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[bookmark: _Toc17727736][bookmark: _Toc25870794]Introduction
Understanding and engaging the customers to make an organisation to be successful because an organisation can attain huge number monetary benefits. The customers greatly engage with the business organisation when it offers requirement services to consider the needs and demands. Most of the business organisation run through the great competition in the market and hospitality service organisation faces competition more way for the globalization. In the scenario, Covent Garden Hotel is a popular and reputed five-star hotel in London, United Kingdom. Covent Garden Hotel offers different types of exclusive facilities and employees of this hotel proper interaction with the guest for offering a valuable experience of the customers (Goodman, 2009). Wide ranges of quality food menu, different types of special room and room services make this hotel unique to the international and local tourists in a great way. Quality dimensions provide facilities to the business organisation serves the services in the right way and to offer the services that are required for meeting with the customer requirement in the standard way. The service gap model describes the gap in the services and through the proper action it is possible to offer more satisfying services to the customers. 

[bookmark: _Toc25870795]Part 1
[bookmark: _Toc25870796]Critically analyse the factors that impact on Covent Garden Hotel ability to maximise customer value
Customer value maximization illustrates that customers a higher level of satisfaction for purchasing services. Customers take decision to involve in purchasing for meeting with particular demands and wants. When the customers get their services at their expected level and more than the expected level, it definitely maximizes customer’s values. For the maximization of the customer's values services strategy, price, brand, value-added services, expected requirement and relationship with the customers act as a great way (Berguson, 2002). Most of the business organisation run through the great competition in the market and hospitality service organisation faces competition more way for the globalization. Therefore, in this situation Covent Garden Hotel takes more action to maximize the customer values for attracting all of potential customers and make a conformation for the repeated buying of the customers. In below explaining the different factors that provide impact on Covent Garden Hotel to maximize customer value by the following way:
Conformance to requirements
Conformance of the requirements indicates to offer customer services to the customers to consider the demands and wants in the existing market. For the maximization of the customer values, demand services can enable to satisfy the customer and customer meet with the actual purpose of buying (Harwood et al., 2015). 
Customers want and needs: To provide the service to the customer on a continuous basis needs to ensure supply and demand matching. Covent Garden Hotel manages the supply of the raw material and other resources in a proper way because it analyzes the market in a standard way to know the actual demand in the market. Customer’s satisfaction come in a proper way when the customers get all of the services according to their requirements. Covent Garden Hotel manages the supply and demand in a proper way to get financial benefits and customer satisfaction. If the organisation supply is less than the demand, it indicates an organisation gets miss the chance of business (Sengupta et al., 2015). Customers are greatly dissatisfied when they do not get the requires services form the organisation. 
CRM and Privacy concern: Customer relationship management and privacy security raise customer’s values. Covent Garden Hotel makes a relationship with the supplier and maintains supply chains to get the material to fill the demands of the customer in the proper way. In addition, by making prediction of the customer demands an organisation can arrange the services for the customer and it is required to offer contemporary trends services with the proper use of technology for the customer's requirement fulfilment in a standard way (Huang et al., 2015).  
Better quality and time: Conformance of the quality make sure standard, specification and work products to fulfil the demands of the customers and makes sure to take the benefits than the competitors in more way. Covent Garden Hotel gives more priority on the customer's demands and to meet with the customer's requirement it maintains the quality of services, assurance the quality services and assists meet with the specification of services in the proper way. For filling the required demands of the customers this hotel offers different types room, restaurant facilities, 24-hour housekeeping services and technological uses to offer exclusive experience (Ren et al., 2016). For the maximization of the customer values required services provide full scale of satisfaction for repeated purchasing of customers. Touchpoints help to make communication and make ensure get their desirable products for being more satisfied.
Product selection
Product selection is a vital part of the business organisation to maximizing customer values. It is very tough job to offer different kinds of services to the customers in the market. Besides, it is difficult to offer various specialized services in the standard way to the customers. Covent Garden Hotel selects the product for offering to the customers through the analysis of the market and demands of the customers. Customers give focus on the product opinion for taking any services in the market. For that reason every business organisation tries to ensure wide ranges of services to the customers to cover the demand of the customer in an extensive way (Harwood et al., 2015). Covent Garden Hotel serves wide ranges of services as a full-scale of hotel in the London and it conforms most of the potential customer s get them all demand services in the hotel. To establish a large variety of services creates obstacles in a great way. Covent Garden Hotel is to face managing the suppliers and predicting demand in an accurate way. For the wide variety services an organisation needs to maintain relationship with different sector suppliers and needs to carry out separate investigation for the prediction of the future market demands of the services. Wide ranges of services defiantly create a positive expression of the customers but are very critical job to offer all of the services in a specialized way in the market. For making valuable experience of the customers most of the organisation give focus on products and services to consider the types of organisation. Covent Garden Hotel selects product and services based on the existing demand of the customers that they expect when staying at the hotel. It offers accommodation, restaurant, bar, lunch and breakfast buffet, fitness center and different kinds of room services facilities for making sure valuable customer experience (Forsyth, 1999). 
