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               Understanding and Engaging in the Customer Experience 


[bookmark: _Toc77070674]Executive Summary
Customer experience is described as an interaction between a customer and a business and its goods and services. It is essential that consumers experience the organization well and successfully, because this contributes to the establishment of strong connections. A small firm may contribute towards educated business decisions by understanding some basic marketing principles. Marketing is the process of data collection and analysis to help companies market their products. It is essential for quality control to have well-defined controls. These controls help to standardize manufacturing and address quality issues. When changes have been made to COVID-19 activities, systems or controls, management should record the date and justification for the changes. In order to provide a great experience, every company needs gain a comprehensive understanding of its consumers' expectations. It helps the management to create effective strategies or plans to allow the company to grow its market share and profit efficiently.
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[bookmark: _Toc77070675]Introduction
Customer experience is defined as a customer's interaction with a company and its products and services. It is critical for customers to have a good and successful experience with the organization since this will aid in the development of solid relationships (Jain, Aagja and Bagdare, 2017). Customers are seen as kings in business, since they have a direct effect on the organization's sales and earnings. It is a chance for businesses to improve and develop their customers' experiences, which will result in the achievement of specified goals. Organizations may improve and enhance customer experience in a variety of methods and approaches. It is critical for businesses to provide high-quality services to its consumers while also accommodating their needs and desires. This assists in fulfilling the organization's intended consumer expectation. Numerous variables all contribute to a significant effect on the client experience and expectation. To enhance the entire customer experience, businesses need have a firm grasp of the facts and figures around customer experience. This report will be based on Holiday Inn organization a UK based company who are operating their activities on hospitality sector. In this report the author will discuss about different theories of marketing. Then the author will analyse the factors that impact on Holiday Inn’s quality systems and customer relationship in this ongoing Covid-19 pandemics. At the end of this report the author will identify support systems that ensure quality prosses and provide critical understanding which are related with CRM during this Covid-19 pandemic.








[bookmark: _Toc77070676]Overview of Selected organization
This report will be based on Holiday Inn organization a UK based company who are operating their activities on hospitality sector. This is a big brand hotel with services and goods available in a variety of market segments. In 1952, Kemmons Wilson established the Holiday Inn organization. Holiday Inn is a very well brand with locations worldwide and its headquarters in Denham, United Kingdom. The Holiday Inn chain is a part of the InterContinental Hotels Group.This grade of service is the most recognized. There are two different kinds of plaza hotels: high-rise hotels with full service and low-rise hotels with full service. Additionally, the former featured many high-rises with circular, central-core structure, which are immediately identifiable as 1970s architecture. Both hotels include a restaurant, swimming pools in most sites, room service, a fitness centre, and practical but pleasant accommodations.
[bookmark: _Toc77070677]Customer value
The value of a product or service is measured by the client and compared to its potential alternatives. This decides if the consumer thinks that the price he has paid for the product/service was worth enough.
Customer value is lowered to dollars and cents for certain companies. It is still essential to remember that consumers offer your business more than simply the price tag. Time, energy and emotional expenses are also included in the pricing decisions, and consumers evaluate these.
Similarly, various kinds of advantages affect the choices of customers. Some instances include physical advantages—as well as pictorial benefits—for example, how having this goods or service changes one's social standing in the eyes of one's peers and co-workers.
To evaluate the worth of our customers, these various expenses and advantages need to be recognized first. The graph below may assist Holiday Inn to summarize the elements that they should consider in the customer value calculation.
Consumer understanding, service and technology are the three main elements affecting contemporary customer happiness. By using these elements, Holiday Inn can offer customer experiences and genuine customer loyalty.
[image: Text, calendar

Description automatically generated]
In recent time due to Covid-19 pandemics, Holiday Inn established certain values Some of them had been:
· For consumers nobody tries harder.
· Ensure clients health and safety.
· Better than anyone, understand consumers.
· Be dynamic, creative and client first.
· Use our capabilities to provide our clients with unmatched value.
· Treat others to way they treat us .
[bookmark: _Toc77070678]Introduction of different marketing theory
Marketing is more of a scientific than its more creative cousins – advertising, public relations, and promotions – but, notwithstanding its focus on research and figure crunching, marketing still depends on a company's best estimates about how to use the market knowledge / analysis it produces(Saunders and de Beer, 2020). Understanding some fundamental marketing concepts can assist a small company in making more informed business choices.Marketing is the process of gathering and analysing data in order to assist businesses in selling their goods. This data enables businesses to develop new goods or modify current ones, establish pricing, choose distribution channels, and establish a brand or image in the marketplace. Customers' demographics, sales figures, competition information, and industry statistics are all examples of data that businesses utilize in marketing.
