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[bookmark: _Toc529904188]Introduction
Mr. Paul Greenberg defined customers engagement as the interlink between company and customers which keeps on going that are allowed by customers who chooses the company. Customer experience is considered the communication of a product between a customer and an organisation over the period of their relationship. Customer experience entails involvement of customers at different levels such as emotional, physical and spiritual. It besets every aspects that the company offers including their quality of customer care, packaging, their ease of use and in what they are relied upon.  The experiences of the customers are created by not only what they contribute to the values of the customers but also to the company that gives out the experiences. All the outcomes and events that the customer experiences after and before any purchase is because of themselves.


[bookmark: _Toc529904189]1: Critically analyze the factors that influence your organizations ability to maximize customer value
Hospitality management in today’s scenario gives huge emphasis on customers’ satisfaction. As the growth business is dependent on the feedback received from the consumers, so, it is very important that the organizations maintain a strict quality management as well as address to the requirements of the clients. The success of the hotels is dependent on the customer loyalty, which is the effect of customer satisfaction (Rahimi and Kozak, 2017). On the contrary, a negative feedback especially on social media will ruin the name of the organization. The factors that influence to maximize the customer satisfaction are diverse, but primarily they are dependent on the quality of the services provided by the hotel as well as a well-maintained customer relationship management.
In this study the case of  Hotel Crown Plaza, Liverpool, UK has been discussed. The hotel was opened in 2008, and is operated by the Kew Green Hotels who has 22 hotels across the UK. Being a part of large hotel chain, Crown Plaza has set of practices and ethics, which are followed by customer value model. In our case, the hotel Crown Plaza concentrates on the quality of the services provided to the guests and customer relationship management. The hotel offers the finest quality in their services and offers amenities like hotel rooms with TV, mini bar, WI-FI, bathroom amenities and so on. The hotel also offers a state of the art restaurant with a lobby-bar, conference room, business centre etc. All the guests are provided with complementary breakfast, best quality room service, laundry services, food, local tourism etc. The hotel ensures that guests are satisfied with the hygiene maintained in the hotel, cleanliness of the entire hotel, standard quality of on call room services. They maintain the highest standard in the quality of food, drinks and beverage. They also take care that the guests receives undisturbed Wi-Fi services and other refreshments. Hotel Crown Plaza, also concentrates on the customer relationship management. They address to the calls from the customers on urgent basis, and ensure that little discomfort of the customers are taken care of.
Various important factors influence customer satisfaction in the hotel industry. Smooth interrelation and coordination between the departments, efficiency of the employees and their willingness to serve the customers, their behaviour, and good HR policy that ensures that efficient employees serve the guests. Good IT department that takes care of the guest’s queries and assist them in getting services, maintenance department takes care of all the service issues of the hotel and well-maintained billing system etc. Like any other industry, in hotel industry also success depends on the team work. Hotel, being one of the busy industries offers hectic work schedule less number of leave for the employees. Therefore, the Human Resource Department must ensure that the employees don’t feel exhausted as that would decrease the level of their services and they are provided with highest quality training to meet the need of the customers. The employees should also be well aware of all the decisions taken by the authorities, so that, they feel like a team and work together to meet the goal of the organisation. The smooth and effective verbal and non verbal communication between the departments ensures that the respective departments are prompt to respond to the demands, requests of the guests. In a large hotel chain like Crown Plaza, a good IT department takes care of the services like online hotel booking, car booking, booking for local area visit and the entire operations of the organizations (Theade.co.uk, 2018). The maintenance department takes care of all the service issues faced in the hotel. The satisfaction of the customer is also dependent on the efficiency of the accounts department. Though, the self-payment is gaining popularity, still the customers are dependent on the efficient accounts system that ensures that the bills are free of errors.
In today’s scope, the organizations give most importance to the satisfaction of the customers, as today’s customers are very prompt to shift their loyalty, in case their need and demands are not addressed by the organizations (Radojevic et al., 2015). Therefore, the Crown Plaza hotel ensures that the need and the demands of the customers are met, so that they do not lose the customers who are high-profile and affects their reputation as well as revenue generation.


