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[bookmark: _Toc82088208]Executive Summary
The world has witnessed one of its mayor pandemic virus outbreak since decades where the need for innovation and implementation of new work-life assets, it is mandatory to cope with the current scenario. Not only our social lives were affected drastically, but even the day-to-day approach to the way we are buying necessary goods for living. In this report I have chosen to relate to the Hotel Leonardo I am currently working from the past year, a large-scale enterprises comprised by over two hundreds of structures all over UK and Ireland. In the detail, the Sabine Rooftop Bar present at the seventh floor of the hotel and opened in between the national lockdowns of last year, will be at the foundation of the Academic learning topics encountered in the ten weeks of teaching implemented into the work context analysed, considering external factors such as the Covid-19, as part of the research.
[bookmark: _Toc82088209]Introduction and Definition of CRM.
Adhering to Buttle (2008) a definition of Customer Relation Management is given is his book where this topic is considered as identifying and collecting data from an enterprise to generate a successful retention within the existing customers who are approaching the final product. Buttle (2008) emphasises the importance of four different type CRM present in an organisation, in relation to customer experience through their life cycle within the business context chosen, as follows:

Types of CRM, Buttle (2008)
Strategic:
This strategic CRM approach consists in generating a valid value of the final product that is differing by the surrounding competitors. To do so, companies adopting this method will put at the core of their operations the customers, building around them the whole offering to consolidate the guests satisfaction.
Operational:
Operational CRM tends to include high importance to those marketing processes built around the guests, boosting the sales and focusing on the service provided related to the data collected. In order to establish effective practises in place, company can not prescind from evaluating the data collected internally.
Analytical:
This technique is purely based on scrutinising all information collected about customers who have joined the bar. Financial aspects as average spend or payment history, marketing data such as loyalty reward program designed around the returning guests and daily sales data are the foundation of building a precise structure behind the company value in relation to customer expectations.
Collaborative:
Collaborative CRM involves external stakeholders, for example the wholesaler and suppliers which are cooperating with Sabine, to sustain the good supply chain final structure that aims to retain and develop further customers, identifying and attracting them in a profitable manner, enhancing the final experience with efficient tactical decisions. 
The report will initially investigate the Sabine Rooftop Bar market context, as new concept of business from Leonardo Hotel just launched in the City of London scenario. Then this case study will identify and evaluate the current CRM problem found in Sabine, the crucial matters behind the decision making of creating and monitoring the internal CRM processes, willing to achieve outstanding consumer experience, denoting the impact of the pandemic in the operations of the company. Two academic model, VCM and ServQual, will be assessed relating to the Sabine operations and internal structure to obtain a clear scenario of the internal practises applied to engage with guests, put in evidence the potential gaps between Sabine, external factors such Covid-19 and how these are influencing the final consumer experience. Applying those two models to the Rooftop bar in question will finally define the benefit of certain revised operations in place, exploring possible constraints derived by, for example, lack of valid product offering or guests expectations not met. At the end, space for personal advice for senior management will take place, relying on the evidence found out in the main body of the text, to perhaps explore new effective techniques on how to develop further the business and build revised structure that can cope with the Covid-19 outbreak, demonstrating good ability of guest retention in time.
[bookmark: _Toc82088210]Sabine Rooftop Bar Context.
Main investors and shareholders of the large-scale business analysed is a group of five gentleman, the Fattal Group. The legal administration office is located in Berlin, and the company includes three unique business concepts: Leonardo Hotel, about four-star rating quality hotels that are providing food and beverage excellence along with premium staying for guest in house, Jurys Inn, strategical branch of hotels usually located in tactical locations such airports or city historical centre, the Nyx, newly launched sophisticated concept of hotels where interior design and vibrant vibe is present. In the Leonardo Hotel of St. Paul’s, the subject of this report finds its space, Sabine Rooftop Bar, a secret botanical sanctuary located at the seventh floor of the hotel, sharing stunning views over the cathedral and the City Skyline. After the end of the lockdown last April, I was hired to run this place developing business from scratch, the report will examine certain processes and methodologies applied to the company management to ensure the smooth running of the operations in relation to customer satisfaction. Agreeing with Bergeron (2002), demonstration of five crucial steps to apply good CRM practises in an enterprise is given as follows:
1. Gather information:
Customer Relation Management is built around the consumer, collecting precious data in the case of the Sabine Rooftop Bar is an essential (Bergeron, 2002). Being a new launched concept, understanding the final experience behind the product offered is a must for senior management, hence why guests are invited to leave a feedback after their staying with an automatic email sent by the online reservation database, where private details of consumers are stored safely. This data is suddenly organised in bullet points, positive or negative, and given in an Excel file weekly to management for final examination and internal record.