Price and brand
Price and brand both work in vital wat to maximize customer values and satisfaction. After purchasing the product and services customers evaluates the quality with the price in the market. For the higher price definitely needs to ensure higher quality services to the customers. The brand is related to physiology of the customers and it helps to attract more customers to get confidential product and services to get needs in the proper way. Covent Garden Hotel ensures the brand through better services and standard price in its operation. Customers always want values added services and quality product from the business operation. Reasonable pricing and brand values help to satisfy the customers in an extensive way (Ren et al., 2016). This hotel never focuses on increasing the price and always focus on the efficiency in the workplaces to ensure more revenue. For the maintenance of the brand this hotel obviously requires to focus on the pricing and brand values. Pricing and brand values are the main indicators of potential customers in the market. Covent Garden Hotel follow different steps for the maximization customer’s values by following:
Customer value-based Pricing: Customer value-based pricing makes a customer full level of satisfaction and to apply this in the organisation needs t follows some steps to match with the customer's perception. Covent Garden Hotel at first evaluates the customers’ demands and values perception and then takes decision to sets the price of the products and services through combination of the customer values perception. To offer the target prices values to the customers’ needs to ensure proper management of the cost of the product. It is created more values of the customers when they get the product and services with their target price and values perception.
The brand acts as a guaranty for quality:  Brand products and services provides a positive impression and greatly of the quality. It is a great way of customer satisfaction and customer’s beliefs brand definitely makes more values exercise than the expected values of individual. Actually brand of the organisation is closely related to the quality of services and customers values experience with the different types of amenities (Stein et al., 2016). It helps to make the customers more satisfied physiologically and value-added experience to the customers.
Value-added services
Value-added services in the organisation make the customers happier and it makes the organisation exception than the existing competitors in the market. Most of the business organisation gives focus on the core services and only core services make less difference with competitors in the market. Values add services offer better experience and customers can make successful in their spending by getting extra facilities in the operation (Forsyth, 1999). Covent Garden Hotel gives value-added services to the customers for adding extra value to satisfy the customers in the right way. For example Covent Garden Hotel offers free laundry facilities to the customers. This hotel gets competitive benefits for the value-added services in the market and these hotels follow three categories of value-added services in the market to maximize customer’s values.
Problem-solving value-added services: The guest in the hotel can face different types of problems and to consider the guest problems Covent Garden Hotel confirms proper action for making happy of the guest. Through proper understanding of the guest problems this hotel offer ad adds more services to meet the needs in the proper way. 
Information: The customers sometimes want to know different information to make the success of the purpose of the journey. Providing authentic information business organisation can make delight the customers and add more values to the experience (Masala et al., 2018).
After-sales services: After sales of the services business organisation needs to ensure facilities to make the experience more fruitful and according to the customers’ needs. It is required to arrange amenities for being more delightful of the customers. Covent Garden Hotel communicates with the customers for any needs and compliance after the sales to make strong relations with customers.
Relationships and experience
Relationship between and customers and organisation provides different types of facilities to the organisation and ensures suitability of the operation. Customer relationship management (CRM) and the customer experience forces the customers for repeated buying though full of trust and loyalty. Covent Garden Hotel works effectively for maintaining the relationship with the customers and ensures authentic experience of the customers for creating regular customers. To maintain the relationship this hotel communicates with the customer on regular basis and implementation of the feedback for offering the value experiment of the customers. The standard relationship helps to retain the customer and satisfied customers repeatedly involved in the purchase that ensures more operational profit (Stein et al., 2016). Covent Garden Hotel follows different cation for managing the relationship and valuable experience of the customer by the following way:
Understand the customer and their vision: Covent Garden Hotel firstly tries to understand the customer vision and their potential customer in the market. Through the understand and know the customers this hotel takes action ton communicate and make an interpersonal communication for the betterment of the business (Sengupta et al., 2015).
Make an emotional connection with customers: To retain the customer in the long-time need to make an emotional connection with the customers and for making emotional connection obviously offer the quality services continuously. Covent Garden Hotel makes emotional connection by offering gift and communication.
Provide customer feedback: Customer feedback and proper action to cover the feedback encourages the customer to get real value of the experience for filling the needs. Covent Garden Hotel takes customer feedback and gives attention to recover the services according to the feedback (Meesala et al., 2018).
Employee and team quality framework: Covent Garden Hotel always emphasis on the customer and employees performance greatly help to make happy the customer .This hotel offers training and team performance capability for making valuable experience and standard reaction.
Five dimension ranking that maximises the values of the customers of Covent Garden Hotel:
	Rank
	Dimensions
	Percentage