To optimize sales, a company's goods or services must be positioned in the marketplace in such a manner that customers think they need a certain product or service or that the product or service they require offers a specific advantage(Saraswat, 2020). This is often referred to as brand development. For instance, automobile manufacturers promote their vehicles as safe or cheap, as well as giving prestige or some other advantage. Differentiating the product from others is often referred to as determining your unique selling proposition or unique selling differentiator. There have a different theory of marketing such as:
[bookmark: _Hlk76291056]Porter five forces:Porter's Five Forces model is often used to aid in comprehending and evaluating an industry's competitiveness.Attractive markets may have few rivals or may include a market gap that a company may exploit via strategic positioning.By emphasizing the significance of finding imperfect markets that provide more lucrative possibilities, the model offers valuable insight into how a business's systematic approach and marketing should be directed (De Carlo and Masiero, 2020).If they are an established business seeking a deeper knowledge of the present market, they may analyse their current position and determine their future path by balancing their strengths and limitations. They may emphasize how they are most likely to be effective if they are starting a new company or entering a new sector.
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The center box of the paradigm is competitive rivalry, which is a consequence of the other four factors. The significance of negotiating strength and bargaining procedures is recognized — this emphasis on external variables is more pronounced than in other market analysis theories including a SWOT analysis.
SWOT:SWOT analysis (strengths, weaknesses, opportunities, and threats) is a framework for assessing a company's competitive position and developing strategic plans. SWOT analysis evaluates both internal and external variables, as well as present and future possibilities(Jozić and Kuehnl, 2017).A SWOT analysis is intended to enable an objective, fact-based, data-driven examination of a company, its activities, or its industry's strengths and weaknesses. The organization must maintain the accuracy of the study by eliminating preconceived notions or Gray regions in favour of real-world situations. Businesses should approach it as a suggestion, not a prescription.
SERVQUAL model:In 1988, the American marketing experts Valarie Zeithaml, A. Parasuraman, and Leonard Berry created and executed the Service Quality Model, or SERVQUAL Model. It is a technique for capturing and quantifying consumer perceptions of service quality.
At first, the focus was on developing quality systems for field product quality. Improving the quality of associated services grew more essential over time. Enhancing service quality may provide businesses with a competitive advantage. Additionally, service grew increasingly essential in general, and as a consequence, the SERVQUAL Model gained significant traction in the 1980s. Historically, service measurement was vague and difficult to quantify.Among the factors that influenced the creation of the SERVQUAL model were the distinctive features of services (as associated to physical products). 
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[bookmark: _Hlk76291112]These distinct features, such as intangibility and heterogeneity, make it much more difficult for a business to objectively evaluate its degree of quality (as opposed to a manufacturer who can inspect and test physical goods)(Ho, Tojib and Tsarenko, 2020). The creation of this model provides service providers and merchants with a systematic method for assessing the collection of variables that affect customers' perceptions of a firm's overall service quality.
[bookmark: _Toc77070679]Analysis of the key factors that influence Holiday Inn’s quality systems and controls in this Covid-19 pandemics
Quality control (QC) is the process through which an organization tries to maintain or enhance the product's quality. Quality control necessitates that the business fosters an atmosphere in which both management and workers strive for excellence. This is accomplished via employee training, the establishment of quality standards for goods, and the testing of products for statistically significant variance.Establishing well-defined controls is critical for quality control. These controls contribute to the standardization of both production and response to quality concerns. By limiting space for mistake and defining which manufacturing processes are to be performed by which people, the likelihood of employees becoming engaged in jobs for which they lack sufficient training is reduced.
The COVID-19 Pandemic has wreaked havoc on the world economy and commerce, as both production and consumption have slowed globally as well as Holiday Inn’s. Latest World Trade Organization research has shown that trade protectionism has a major effect on the global economy's demand and supply chains, resulting in severe trade disruptions.Governments should recognize that trade routes must stay open, through a variety of modes of transport, including air and sea freight, in order to guarantee the uninterrupted flow of products and other vital supplies(He, 2016). Additionally, they must take urgent action to address export prices and other tariff obstacles that are impeding the flow of essential commodities, particularly medical supplies, during this time of crisis.COVID-19's widespread expansion has heightened the need of quality and compliance management. It has given every company the chance to reorganize their quality procedures in the face of all the constraints associated with remote working and social isolation. Global supply chain operations have been harmed by an ever-increasing dispersion.