2. Design a predictive model of actions in relation of consumer behaviour:
According to East et al (2017) engaging with the consumers behaviour can be made in many different ways, beginning from the “vintage” word-of-mouth method to applying the bespoke e-CRM techniques such emails and online reviews to monitor the market flow. Once the scenario is presented clearly to the executive board, actions in terms of predicting negative factors to impact future visits can be explored together with creating a better value and retention with the positive guest response. These operational predictive strategies are in strong relation to the relation with the consumer behaviour internal flow examined.
3. Monitor the customer interaction with the company:
Understanding how the Sabine’s guests are interacting with the hotel is fundamental, as the outlet tends to integrate different communication channels in the customised product offering to do so. For example, if before the pandemic outbreak the bar was tracking guest staying with paper review form attached to their final bill, now, complying with the NHS and Government advise on how to keep guest and staff safety from Covid-19 in the work environment, this interaction factor has been translated in a paperless way, where people can now register their notes and comments via email or through the reservation website.
4. Manage consumer expectations:
Once the data are collected, consumer behaviour in relation to future operations is examined and the guest interaction is scrutinised, finally the Sabine bar can focus on meeting and managing costumer expectations. Following on the case study of Hyun and Perdue (2017), academic examples of return investment in the hospitality sector from a marketing implementation perspective are presented, with two different focuses, one tangible, with the physical revenue generated by acquiring new customers and their power to buy, one intangible, with the ability to meet the needs of the potential new business, attracting them with bespoke offering and up to date products.
5. Considers the lifetime cycle of costumer-company as fundamental relationship:
Definition of Customer Lifetime Value is in evidence in the literature review of Gupta et al (2006), where the Academics are explaining the long-term period of customer relationship with a firm in relation to the future profits achieved from retaining guests over the time. This strategic approach has definitely been evolving in Sabine in the course of time as the unprecedent virus outbreak had several negative impacts and barriers where new directions needed to be identified and applied to cope with the rapid varying market environment. Creating customer loyalty is certainly the key focus behind good practises in the hotel.
Sabine line manager has outlined in a statement the current dilemma they are facing as a market new entry business concept: huge guest dissatisfaction. Relying on internal data collected, causes of this problem are derived by the simple fact that reputation of Rooftop Bars in London is based not just exclusively on the breath-taking views of the city, but instead via sharing partying vibe with guests on a sunny day for example or by engaging with them to accommodate the eventual occasions or anniversary requests received. Covid-19 outbreak has made it very hard to commit to a fun, genuine integrative work environment as guests, from the internal research conducted, are feeling let down by the restrictions in place. Many people felt frustrated by the fact that they could not book many friends in for their birthday, for example, due to the limits imposed by the local restrictions on booking just table of six at once. With the first month after the launch, many bad online reviews were received and overall, Sabine had the feeling of not emphasising correctly with its customers, generating loss of revenue and reputation.
[bookmark: _Toc82088211]Academic Models Review.
[bookmark: _Toc82088212]VCM
In order to overcome this potential high threat to Sabine Rooftop Bar, academic studies are supporting the hospitality sector with different business analytical model aimed to engage with the customers resent and future and maintain good level of relationship through time. This report will examine two models and chose one to use in Sabine, to step over the problem of the guests dissatisfaction and implement good CRM processes. According to Yilmaz and Bititci (2006), cases study around the Value Chain Model is presented to define all of those actions taken by an enterprise to create value and loyalty behind product offering, acquire new customers and build an internal substantial performance measurement system that reflects the guests satisfaction as a result. Following the example of Micheal Porter reported in the journal article of Mozota (2010), there are five main principles that are comprised in the VCM model to describe the company set of activities necessary to develop the internal product offering and produce the best experience possible to consumer, with reduced cost of buying. Here it is an illustration of the VCM model:
Fig1. Michael Porter representation of VCM

Inbound Logistics:
In this section, the relation with different suppliers is considered fundamental to guarantee unique product implementation to differentiate from competitors the final offering. Sabine for example, is reviewing weekly the stock control in relation to the set internal par level aimed to simplify the ordering of spirits, in order to source the beverages items required for service.