	1
	Price and brand
	30%

	2
	Value-added services
	25%

	3
	Conformance to requirements
	22%

	4
	Relationships and experience
	18%

	5
	Product selection
	10%


[bookmark: _Toc17727741]
Quality services with reasonable prices greatly help to get more benefits to increase the volume of sales in the market. World mouth recommendation and brand services create a value of the customers and customers always prefer for the again experience. These value-added services offer more benefits to the Covent Garden Hotel. It increases guest satisfaction and increases the hotel average check-in. Besides it create more values of the guest spending money and guests gain the real values of the purchasing (Sengupta et al., 2015). There are some organisation that offer several services to the customers in simultaneous way. For the customer value maximization and satisfaction relationship create a personal attachment with the organisation.
Summary table 
	Rank
	Dimension
	Impacts on the value of the customer

	1
	Price and brand
	Price and brand motivate and engages the customer repeatedly.

	2
	Value-added services
	It provides more value and extra services for the value of the customer.

	3
	Conformance to requirements
	It ensures customers to fill the customers’ needs.

	4
	Relationships and experience
	Makes loyal and trust to retain long-time business.

	5
	Product selection
	It helps to offer selected and demands services to the customers.



Conclusion: For the maximization of the customer's values services strategy, price, brand, value-added services, expected requirement and relationship with the customers act as a great way. Most of the business organisation run through the great competition in the market and hospitality service organisation faces competition more way for the globalization.

[bookmark: _Toc25870797][bookmark: _Toc17727742]Part 2 (A)
[bookmark: _Toc25870798]Critical understanding of Covent Garden Hotel-quality systems and its effectiveness in meeting customer requirements.
Quality dimensions provide facilities to the business organisation serves the services in the right way and to offer the services that are required for meeting with the customer requirement in the standard way. For the customer satisfaction quality of the services and serving styles great provide impact on the customer's satisfaction. For understanding the quality and make measurement of the quality the SERVQUAL model provides a great supports to makes the customer being happy (Goodman, 2009). In below explaining the SERVQUAL for quality dimension Covent Garden Hotel for the customer satisfaction by the following way:
Reliability: Reliability of service quality encompasses the organisation capability to offer the services that it makes a promise with the customers before selling. For ensuring the reliability of the quality must meet with the efficiency and standard performance of the employees in the workplaces. When the customer gets their demand services and product according to the organisation commitment that really helps to full the customer's requirement. Most of the customers in expect in great way that his/her prefer organisation offer better and quality services that it confirms before the customer purchasing (Forsyth, 1999). The quality dimension of reliability makes the customer trustable and loyal. Covent Garden Hotel ensure the reliability for filling the demands of the customer according to the promised way. Covent Garden Hotel is very concern about the quality services and through the proper training employees enables to offer faultless services. The customers take the decision to purchase the services in the hotel in the future and through ensuring the reliability of the services it can be possible to maintain the relationship in a long time.
Responsiveness: Responsiveness means quickly respondent and prompt services to help the customers creating a valuable experience. Successful business organizations take very care about the responsiveness and for ensuing responsiveness in the services need to take action based on the customer complaints, request and demands (Meesala et al., 2018). When the customers demand and want any services and products organisation needs to manage very rapidly for the satisfaction and value experience. Covent Garden Hotel takes effective step to offer the services very quickly and manages the customer's complaints within the very rapidly for making more of the services to the customers. Covent Garden Hotel also ensures responsiveness for communication with the customers and for any query it communicates with the customer son Gmail for solving the problems by providing real information. By getting quick services and rapid action according to the demands make the customer more enthusiastic and happy.
Assurance: Assurance is related to make the customer trusted and loyal through the proper interaction of the employees in the organisation. Employees of the organisation greatly responsive to making the customer trustful and confidence about the quality of the services in the market. Basically, the marketing department employees play an extensive role makes the customer more trustful and confident. Through the proper knowledge and skills employees of the organisation can inspire the customer with full length of trust. Covent Garden Hotel gives the assurance of the services in the standard way and employees of the hotel interact with the knowledge and skills to raise the trust of the customers about the hotel services (Aryee et al., 2016). The customers are being satisfied easily and create positive ideas about the hotel. Besides customer trust and confidence about the organisation services makes to purchase repeatedly. For ensuring the brand and customers world mouth of recommendation services quality assurance offers to make loyal customer.
Empathy: Empathy is a quality dimension that offers the services to the customer for considering the individual requirements of services. The customer’s choice and individual demands are not same and by covering all of the customer individual needs a business organisation can retain the customer. Customers always expect and demand their individual needs to the organisation and when the organisation is being unable to offer individual requires that really manes dissatisfy them. Customer dissatisfaction motivates to search another alternative in the market and therefore busies s organisation needs to concern about the individual requirement fulfilment. Covent Garden Hotel always care about the individual requirement fulfilment to the satisfaction of the customer. Through managing the individual requirement is very tough and costly job for the hotel but it helps to increase the sales volume and number of customers. Covent Garden Hotel has taken the competitive benefits for ensuring the individual requirement fulfilment to make please of the customers.
Tangibles: Tangibles of the quality dimension illustrates the physical appearance of the organisation business environment and serving areas. It covers the organisation services offering style, employee’s uniforms, furniture, lighting, tool, equipment and surroundings. The atmosphere and physical appearance create the first perception of the organisation and physical appearance can greatly motivate the customers and help to ensure customer requirements in the standard way. Covent Garden Hotel arranges good appearance and the standard environment in the hotel to make a positive impression of the customers. Employees of the Covent Garden Hotel wear uniform and establish a room with all kinds of modern equipment. This quality dimension offers gorgeous atmosphere to the customers and by getting a good environment for customers properly get their expected services in the hotel. This quality dimension makes an exclusive perception and makes the customers experience more enriched and makes loyal customers.
Ranking for each quality dimension of Covent Garden Hotel: 
[image: ]
Figure: Ranking for each dimension (Forsyth, 1999)
Reliability and responsiveness of the f the organisation make the customer more valuable experience through offering promise and quick services in a standard way. Reliability is mostly counted for customer satisfaction. Assurance makes the customer more loyal and trusted to get accurate services to meet with needs. Empty refers the focus on the individual needs of the customers and it greatly acts of customer satisfaction. In the last tangibility that means organisation atmosphere and environment also make positive customer values and experience in the market.