Management is accountable for developing, implementing, and sustaining an internal control environment that provides adequate confidence about the entity's objectives in terms of financial reporting dependability, operational efficiency and productivity, and adherence with regulatory requirements.Internal controls may need to be changed in certain areas or may not be implemented at all in the present context. When substantial modifications are made to systems and controls, leader is accountable for recognizing and evaluating additional risks that may emerge as a result of the changes(Huth and Billion, 2021). Additionally, management is accountable for modifying controls—or developing and implementing new controls—to minimize evaluated risks.Where modification to operations, systems, or controls have been made as a result of COVID-19's effects, management should document the timing and rationale for the alterations (e.g., if the organization's country was subject to public sector lockdowns in during period of implementation, or other imposition lockdowns or disassociating requirements necessitated the change). In an ideal world, information describing the modifications to controls and processes would be authorized prior to implementation, and records of the changes would be kept for audit purposes. There has a different factor which can make a impact on Holiday Inn’s quality systems and controls such as: 
· Control environment: In the present climate of Covid-19, an organization's control environment, which is intended to serve as a foundation for the other components in the system, may suffer detrimental effects. With many organizations refocusing their efforts on conflict management and business recovery, components of the control environment may be influenced by adjustments to corporate structure of Holiday Inn’s, strategy to taking and having to manage business risks, attitudes and behaviours toward financial statements, authority and responsibility allocation, and human resource policies and practices. In today's climate, organizations may depend more heavily on unproven technologies. Due to resource limitations, it is possible that less experienced personnel will conduct control tasks even if the controls themselves remain unchanged. Additionally, there may be other examples of management overriding controls to accommodate for controls that are not functioning properly. Control awareness may have shifted as a result of management's preoccupation with other objectives, which may have made them more receptive to overlooking control shortcomings(Adhikari and Bhattacharya, 2016). Components of Holiday Inn’s control environment may have a widespread impact on evaluating the risks of significant misstatement, and control environment inadequacies can jeopardize the efficacy of controls, especially in the area of fraud in this Covid-19 pandemics.
· Financial reporting and communication: As a consequence of COVID-19, entities' processes for originating, recording, processing, and transmitting transaction data to the general ledger, concluding in income statement reporting, have likely altered. Holiday Inn’s will need to understand how current processes have changed. With increasing levels of uncertainty, Holiday Inn’s will also need to examine how the customer's information system captures non-transactional events and circumstances that are financial in nature, such as depreciation.Additionally, controls over journal entries as well as the financial reporting process used to produce the entity's financial statements, including major accounting assumptions and judgements, may be affected by changes in staff levels and approvals required, for example(Kandampully and Zhang, 2016).Auditors should comprehend how Holiday Inn’scommunicated to staff changes in financial performance roles and responsibilities, including process modifications which will help them to ensure quality systems and controls for customers.
· Monitoring of controls: The increasing likelihood of control failures in other subsystems in the present environment may enhance the significance of monitoring controls. For instance, if complemented in a distant work environment is not completed in a timely way, Holiday Inn’s may improve its monitoring of such processing rules to determine if backlogs exist(Ogbeide, 2020). When activities such as compensation and benefits are delegated to third parties, monitoring controls are critical. These controls may include the Holiday Inn’s communication with service providers about modifications in their operations and corresponding operational rules. Additionally, whether surveillance controls have been extended to include newly installed measures should be considered.