Analyzing the factors influencing the organizations ability to maximize customer value
Several factors affect the customer dissatisfaction in hotel industry. The main reason of customer dissatisfaction is not related to the bills that they are paying for the services, but the low quality of products and services provided to them. Concentrating in this part will ensure that the hotel receives customer-loyalty, which will positively affect in their revenue generation. While taking care of the customers, the level of efficiency of the employees as well as their conduct towards the customers is very much important. For maximizing the customer value in an organization, it is important that the organization evaluate and asses the efficiency level of the employees, their conduct while serving the guests. (LO et al., 2010)  The hotels face the challenge of retaining the profit margin while providing the services to the customer. The large scale the hotels like Crown Plaza faces high competition, and maintaining high-profitability (Theseus.fi, 2018).
The competition forces the hotel to introduce innovative technique to satisfy the needs of the customers as well as retain profitability. Therefore, the managers should maintain the customer feedback, so that the weakness and the strength of the organization is maintained and the employees are rewarded for their contribution to the organization. While addressing the customer dissatisfaction, the hotels should follow a continuous evaluation of the employee’s efficiency while responding to the calls of the customers. This is the integral part of customer satisfaction in the hotel industry (Liu et al 2015). By measuring the willingness of the employee to respond promptly, the performance of the employee and the organization can be maintained. This continuous evaluation of the services provided by the employees ensures customer satisfaction, value added to their revenue generation.
[bookmark: _Toc529898205]General techniques to maximise customer value
There were general techniques that help in maximising the value of the customers. Giving customers those services or products, they want at ambitious level of prices and with awful customer services. It is the most appropriate way of ensuring whether a customer will remain in that particular company for a longer period and pursue to buy from it. Customer value maximization changes its focus from managing products to gaining the profits of individual customers over the life of their relationship. Specific actions are applicable to a company that will boost up the customers to be around it and spend more periods in it. The challenge should be known as to which customers the actions should be known and what should be done for maximum result. Customer Value Maximization is set of approach and actions that are used to attract the customers in order to raise the amount and value of their transactions and to rise the period till they remain as active customers of a business. Once a company gets a new customer their final goal of confinement and marketing schemes are to maximize the capitals that the customers achieve from the company taking into account a balancing relationship between capital and gain. The basic factors that lead to the contribution of capital that any particular customer will bring out are the frequency of purchase, the time and the value of money while they purchase. Thus maximizing the value of the customer means that time, purchase and money value together multiplied gives us the result. Looking at the above case scenario, it has been that Crown Plaza organization looks after customer’s value maximization creating a communication with the customers by growing loyalty (Flin & Woodroof, 2014).
The Crown Plaza is considered the top most position in customer satisfaction. They are using their approach in order to cope up to the needs and read what the customers are trying to figure out.  As, it has been seen from the above lines that the main aim of Crown Plaza is satisfaction of the customer , so it provides the customer best facilities when comes to services like- comfortable bedding , aromatherapy to refresh the minds of the customers and also guaranteed calls for waking up, etc. Crown Plaza also looks into account that whenever the modern customers need their electronics to be charged so they do not face any problem by providing them sockets that can be operative are the charging devices in rooms. A good customer value will have in giving the customer a reason why the customer should use and buy the product compared to other. It is the only brand in business tourism division.( Lee et al.,2015. ) The guests are their prior concern and it creates a new image giving a modern view in the world of business tourism. In Crown Plaza, customers are divided into two groups. One is traveller and the other is the leisure groups. This types of customers are different in types of behaviour and needs. For business travellers they provide with all kinds of facilities such as – conference room, 24\7 services, internet connection etc. The customers that visit Crown Plaza in order to see the beauty of the city also see different sites and so the transportation near the hotel is easily available. The staffs there are polite and welcoming.