Summary table:
	Dimension
	Rank
	Impacts on the quality and customer values requirements

	Reliability
	1
	By getting the promised service employees fell satisfaction and it ensures more future success.

	Responsiveness
	2
	The customer gets the services in a prompt and quick way that really offer completive advantages to gain customers.

	Assurance
	3
	It creates a trust for the quality services and makes a good relationship with the organisation.

	Empathy
	4
	It ensures to take care of the individual requirement of the customers and it is needed for better satisfaction

	Tangibility
	5
	It offers standard decoration and atmosphere for the customer extend level of satisfaction.



Conclusion: The quality dimension of reliability makes the customer trustable and loyal. The customer’s choice and individual demands are not the same and by covering all of the customer individual needs a business organisation can retain the customer. The atmosphere and physical appearance create the first perception of the organisation and physical appearance can greatly motivate the customers and help to ensure customer requirements in the standard way.







[bookmark: _Toc25870799]Part 2 (b)
[bookmark: _Toc25870800]Gap model of the quality of the service of Covent Garden Hotel and its effectiveness in meeting customer requirements.
Gap model identifies the way of customer’s satisfaction by removing all of the discrepancies of the services. The service gap model describes the gap in the services and through the proper action it is possible to offer more satisfying services to the customers. The business organisation can easily satisfy the customer by minimizing the gap in the services in a smart way (Berguson, 2002). The gap in the services can make the customer's dissatisfaction and Covent Garden Hotel always takes proactive action to remove the gap in the services for offering customers desire and expected services in the market.
[image: ]
Figure: Gap model of service quality (Goodman, 2009)
Gap 1: Knowledge Gap
This gap arises from the difference between the customer expectation and actual services to the customers in the market. This gap is created for the lacking of the organisation knowledge about customers expected services in the market. Customers try to solve their problems and demand through purchasing the services. But when the customer does not get their expected services and it helps them to be upset. Covent Garden Hotel concerns about the gap and for the better performance.it takes action to gain knowledge about the customer's expectation in the market. Desire and expected services are needed to offer for making the customer satisfied in the proper way (Aryee et al., 2016). Covent Garden Hotel cares about to mitigate the knowledge gap to consider different action and plan. Knowledge gap can arise from ineffective communication of employees and top management of the organisation. Therefore this hotel ensures effective communication employers and employees. Besides this hotel carries out research to know the accurate information of the customer expectation in the current market. This hotel also takes action about customer feedback for creating value experience.
Gap 2: The Policy Gap
The policy gap illustrates the discrepancies between the customers’ needs and services delivery of the organisation. The management of the organisation is liable to make the policy gap and for the policy gap customers not to get their services according to the needs. It is required to update the organisation policy for adjusting the operation with customer expectation in the market. This gap creates the problems and for this customer deprived of the standard services (Huang et al., 2015). Covent Garden Hotel tries to minimize the policy gap because this gap is liable for the poor level of services in the market. This hotel is very concern and action to update the services level to meet with the needs of the customers. For meeting the customers' requirement needs to offer services that the customers expect for their needs of life.
Gap 3: The Delivery Gap
The delivery gap is created from discrepancies between the services delivery and delivery policies in the organisation. For this gap business organisation cannot offer the standard services to the customers and for removing this gap organisation needs to focus on the development of the human resource, proper combination of supply and demands and motivation of employees working in a team. Covent Garden Hotel enables to offer standard services to the customers and to ensure this hotel emphasizes on the employees special training. Employees team works and proper motivation to this hotel minimizes the gap and customers get the chances to take better services to fill the requires demand in the market (Harwood et al., 2015). In addition, Covent Garden Hotel offers power to the employees and ensures uses of technology tools and equipment for making fabulous experience of the customers.