Operations:
Space for justified operations to transform those spirits for example, into outstanding cocktails, has to be denoted. Gross Profit margins are at the base of calculations behind the creation of drinks, where the mixologists are playing with different millilitres with the spirit in order to align the offering with the internal GP goal set by finance team: 78% of profit. Drinks are now taking shape following the calculations made from the cocktail spec sheet.
Outbound Logistics:
Defined as set of action focused on delivering a certain company product, at this stage, menus are sent for approval upon internal tasting with Q&A with senior management, and the final product (the drinks) is prepared to entry the market. At Sabine, the value of competitive and responsible offering is backed up by seasonal menu changes aimed to use multiple different local experience.
Marketing and Sales:
Tactical decision making with the objective of boosting overall brand awareness within clients and promote and advertise the final product offering. In Sabine, given the pandemic environment still present, venue show around are now happening on Teams rather than live at the bar to cope with social distancing rules applied. The website is also a good point of reference for those who wish to interact with this beautiful spot.
Service:
In this final part, service is considered as actions taken to monitor consistency of the offering and enhance guests experience. In Sabine, the line manager is constantly double checking the quality of the drinks served on the floor and in many occasion, the HOD is approaching guests to retrieve feedbacks willing to meet their expectation going extra mile if needed.
The effectiveness of the VCM model is essential business tool to ensure the outlet respects some financial goals of selling particular products, related mainly to a cost-effective solution, and implement certain set of actions aimed to a greater competitive advantage. Although, taking in consideration the Covid-19 impact on the hospitality sector, there are substantial fails in this system as can not cope with, for example, the inbound-outbound logistics, where many spirits have to be sourced from outside UK to make valid the final offering ending up on higher importation costs. Brexit is showing a negative influence too as, if before pandemic a shipment from Mexico of tequila was taking two weeks’ time to get delivered oversea in UK, now both factors are affecting the final guests experience as spirits are not always available through suppliers, letting down guests expectations, and have a higher cost compared to before. 
[bookmark: _Toc82088213]ServQual
The other model this report will talk about is about service quality management, the ServQual. Adhering on Saleh and Ryan (1991), companies which are willing to put at their foundation an attentive dedicated service aimed to generate consolidated guest satisfaction, should consider even some intangible aspect such company perception of guest expectation and consumer approach to quality of the final service offered. This model is built around twenty-two diagnostic points, investigating five internal dimensions within the business selected as per below:
Reliability:
This is the ability of the company to maintain the promises to its consumer on delivering professional services and adequate customer care. Consistency is one of the primary resource used to cope with guest expectations, as if good CRM practises are in place, will be easier to guarantee their satisfaction and retain them in time.
Responsiveness:
This is a very important aspect for those companies who are willing to deal with multiple guest requests, ensuring their success with steady operations, or simply a fundamental element that should be present while dealing with complaints. Creating loyalty means even respond rapidly to certain email, especially when hiccups might occur, resulting in an attentive bespoke manner of dealing with various inquiries.
Assurance:
This point is all about the ability from senior management to share the core values of the company with its employees first, that suddenly will have to represent them with the customers with good practise. Trust is the key-link of this relation, where the element of trust starts from the employer and meets guest perception of genuine and transparent product offering and service, through the confidence shown by the team members.
Empathy:
To aid the loyalty of any consumer, companies should rely on an emphatic approach while dealing with the public, especially because recently the market has been changing a lot and so flexibility is a must in this dimension of analysis. If employees are showing good level of understanding of the customers, this will certainly create room for valid competitive advantage within local businesses in the same market.

Tangibles:
Service quality is more often referred to the ability of the enterprises to involve their customers into share their opinions in regards of the different of services guests might access. How easy it is to feel rewarded behind buying any product and collect data from consumer feedback after a purchase, is the main point of this dimension, ready to make the reasonable adjustments from the information obtained.