[bookmark: _Toc77070680]Identifying the systems that supports Holiday Inn’s quality processes and provide a critical understanding in meeting consumer requirements
It is critical for any firm to identify and analyse the various kinds of quality process systems that may be used to deliver successful business processes. A quality process system is a beneficial tool because it enables an organization's business processes to run smoothly and accurately. The term "quality process system" refers to an organization's commitment to a quality culture across its operations. This will result in increased involvement of the organization's employees, who will contribute to the organization's ongoing development and growth. It is critical for the Holiday Inn company to constantly enhance its services and products in order to maintain a competitive edge over competitor businesses (Kim and Choi, 2013). By incorporating a quality process system into the Holiday Inn organization, it will be able to establish a high standard for company performance, allowing employees to carry out organizational tasks in order to meet specified goals and objectives. There are many kinds of quality process systems that organizations may employ to guarantee that they are effectively carrying out their business tasks and fulfilling consumer expectations. This kind of system is used by businesses to ensure that all operations are carried out in accordance with established rules and regulations and to assist in maintaining the safety and security of customers and workers.Quality process systems are very beneficial to a business since they ensure the quality of commercial services, increase productivity, and improve the organization's morale. It will result in the development of a good organizational culture and environment that will aid the company in carrying out its functions efficiently and fulfilling customer expectations. By implementing a quality management system for the business and its activities, Holiday Inn will be able to effectively fulfil consumer expectations. It has been established that incorporating this method into one's company would have a significant effect on the enterprise and aid in the development of strong customer relationships. To guarantee that services are provided in accordance with customers' needs or expectations, it is essential to detect gaps between what is given and what the client anticipates. This indicates that closing this gap is necessary in order to maintain a strong client base and meet all criteria (Harchandani and Shome, 2021). The term "service gap" refers to the discrepancy between what customers anticipate and what they get. Holiday Inn is using the SERVQUAL model for this purpose, as shown below:
SERVQUAL is a service quality methodology that focuses on quantifying the scale of quality in the service sector. It is used to determine the difference between consumer expectations and actual experience. This entails identifying five holes and ensuring that they are addressed effectively so that they do not recur in the future, as well as meeting the expectations of potential consumers. These omissions are detailed below:
GAP 1: Expectations of Consumers and Management: This disconnect occurs when management is unable to comprehend its consumers' requirements. For instance, the administrator of a Holiday Inn may believe that their clients need superior and unique cuisine, while consumers may be more concerned with timely delivery (A Service Quality Model Applied on Indian Hotel Industry to Measure the Level of Customer Satisfaction 2014). This disconnect occurs as a result of improper data interpretation, insufficient marketing research, and many layers between top management and frontline workers. 
GAP 2: Management views of service quality and requirements for service quality: This indicates that management may have accurate views of its consumers but is unable of establishing appropriate performance criteria(Rikumahu, 2020). For instance, management may direct wait staff to react quickly to customers without specifying how quickly they should answer. This gap exists as a result of insufficient preparation, a lack of commitment, and unsystematic procedures for developing new services.
GAP 3: Service quality specification & service delivery: This occurs due to service personnel and cause behind this unwillingness to meet formulated standards, poor training, failure to acknowledge demand & supply and lack of relevant customer education & training (Dedeoğlu and et. al, 2020).
GAP 4: External communication and service delivery: Consumers' expectations are shaped by comments made by company personnel and images shown in advertising. However, a gap develops when these expected expectations are not fulfilled in the delivery of services by the service sector. For example, Holiday Inn produced flyers stating that clean and equipped rooms would be accessible to visitors, but in fact, they were not properly maintained. This happened as a result of a mismatch between what was actually provided and what was promised. This happens as a result of a failure to manage the customer's expectations and execute according to requirements.
GAP 5: Expected and actual services This chasm occurs when consumers misunderstand the level of service. For instance, a manager may inquire about a customer's service, which they may take as a sign that anything was wrong.
These are the gaps that the SERVQUAL model enables Holiday In to identify. In this context, it is critical for service businesses to implement appropriate methods to successfully manage such gaps, ensuring that both customers and the hotel are pleased with the perceived and provided quality (Bertsche and Binckebanck, 2020). The following are examples of these measures:
Tangibles: Holiday Inn's equipment must be current in order to provide timely and substantial services. Physical facilities must be aesthetically pleasing, including clean rooms and bathrooms, as well as a handy parking space.
Assurance: When Holiday Inn's management commits to doing anything within a certain time frame, it must be followed through. If food is to be brought to a room in 30 minutes, it must be provided within that time frame and no longer.
Responsiveness: Holiday Inn's management is expected to provide accurate information about the services they will do in order to foster confidence. Customers who check out of a hotel expect quick service, which staff must provide. The same holds true for check in. Additionally, workers are expected to assist consumers at all times (A Model of Service Quality for the Indian Hotel Industry: Measuring Customer Satisfaction, 2014). It is essential for workers to be aware of all activities taking place on the grounds in order to adequately respond to their visitors' inquiries.
