALITY Sector.

2.*CUSTOMER JOURNEY MAPPING: The idea of customer journey mapping has generated a great deal of debate in the fields of service management and service design. In a recent (McKinsey)report, (Stone and Divine 2013) argue that the customer journey technique represents a crucial paradigm shift in how we understand a customer's experience with a service. In their investigation of effective experiential service providers ( Zomerdijk and Voss2010) discovered that customer journeys are frequently incorporated into the planning and administration of services. Customer journeys were also discovered by ( Segelström and Holmlid 2009) to be a common way to organise early phases of user research in service design projects. Involving customers and internal resources—that is, employees of the service provider—in customer journey activities is something that has become common practise.  Such interaction is carried out for a variety of reasons and in a number of different ways, such as, for instance, the mapping of customer journeys with customer service professionals.

 2.1  *WHAT IS CUSTOMER JOURNEY: Since at least the early 1990s, customer journeys have been used to define services from the perspective of the customer (Whittle & Foster, 1991). The research literature on customer journeys is still in its infancy, despite the important pieces (Parker & Heapy, 2006; Voss & Zomerdijk, 2007) that have had a significant impact. The definitions and use of crucial technology related to customer journeys are still not consistent at this stage (Folstad et al., 2013). According to the literature, a customer journey is the process they go through to achieve a certain goal and may involve one or more service providers (Flstad et al. 2013). A list of client touchpoints or contacts with service providers serves as the standard framework for customer journeys (for instance ( Clatworthy, 2011; Stickdorn & Zehrer, 2009). The usefulness of a customer journey viewpoint rises when services have several touchpoints for which different organisational units are responsible, for example (Wechsler, 2012)..

2.2*  OVERVIEW OF CUSTOMER JOURNEY MAPPING APPROACH : Customer journey mapping often has an exploratory nature, using qualitative data collection techniques to enable unexpected insights. Quantitative evaluation of the customer experience may also be an issue in the analysis of customer journeys. Such measurement is often carried out as part of the mapping process to quantify changes in experiencing quality throughout the customer journey, according to scientific literature  (Trischler & Zehrer, 2012) . However, routine measurements of a customer's trip experiences can also be made without being connected to a continuous mapping process  (Rawson et al., 2013) . For instance, questionnaires are used to implement quantitative measurements. The literature describes numerous methods for including external and internal resources in the analysis and planning of customer journeys. There is a lot of information in the literature about involvement techniques that enable analysis, or the gathering and processing of data about current customer journeys.  (Croiser and Handford 2010), who map customer journeys based on information obtained from participant interviews and consumer observation, are proponents of this type of study.( Wechsler 2012), for instance, describes workshops using internal resources for cooperatively mapping touchpoints and the customer journey.

2.3* STRENGTHS OF CUSTOMER JOURNEY MAPPING :

*The customer journey is now integrated with a centralised system offered by the company that can save and log data from every conversation with the client thanks to the use of digitization in customer mapping.

* By acquiring data and utilising it to complete new procedures and forms, a digitization company can assist future-proof against new provisions while ensuring unwavering customer service quality. 

*Increased customer satisfaction Utilizing verification and identification software, digitalization in the customer service framework allows the management of the business to update and maintain their own data, and accounts.  









2.4* WEAKENESSES OF CUSTOMER JOURNEY MAPPING:

*Despite the fact that most customer mapping stages are made easier by digitalization, complexity in identifications forces management to take external factors like time to market into account.

*The digitization process is sometimes less suitable in the early stages because it fails to include lightweight tools, which limits the flexibility of customer mapping in the beginning.

*sensitive to tripwire biases Sometimes, digitization makes the process of aligning strategy and vision more difficult, which makes customer mapping less effective.                       
                             