This academic model is the one chosen to scrutinise, in the next paragraph, and evaluate where some gaps of customer experience and satisfaction can be found in Sabine. It also strengthens the overall confidence of the tools used by the company to enhance guests retention and generates a unique bespoke value with the product offered as the strategical decision making is focused on the lifetime of the consumers within the business context. On another note, some weakness might be found in the fact that Covid-19 is still present in the environment and only correctly using the CRM models could help to generate the right customer satisfaction.
[bookmark: _Toc82088214]Model Selection: The ServQual.
Between the two scholarly models, I have decided to select the ServQual to help resolving the Sabine dilemma behind the lack of satisfaction within the guests, as this business analytical tool is very appropriate for the examination conducted in the report, very related to the hospitality sector chosen. Beginning from a definition of Miller (1995), in regard to the product consumption, he clears out that this is a blend of goods and services that are representing the business awareness globally. Reflecting on the main problem encountered in Sabine, the guest dissatisfaction, due to the negative impact of the Covid-19 in the operations and the lack of CRM practises in place, this is where business ethics are present. Flexibility should be implemented in order to meet guest needs and expectations without letting them the effort behind reshaping the whole standard around the virus restrictions on social distancing. The ability of the guests of “consume products” should not have been as a material perhaps, perhaps as a matter of enhanced final experience that can only bring benefits on hoard if managed well. Ethics are crucial as, yes the business wants to comply with the legal responsible drinking not promoting or encouraging any “drink games” which are involving high consumption of alcohol in the premises but should be a guest bespoke touch point while making decisions. It is essential for a high-volume bar like Sabine, to commit to an attentive service dedicated to deliver excellence while keeping the promise of fair pricing, to retain business and generate appropriate confidence in meeting expectations needs. This is not an easy direction as it involves a deep internal analysis of many factors influencing consumers, and especially with Covid-19 and the limit on certain activities with the new normality the world lives in, requires a specific tool of examination, the ServQual. This model surely covers five most important gap which might be present in the work context, but unfortunately on some occasions, not that visible to the senior management in place to control and address properly the need for change. 
[bookmark: _Toc82088215]Application of ServQual in Sabine.
To help a better understanding of the use of this model to resolve the company problem, a critic eye, on what type of consumer is present in the work context around hospitality sector, should be considered. According to Greenberg (2009) from a point of view of industry leaders, the socio-economic scenario present nowadays is clearly linked to the will of customers to engage with the company its own while approaching any of the products in the market, defining this category of interactive buyers as “social customers”. Importing this vision in the case study chosen for this report, will aid the Sabine CRM techniques to be more effective as, helped by ServQual, consumer traits will be examined admitting that the use of the social media or social tools, like company website and reservation database, are essential appliance in meeting customer needs.
[image: ]
Surely, the pandemic is playing a key-influence factor affecting the successful operations of the bar as, most of the times, the guest dissection starts from the fact that people visiting the bar are feeling “restricted” in the type of the experience they receive, compared to their expectations. This is the very first gap found in the organisational structure of Sabine, but even the whole awareness the management pretends to have collected right in relation the quality of the service given, presents another gap. From a management point of view, a third gap is found between the poor ability to deliver the quality of their services (drinks), as Sabine struggles to cope with different requests coming form the guests and so, fails to hand over an always consistent and reliable final product. Consequence of this lack just found, the Rooftop bar is not liaising very well with the marketing department provided by the company, ending up in harder delivery of the concept they want to develop, letting guests down and confused, gap four. Applying this business model to Sabine, at the end, has brought up to light one more last dilemma, gap five, where the internal examination demonstrated that from a consumer point of view, the service people are expecting is completely different form the one received, generating huge dissatisfaction. Here it is a detailed examination of the subtle problems derived by the fact that consumer is not happy with Sabine, gap by gap, and some solutions how to react on those:
Gap one, management acknowledgment of consumer expectations compared to guest experience:
This analysis has put in evidence the fact that Sabine senior management has a wrong idea of what the actual expectation in visiting the bar is and final experience given. The difficulty relies on the fact that, in order to comply with better Health and Safety and Hygiene following government and NHS advice, Covid-19 has a significant impact on guests staying and management has done nothing to build flexible rules around. For example, after this examination, the change made to boost guest satisfaction consisted in allowing booking of over six people in the outside area, assigning closer tables to host a large booking, making sure party people are all close for an improved social experience.