[bookmark: _Toc529898206]Measures to maximize customer value
Various measures were taken into account to maximize the value of customers thinking about what they want and what they do not. Customer satisfaction is a part of customer experiences and so the Plaza hotel focuses on it more. Online surveys too have and given feedback on the managements of Crown Plaza which mainly focuses on customer preferences and needs. Quality is also important tool in customer’s value. The customer value is against the similar products and services provided to the customers giving them the benefits of it. Every consumer should have unique set of resources and their needs, which takes into account according to satisfaction of the customers. It provides to the customer the best cost services looking at the top most quality of customers.

Customer satisfaction is a part of customer experiences and so the Plaza hotel focuses on it more. Online surveys too have and given feedback on the managements of Crown Plaza which mainly focuses on customer preferences and needs. Quality is also important tool in customer’s value.
The customers take into account that the places allotted to them has all needs to their satisfaction. It is an advantage for the Crown Plaza organisation as it provides a strong competition on the market and improves their business. It looks into the expectations of the customers more. To keep this Competitive level of satisfaction the hotel monitors and analyses it with new technology.  Prime Location is the most concern thing about the organisation.  It helps the tourists or the customers to view the historic sites at a walking distance .This organisation compared to other connects fast and responds according to that.  The organisation take care that there is no defect in quality and efficiency of their product and the complaint of the customers are worked out at faster rate and is eco-friendly. They believe that the higher is the customer satisfaction level, the more is the attachment of customers.  The food provided by the hotel serves better compared to other organisation. This organisation shows evidence to support the satisfaction of the customers in their service, such as their customers ask for more investment and tell their friends in doing business with that company. Coordination among the employees in the organisation helps in giving good performances, results in satisfying them more, and more, which can be a great advantage for them in the competition world.
Room comfort is an important aspect of the customer and the hotel too. Therefore, it gives a bonus for comfortably spending out the time.  Cleanliness is also taken to the attention of the customers where they value a lot. As clean hotels attract the customer more, Crown Plaza emphasises on it most. Crown Plaza also keeps an eye to the quality of sleep. Business people are happier with that. Crown Plaza holds a vital role in terms of research that shows that academic is not applied to the practices behind it. Customers journey are focussed more than their actual perception and not any organisation (Zhuang and Babin, 2015). A good indication to customer value is is the net promoter score that helps the customer in scoring and recommended the organisation. Crown Plaza overall takes into account they look into account that are happy with the services and products then the commitment is easily made.
According to Verhoef, having commitment leads to retention of the customer. Organisation also believed that customer satisfaction has a strong inter connection with its loyalty. Once the customers are happy with it, they should carry out such repeatedly. During research, a survey was done where the aim was to collect and analyse the feedback of the guests and further improvement. The guests are overall asked the staff services, their room comfort and the atmosphere. As authors have in beginning mentioned that research purposes and questions are to be done describing the issues. According to the empirical data, Crown Plaza has a positive goal and vision in managing the relationship with the customers. They believe that customers guide the organisation’s ideas and where the customer is if satisfied once can choose to have business with them. Firm resources, customer-company exchanges and the components related to the satisfaction of people supports the operation of the organisation and help to create a relationship with trust (Lam  et al.,2014) The result of research has shown that among 84 guests have fully and partly answered it. One of the aims of thesis is to analyse the answers of the customers and their views on the customers. During research compared to other sources, it was found that the other organisations have major differences.
To conclude, the management if Crown Plaza recommends in thinking about further researches. It helps in determining the level of services that the customer will be satisfied upon.


[bookmark: _Toc529816777][bookmark: _Toc529904190]2: Identify the systems that support your organizations quality processes
In words of Philip kotler, service can be explained as “an action or an activity which can be offered by a party to another party, which is basically intangible and can not affect any ownership”. The most significant characteristic that distinguishes any service from a good is that the service is abstract and intangible. The secondary difference is that the service is produced and consumed at the same point of time (Park et al., 2018).
A quality standard is one of the most crucial tools in the service industry. With the help of a quality service standard, an organisation in the service industry can distinguish its product offering and service offering from that of its competitors in the market. According to Business Dictionary service quality is an assessment tool to the management to analyse how well a delivered service satisfies the customer’s expectation. Service quality standards of an organisation in service industry plays one of the crucial role for the hospitality sector. This can be used as the strong point against the competitive environment in the service industry. Service quality can strongly impact on customer mindset and their overall satisfaction by providing solutions at the right time.