Account charges must be transparent and accurate so that customers can trust invoicing and feel secure when doing any kind of transaction. Additionally, Holiday Inn must hire dependable and trustworthy workers that are attentive and honest.
These are the factors that will assist Holiday Inn in bridging the gap between expected and actual services that must be addressed while providing services. This will assist them in meeting the quality requirements that are currently being developed. As well as this, there are many other practices that Holiday Inn may use to assist their quality process and improve client experiences, some of which are included below: -
· Provide staff training - This is one of the primary strategies that a business should consider or adopt in order to improve their operation and enhance client experiences during this Covid-19 pandemics (Lo, 2020). Given that almost every employee at Holiday Inn interacts or communicates directly with guests, it is critical for the hotel to offer high-quality training to all staff members to ensure that they engage with customers effectively. This enables them to guarantee that their companies run smoothly and that their customers' experiences are improved as a result of their requirements being met.
· Enhance processes and reduce waste - By doing so, a company may improve its market reputation, which helps it gain more customers and shareholders, since firms that manage waste well are regarded successful in today's world (Saunders and de Beer, 2020). In the case of Holiday Inn, they may enhance their operational procedures to guarantee that they minimize waste on a regular basis and use solar energy. This enables them to build their goodwill and attract consumers, resulting in a rise in sales and profitability ratios.
· Conduct successful employee engagement strategies - When employees are engaged effectively, they feel both pleased and satisfied, which immediately impacts their performance (Dedeoğlu, 2020). Thus, Holiday Inn must implement novel methods in order to retain their workers for an extended period of time. They may do this through providing training, evaluation, recognition, and perks, among other things. This is because it motivates them, which results in an improvement in their performance or job quality, thus ensuring that client expectations are met successfully.
· Consider client suggestions – It is critical for all businesses to include consumer suggestions or feedback into their decision-making processes, since this assists in service improvement (Saraswat, 2020). Therefore, it is critical for Holiday Inn managers to solicit comments and suggestions from guests, as this will aid them in making informed decisions that will help them meet their expectations.
These are the primary factors that Holiday Inn should examine when they perform company operations and functions in order to optimize processes and meet client expectations throughout this Covid-19 pandemics. 


[bookmark: _Toc77070681]Conclusion
By analysing the aforementioned issues, it is clear that each business must acquire a thorough knowledge of their customers' expectations in order to provide a successful experience. This is because it will also assist management in developing effective strategies or plans that will enable the business to effectively increase its market share and profit. Additionally, a company must ascertain variables affecting its business operations and activities in order to maximize customer value in this Covid-19 pandemic, since management is able to make successful decisions and strategies when they comprehend those aspects. This will involve workers, customer behaviour, business processes, creative techniques or processes, CRM systems, digital marketing, ethical considerations, and service quality, among others(Tojib and Tsarenko, 2020). Additionally, a company may use several frameworks or ways for comprehending or identifying these variables, such as the customer value framework, which assists in comprehending client expectations and experiences.Additionally, a business must have systems that support its quality process in order to effectively satisfy client expectations, requirements, and needs. They may do this by using several models, including the SERVQUAL model, which assists in identifying gaps that affect performance and result in the failure to meet customer expectations.
In the case of Holiday Inn, they are now doing analysis and assessment in order to improve their guests' experiences during this Covid-19 pandemic. For this purpose, they perform many analyses with the primary objective of identifying variables or components that have an effect on the hotel's business function, preventing them from providing the level of service anticipated by its prospective consumers. They discover that there are many variables at work that affect staff productivity and hotel image, as well as profitability, such as workers who are not executing their jobs effectively, and customer behaviour, since not all customers behave similarly. Additionally, another element affecting their performance is their ethical stance, since not all workers adhere to all ethical workplace standards(De Carlo and Masiero, 2020). Additionally, they establish systems for improving their quality processes, which directly contributes to their performance in meeting client requirements. They may do this through using a model such as the SERVQUAL model, as well as various activities such as streamlining processes and minimizing waste, engaging employees and offering training opportunities, and others. Therefore, it is critical for Holiday Inn to consider all of these aspects when creating their strategies, plans, and procedures, as this will aid in delivering high-quality services to consumers, enhancing their experiences. Additionally, they must offer training and development to employees in order for them to effectively manage each employee. Additionally, it results in an improvement in the hotel's reputation, profitability, and market share.
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Figure 1. These forces determine industry profitability.