Gap two, management acknowledgment of consumer expectations in relation to the quality of service provided:
After receiving many bad reviews, was clear that the HOD has no control or monitoring over the service they were aiming to provide to guests. From one side, even though menus were created following sustainable and local sources with a zero-waste concept and always competitive in the market for the offering, the other side shown that people were unhappy receiving every time different drinks to their table. Action was taken improving bartender standards as, from now on, drinks will have to look always with the same garnish and made with the same recipe, guests should not feel the different “hand” behind prepping those, affecting their final staying.
Gap three, Sabine standards of service and the product delivery:
Even though the creation of the internal standards is a process in continuous evolution, bar management did not reflect this point by adapting and customised to guest needs, the final product delivery. Issues were found at the bottom of the staff knowledge, because while approaching table to take orders, majority of them was lacking the basic bar learning that in a classy place like Sabine tends to be, should be mandatory. Thanks to this analysis, the HOD was able to design an easy-going e-learning module helped by the HR, to raise the bar overall knowledge within the team, to be hopefully reflected in delivering the service. Those concepts of CRM applied resulted to be very effective.
Gap four, business product delivery and the lack of external appropriate communication:
As part of their branding and business concept, has been found out that Sabine did not respect the promise of delivering quality service with seasonal menu change. This happened because when the bar manager was updating internal offering, the marketing was not involved, guest dissection started to raise to a high level as, they would pre-order certain items from the menu in the company website, but then on the day of their visit, those beverages were not available, generating lots of frustration in clients. Finally, now online promotion through social media is much more accurate and every innovation is first translated into a more social consumer approach, then made tangible an consistent with people spending money in the bar.
Gap five, customer expectation not met with the actual service received:
With the ServQual internal examination made, it was made clear from the data collected that the pandemic has transformed the business environment where guests are now walking in, since they felt in their staying to have relevant issues on socialising or just in the way Sabine did not meet their demand in an emphatical way. Data shown that nine out of ten birthday enquiries, would leave a message in the e-CRM booking database stating their preference request of a better table with better view, or just receiving a shot or a dessert for their birthday s=celebration at the venue, but Sabine failed to import these important requests in to the daily staff briefing and so the anger of people raised since they felt not looked after, they did not feel the value behind the money they are willing to spend.
Benefits of implementing this academic model into the workplace, definitely had the impact desired by the management, where, as a result of the correct decision making built around the guest, the final experience around the product given to the consumer was upgraded in an emphatical and engaging way. People felt rewarded after their visit more and more, sign of the correct CRM methodology applied in to work-force. Few obstacles are still matter of deep evaluation, as Covid-19 is still a present reality where to make amendments, hence why Sabine has started to contact back people after their staying with a review questionnaire aimed to hear the voice of its consumers and accommodate their needs attentively.

[bookmark: _Toc82088216]Recommendations.
We are facing the era of social consumers, where people power to buy should meet a wide range of choice and interaction set by companies while approaching to their products or services. What the report outlined is that Sabine generated huge dissatisfaction since they were not effectively using any of the CRM techniques into their strategical management, in order to create competitive advantage in the market and retain existing or potential new consumers. Also, Covid-19 operational response was not considered as real as the perception the guest had of the multiple limits on their ability to enjoy their time. Future hints for Sabine management are involving boosting the overall experience of their guests, complying with pandemic regulations without letting the guest feel the effort behind, as for example they should administrate the space set in the outside terrace for pictures, with people queueing helped by team members, while they are enjoying the live DJ set organised by the HOD to make it a fun and dynamic outlet. At the end, the HOD learnt the lesson of not assuming people are just responding well to the operational directions given, in fact the questionnaires received back now have huge importance in determining future emphatical activations to consolidate the brand and its guests within time. Guest dissatisfaction almost disappeared thanks to the hard teamwork made around developing good CRM in place.
[bookmark: _Toc82088217]Conclusion.
In conclusion, while running a business of any sector, good CRM are a mandatory aspect for internal market analysis. In the case of Sabine presented, demonstration of the huge negative impact derived by the assumptions of the internal management, that service and product offering will work, penalised the reputation of the brand, damaged hugely guest expectation and affected their future return. CRM practises also, should consider the virus as well as factor on negative influence, as if Sabine decided to take away menus and import them on a QR code to be scanned at the table, well the offering should be the same with consistency as not stocking the products a company is promising to deliver, will certainly generate dissatisfaction.
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