          
3.0 *SERVICE QUALITY
LITERATURE REVIEW :. Service quality has recently captured the interest of managers, researchers, and practitioners due to its significant significance. on the monetary performance of a company. Customers typically look for value in the complete experience, which necessitates internal coordination between the divisions in charge of the various parts of the offering, such as the main product (goods or services), delivery of the product, product documentation, etc. In terms of productivity and profitability, only undertaking jobs that benefit customers is recommended. Businesses now need to know their customers much better than they did in the past. The company must first be able to build trust with the customer in order to get their feedback. This is one approach to developing a good or service that meets customer demands (Hill, Brierley, & MacDougall 2003). Customer pleasure is adaptable and customised. Businesses may only raise customer satisfaction and keep customers by adhering to the "customer-centric" philosophy; otherwise, if competitors also increase customer satisfaction, the company runs the danger of losing corporate clients.
 Customer satisfaction also establishes what clients anticipate from businesses in terms of how goods and services are delivered. Consequently, a crucial outcome is practical guidance on how to boost customer happiness (Oliver 1999). Happy customers frequently return and make additional purchases. They work together to share their experiences with other potential buyers in addition to making more purchases. Loyalty, according to Oliver (1999), is "a strongly held commitment to rebuild and re-patronize a preference even when situational conditions and marketing campaigns have the potential to inspire switching behaviours in the future, consumers will continue to use the product or service." The correlation between a person's overall attitude and repeat business is what is known as customer loyalty. Although a vital part of every organisation, customer satisfaction alone cannot propel a business to the top. Satisfied consumers generate favourable financial results, especially when they are regular buyers.
Customer satisfaction can be viewed as a type of consistency evaluation between prior expectations and perceived service delivery, claim Chen and Wang (2009). The consumer's positive evaluation of the product or service is, thus, a key element in preserving a relationship with a company's service or products and an essential pillar that maintains loyalty. As a result, satisfied customers are more likely to make further purchases, exhibit less price sensitivity, share positive word of mouth, and remain loyal to a business. 2009 (Chen & Wang) .Customer satisfaction and loyalty are highly valued for the company's growth and profitability. Customer loyalty and happiness are highly valued for the company's growth and profitability. Loyalty does not automatically follow satisfaction; it requires a step-by-step process. Customer phases include awareness, exploration, expansion, commitment, and dissolution. Customers are sometimes referred to as steps (2000, Arantola).
3.1*CUSTOMER SERVICE TO CUSTOMER CARE                                
 Its time to change customer service to customer care. In order to improve customer satisfaction.

3.2 * CUSTOMER SERVICE : 
 Its typically involves providing answers to inquiries. Customer service could involve guiding a customer toward the ideal product before they make a purchase, although it typically happens afterward. Giving clients advice on how to use a product to its fullest potential. resolving any problems, and making sure they had a positive shopping experience are all examples of providing excellent customer service.
  3.3 * CUSTOMER CARE :
 Customer care refers to how well a customer is treated    while engaging with a brand.
Customer care, which refers to how well consumers are treated while engaging with the brand, is a term that is used less frequently. Customer care means truly caring for customers, listening to their needs, and coming up with the best solution rather than merely going through the motions and closing sales. Customer care regularly goes above and beyond simple customer service by establishing an emotional connection.
3.4 * Organisations that provide a high standard of customer care tend to have the following characteristics.
*Value-for-money goods or services of the highest calibre.
• A high level of post-purchase support.
• Knowledgeable and well-trained staff members who are amiable.
• A helpful reaction to questions and demands from customers.
• A "can do" attitude as opposed to a "can't do" attitude.
• An ongoing evaluation of the services they offer in order to enhance those services.
• The capacity for constructive self-criticism.


3.5 * WHY SERVICE QUALITY IMPORTANT IN CUSTOMER SATISFACTION
 Understanding consumer satisfaction is becoming increasingly crucial in today's world. One benefit is that it enables the organisation to understand how customers define the quality of the services and products, which makes it easier to construct customer satisfaction surveys (Hayes, 1997). The other hand On the other side, it affects repeat purchases and recommendations from others (Berkman and Gilson, 1986). As a result, measuring service quality and customer satisfaction has both qualitative and quantitative benefits for businesses. Having great service quality and customer satisfaction leads to increased customer loyalty, a growth in market share, higher investment returns, cost savings, and the assurance of a competitive edge.
(Haksever, Render, Russell, & Murdick, 2000; Wuest, 2001; Knutson, 1988). Additionally, it improves employee satisfaction.
Measurement of service quality is one of the hotel marketing strategies used by three star or higher hotels as a way to demonstrate the quality of their services. The administration of those hotels considers the hotel rating system.

4.0 *INFLUENCE OF GENDER ON CUSTOMER SATISFACTION IN HOTEL INDUSTRY 
Although some studies indicated a lack of a relationship between gender and customer happiness, other studies have demonstrated that factors like gender have a significant impact on the degree of customer satisfaction (Ibrahim Abdullah Aljasser & Bokkasam Sasidhar, 2013). According to previous studies, women are more satisfied overall than males are (Bryant & Buller, 1987; Bryant & Cha, 1996; Mittal & Kamakura, 2001). This is due to the possibility that women have more experience shopping and have better attribute comparison skills (Anderson, Pearo & Widener, 2008). Women can use the expertise to find products that best suit their needs and are more satisfied overall than males (Bryant et al., 1996).
According to Mittal et al. (2001), women are less likely to report crimes. the reality of uncomfortable situations with guys. Earlier studies have also shown that the different relative weights that men and women place on the elements of the service concept are frequently attributed to variations in leadership style (Eagly, Makhijani and Klonsky, 1992).