An unhappy customer, if not treated with right grievance service, can harm the organisation’s reputation more than anything. It can spread bad rumours against the organisation. The bad mouthing of the organisation by the customer will spread like a fire in the forest. It will create more harm than 100 such good words. The people tend to believe more on the negative side of the story. Therefore, the management should pay special attention on any dissatisfaction that the customer may face in their whole service experience. On the other hand, if treated on the right time, the consumer dissatisfaction can be changed to consumer satisfaction and may also turn them into one of the loyal customers of the organisation. It thus becomes very important for the customer care department to keep a track on the consumer feedbacks and other such mishaps on the spot. So that it can be solved without any further delay.
A hotel like Crown Plaza truly strives for building a world-class culture of customer service. It focuses on increasing its service standards and works constantly towards it. It makes every possible effort towards the achievement of its quality assurance goals. Crown Plaza has been able to successfully manage the needs of its customers and staffs parallel to each other. The hotel management incorporates certain quality assessment system to ensure the consistency does not get interrupted in its quality service delivering. It is the responsibility of the operation manager of the Crown Plaza to incorporate these quality assessment systems and tools in their hotel’s operation system. An operation manager of any organisation, working under any sector, follows any of the few-quoted models of conducting the operation process namely JIT, TQM and Kaizen among others.
Kaizan model:
Kaizan, meaning continuous movement, is a Japanese word. It comprises of two character in Japanese terminology i.e. kai, meaning ‘change’, and zen, meaning ‘good’. The word, in short emphasises up on the continuous need of improvement, which is necessary at all levels of the organisation. In simple words, this model can be defined as the wide process of an organisation for focused and sustained incremental innovations.
The management of Crown Plaza has understood the importance of improvement on a small scale. It has thus started thinking at a micro-level to increase its efficiency.
Just in time (JIT) approach:
As the name suggests, just in time management approach of operation management refers to the inventory strategy to increase efficiency and decrease wastage as much as possible. This is done by receiving goods only when they are needed in the entire production cycle. This has helped the organisation in ensuring reduction of any unnecessary inventory cost.
The concept of JIT has been adopted by Crown Plaza as well in their daily operations. In last few years, Crown Plaza has ensured sophisticated supply chain management in order to ensure as minimum waste of material as possible during operation cycle.
Total Quality Management (TQM):
Total quality management (TQM) describes an organisations strategy to long-term sustainability through customer satisfaction (Sin, et al., 2016). In this effort, all members of an organisation participate jointly in the process of improving products, services, and the organisational culture in which they work.
TQM as defined by ISO is the strategic management approach of an organisation, focused on quality, and based on the participation of all its members of the company and the society as a whole (Amin, et al., 2017).
The management uses various operation approaches in order to attain the quality goal. The luxury hotel’s management has a dedicated team of workers employed for the purpose of quality assurance. It arranges meeting on daily basis, with the management board of the company, whose main agenda is the total quality management.
Provide critical understandings of the extent to which you think those systems are effective in meeting customer requirements
Impact of kaizen on service industry:
In every industry, both management and the employees tend to resist change, whether it is in the systems, culture or work-environment. The alteration brought about by introducing quality management system (QMS) – particularly in service sector – is no exception (Iqba, et al., 2017). moreover, companies that resist any kind of change in the overall operations and working, will find that they become less effective, and thus less competitive, in markets where customers demands for the  trouble-free products and services.
Many times companies emphasizes on a methods like Six Sigma, Lean Six Sigma or other such tools to solve quality problems without realizing that these methodologies focuses on process improvement and not on the standard of quality offerings by the organisation to its customers. For any quality improvement tool to be successful, it is pivotal to first have a system for the purpose of process management and process measurement.
In the service industry the concept of kaizen model is slightly trickier, as there is no physical product going through the entire process. Instead, it’s the customer who goes through this process when it comes to hospitality sector. The process of kaizen model in service industry will never be the same as in the manufacturing or finance sectors. This means the customer sees everything clearly.