Gap 4: The Communication Gap
The communication gap arises from the difference in services delivery and organisation commitment of offering services at the time of marketing promotion in the market. At the time of advertisement if organisation provides more promise of services and it makes the dissatisfaction of the customer when they get lower level of services that it promises through the promotion activities. This gap is created in the organisation for overpromising, lack of communication organisation internal and external and lack of knowledge of marketing team of the organisation. Covent Garden Hotel manages the communication gap through the proper communication with the marketing team and it ensures that marketing team promise real quality of eth services (Berguson, 2002).Over promising and failure to ensure commitment services to the customers never offer fruitful result in the market. Covent Garden Hotel maintain standard communication with the customers in an authentic way to ensuring customer’s loyalty and proper management inside the organisation.
Gap 5: The Customer Gap
The customer gap indicates interruption between the customers' expectation and perception of the service quality. The customer gap creates a negative promotion of the organisation in the market and it arises from the faults of the customers. Sometimes customers are unable to understand the real value of the service that offers to theirs. For creating this gap can be liable above four gaps. The business organisation tries to offer services to consider the expectation and when it fails to meet with the perceived demand of the customer, it is not faults of the organisation (Ren et al., 2016). Covent Garden Hotel focuses on the alignment of the customer expectation and service quality for the customer's satisfaction. The perceived quality of the services unable to meet with the expectation and this hotel needs to concern to meet with the customer's expectation and perceived values.
Ranking for each quality gap of Covent Garden Hotel that the customer care:
	Rank
	Dimensions
	Percentage

	1
	Gap 3: The Delivery Gap
	33%

	2
	Gap 4: The Communication Gap
	28%

	3
	Gap 2: The Policy Gap
	20%

	4
	Gap 1: Knowledge Gap
	15%

	5
	Gap 5: The Customer Gap
	6%



Summary table 
	Factors of the quality gap
	Rank
	Impacts on the quality and customer values requirements

	Gap 3: The Delivery Gap
	1
	The customers get the poor level of services and it makes unhappy of the customers.

	Gap 4: The Communication Gap
	2
	It hampers the customer's loyalty and customer’s loss their confidence not to ensure their promises.

	Gap 2: The Policy Gap
	3
	It makes unable of the organisation to offer quality services that are needed for upgrading the services.

	Gap 1: Knowledge Gap
	4
	This gap is created for the lacking of the organisation knowledge about customers expected services in the market.

	Gap 5: The Customer Gap
	5
	The customer gap creates a negative promotion of the organisation in the market and decreases the number of customers...



Conclusion: The customer gap creates a negative promotion of the organisation in the market and it arises from the faults of the customers. The management of the organisation is liable to make the policy gap and for the policy gap customers not to get their services according to the needs.

[bookmark: _Toc25870801]
Conclusion
Managing the customer experience and engaging the customer in the proper way organisation should need to focus on services quality and standard. To add any services and product in the organisation first needs to follow different step to identify the possibility of better output from the services such as exploration, screening, business analysis, development, testing and finally commercialization (Berguson,2002). Customer relationship management (CRM) and the customer experience forces the customers for repeated buying though full of trust and loyalty. For the customer satisfaction quality of the services and serving styles great provide impact on the customer's satisfaction. For understanding the quality and make measurement of the quality the SERVQUAL model provides a great supports to makes the customer being happy.
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