4.1 * Gender and the impression of service quality in the hotel industry
Do men and women value service quality equally under the same circumstances? How do male and female visitors react when hotel staff members express the same emotion? What do men and women think of a poor service?
There are two types of service quality described in the literature on service quality (Mohr and Bitner, 1995): process and outcome. Process of service delivery is the way the primary service is provided to customers. The primary service that the customer receives is the service outcome.
*As a result, the process of providing services is tied to social and psychological variables, whereas the result of providing services is related to physical and instrumental factors (Driver and Johnston, 2001).
*Therefore, process quality is interpersonal, in contrast to service outcome      quality, which is impersonal.
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4.2*. Customer loyalty and gender: The high level of customer satisfaction
 Loyal customer are always very satisfied with the hotel's services and express their appreciation for them. However, just because a guest is pleased with your hotel's service does not guarantee that they will return or become devoted customers. 
>Where is the loyalty then?
> Why is it crucial to the hotel sector? And how can a hotel ensure that a customer stays?

4.3 * WHAT IS CUSTOMER LOYALTY ?
The definition of loyalty is not universally accepted. When it comes to brands, services, product categories like hotel rooms, and behaviours like travelling, consumers may display loyalty (Uncles, et. al., 2003). Additionally, three concepts of loyalty are proposed by Uncles et al.
• As largely a mindset that occasionally results in a connection with the brand
 • Express in terms of revealed behaviour (for instance, the pattern of previous stays); 
• Buying moderated by the individual's traits, circumstances, and the purchase situation.
5.0*  IMPORTANCE OF CULTURE
The relationship between the guest desertion rate and Understanding how culture affects customer satisfaction is becoming more and more important for hotel management as the level of global competition rises. Social norms and customer expectations that are related to service encounters are likely to vary from culture to culture, with culture providing the foundation for social interactions (Pucik and Katz, 1986). The definition of culture as well as the levels and dimensions of culture in the hotel sector are provided in this chapter. It also discusses certain effects of various cultures, particularly those of Western and Asian nations, on customer satisfaction.



5.1*INFLUENCE OF CULTURE ON CUSTOMER SATISFACTION
Cultural norms "have an impact on both tourists' expectations and their judgments of the quality of the service received," according to Wiermair (2000); expectations and perceptions are both important factors in determining customer satisfaction (Parasuraman, 1995). In other words, different people have different opinions on the services that the hotel service provider offers..
Referring to the influence of culture on customer satisfaction, Schmitt & Pan (1994) found that in Asia, personalised or customised service appears to be more important than the efficiency and time savings that are reportedly highly prized in Western nations. For the Asian consumer, this service idea is a crucial component of overall quality.



5.2* BENEFITS OF CULTURE IMPLEMENTATION IN HOTELS
Your hotel will benefit from a range of perspectives provided by customers and staff from varied backgrounds, allowing for the fusion of various ideas and facilitating relationships. Differences attract attention, offer a great chance for interaction, and give both visitors and staff the chance to pick up new skills.
Since seeing different cultures is ultimately one of the main reasons people travel, welcoming guests from diverse origins enriches and enhances the hotel experience.
*It handling diversity well, businesses may enhance their customer service.
*Organizations get a strategic advantage over those who do not by training personnel to communicate across cultural barriers and comprehend the traits of a broad consumer base.
*Employing individuals from various racial and cultural backgrounds allows the company to benefit from new viewpoints. According to research, variety can improve problem-solving, decision-making, and the generation of fresh, creative ideas.

                 
    CONCLUSION AND RECOMMENDATIONS
This research aimed to determine how the Hyatt Regency's customer satisfaction rates are affected by the quality of its services. The study's main focus was on how to provide quality service, care for customers, make a profit that can be sustained, foster brand loyalty, and satisfy visitors. Additionally, it outlines the terms for improvement and continuation . Every business wants to keep a lasting relationship with its customers and corporate organisation. Potential customers can be attracted by understanding their needs and wants, and customer satisfaction has a big impact on all areas of corporate operations. Therefore, in order to run a successful business, it is essential for the company to comprehend what the clients' specific wants are and how to win their loyalty. As discussed in chapter two, the client is a crucial component of the market chain process. More specifically, content customers are the ones who invite in new prospective clients.
 According to the study's findings, Hyatt Regency hotels place a high priority on service quality dimensions in order to please guests. In order to provide hoteliers with some insights that can help them offer service excellence, which results in client retention, possible recommendations are therefore forwarded.

*Improve using virtual platforms 
*introduce new app
this one app for customers as well our employees and management. It will helps to find the problems in employees as well costumers complaints, and quarries .A good team can only  treat our customers fully satisfied .In this app can be verry helpful for all these problems sort out.
* Employee satisfaction must be reached before achieving the confidence dimension of quality service in order to obtain customer satisfaction.
*Improve customer loyalty programs
*provide High level service
 The key conclusions of this study are outlined in this section, along with their consequences for the hotel sector. It attempts to deepen our understanding of how this industry attributes and measures customer satisfaction and service excellence. Additionally, it highlights the effect of gender on hotel visitors' pleasure and contrasts Asians' and Europeans' perspectives on hotel services. Additionally, it sets some expectations for disabled guests about the calibre of hotel service. The customers who are between the ages of 20 and 45 are the main focus of this study's framework.
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