Today’s market is marred to intense competition and changing consumer demands. People now days have been conditioned to high levels of service delivery, so it has become more crucial that every company is responsive to their consumer’s needs (Horner, et al., 2016). This requires being flexible and more adaptive in the part of the management. The main issue faced by these business houses that many service organizations, are not as responsive as they should be towards the need of their customers. If they are slow and prone to committing more errors, this may lead to consumer dissatisfaction.
There are five major principles from kaizen model that impact its operation and effectiveness in the service industry.
1. Value
The first principle emphasizes on identifying value in the eyes of the service consumers. If the management is successful in delivering what they value, it will give them a have happy, satisfied customers. And they will come to buy the service again and again. ‘Value added’ activity is anything that alters the size, shape, fit, of the organizations existing structure to meet the customer satisfaction level.
2. Value stream
It is generally made up of all the necessary process to deliver quality products to customers. This is known as Value Stream Mapping (VSM) (Keyte, et al., 2016).
Few of these processes will help to add value to the customer. Studies have shown that only around five per cent of business activities add value - that leaves behind around 95 per cent of waste. If the management gets hands upon managing these wastes, it can give them a competitive edge to them.
3. Flow
After the value stream map has been created, the next step in the process is to investigate the overall process, reduce waste and find solutions to create flow. This helps to maintain ecological balance and reduce carbon foot prints by the management.
4. Value pull
Once the management has been successful to establish a smooth flow of processes, the management should now deliver the service to their customers. Creating ‘pull’ means designing processes so that the overall activities are synchronized from the time the customer places the order through your supply chain and manufacturing process to delivery.
5. Perfection
Kaizen, continuous improvement, and a focus on customer needs should become part of the business culture. The workforce of the management is key to the success of any continuous improvement initiative.
In this era of globalization, it’s more important than ever for businesses to thrive for. The kaizen model has helped the service industry as a whole in this continuous development model.
Impact of Just-In-Time model in service industry:
The main Purpose of JIT model is ordering inventory as and when needed basis means that the company does not hold any safety stock, and it operates with continuously low inventory levels. This strategy helps companies lower their carrying costs, increase efficiency and decrease operation waste. Following are some of the impact of JIT model on hospitality sector:-
● synchronizing and balancing of information and work flow
● Total visibility of all components of the service process
● Continuous improvement of the service quality
● Holistic approach in elimination of waste
● Flexibility in the usage of resources

Impact of TQM model in the service industry:
TQM is an effective system for integrated quality development, quality maintenance and quality improvement activities of various groups in an organization so as to enable service at the most economical and efficient level which allows for full customer satisfaction.
The main five categories of implementing total quality Management strategies are as follow;
1 Zero Level: No control/no customer focus: Such organizations do not focus on achieving customer satisfaction as much.
2 Level One: Quality Control: At this level, organizations often own several measurement departments and research departments in order to continuously enhance the quality of their products and services through testing them and developing their over all managerial systems.
3 Level Two: Quality Assurance: Companies that are managed by this method directly believes that products is an output for several processes and quality of these products cannot be achieved without controlling ach process separately.
4 Level Three: Continues Quality improvements:
The companies that are located under this level believed that the improvement of quality of businesses is directly connected to the employee's efficiency, commitment and the existence of team work spirit within the staff members.



5 Level Four: Quality Award Models:
The companies, which come under this category, are considered as organization dominant on the market and as a global leader with their products and services. These companies aim to provide others with a USP for the effective quality performance.
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[bookmark: _Toc529904191]Conclusion
This report is divided into three parts. The first part of the paper is a description of the Crown Plaza hotel and the factors that are influencing the ability of the hotel management in maximising the customer value. At the beginning of the report, there is information about the Crown Plaza, the hotel and main customer groups of a given hotel. The second part of the report consists of the theoretical data on the service quality and customer satisfaction of the hotel. The second part has been further divided into two parts. The first segment of the second part identifies the system that supports the Crown Plaza in their quality process. The next segment in the second part emphasizes upon the effectiveness of this quality process on the operation cycle of the hotel and its overall performance.
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