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[bookmark: _Toc7732724]Introduction

In times of increased competition and multiple financial and market challenges, customer satisfaction is among the factors that position organizations in the minds of real and potential customers.
For customer retention, different strategies for good and quality service and staff training are being developed. The way to deal with the challenge is to meet customer expectations and exceed these expectations.
Customers evaluate companies based on their experience during the use of the product or service. All the factors involved in this process are important, but an important factor of influence is the customer experience with the human resource of the company.
One of the main reasons for denial of further use is dissatisfaction with the level of customer service.
Many times they lose customers because of disappointment with poor service experience. The supply of services depends on the consumption available to the manufacturer
the user is closely connected. This makes the user's work dependent, as experience always affects - positively or negatively. Which is the most influential? Which meets the client's wishes? How to reach customer confidence? When is the moment of truth?













[bookmark: _Toc7732725]Background
[bookmark: _Hlk7642163][bookmark: _Hlk7382064]The term "The Moment of Truth" stems from the bullfighting in Spain. It has been used to embody the last critical moment in which the bull and the matador expression face to face. The moment of this meeting, the collimation, the moment the matador kills the bull, is called the Moment of Truth. "
For the first time in business, this term is used by Jan Carlson, who is also the author of The Moment of Truth.
From1981-1994 he is Chief Executive Officer of SAS Group and turn everything with the company.
In his interview with Bob Thomson, Jan Carson again tells of the strategy that helped him make a losing company as a market leader. It describes the strategy of decentralizing authority, which empowers employees who are directly confronted with customers.
The moment of truth is usually positive or negative. There are also neutral - medium variants in which the client is not particularly impressed, but he does not remember anything unpleasant, but usually the two types of admiration or disappointment apply. with unpleasant experiences, people have a negative opinion and it is very difficult to see the positive side.
Negative experience is the unpleasant feeling that repels clients - disrespectful attitude, long queues, lack of responsiveness, anxiety, incompetence and indifference.
Relationship with customers, the way they employees affect them with them important to avoid disappointment. These are moments in which staff puts the customer's emotional nudity first and thus earns his trust and loyalty. This is the key to success for customer satisfaction. And this is possible in each of the determining moments in which good service leaves an emotional trace. This, as The feelings they experience when they visit the restaurant, the lobby or the rooms, is also the spark between the staff and the clients that make them loyal followers. The superior management of front-line staff puts the customer's emotional needs at the highest point of interaction.





[bookmark: _Toc7732726]Aim and Objectives
[bookmark: _Hlk7642228]

The purpose of this survey is to understand the feedback and impressions of customers on the quality of the services they receive by visiting a hotel. This can be a source of information for people who want to visit this hotel as well as hotel owners looking for ideas on how to meet their clients' expectations. I want to find out what is a bigger trace in people's memory, and what's more important is the first or last impression, or the overall experience is important. Where is the moment of truth? Is it true that "the clothes are welcomed, the mind is sent", or that "the first impression remains forever"?
This study has the task of looking at different points of view and showing where the moment of truth is.  Answers to these questions could help hoteliers by showing them what they need to improve in order to be able to retain the current and redeploy new customers.















[bookmark: _Toc7732727]Methods
[bookmark: _Hlk7642259][bookmark: _Hlk7642643]
My survey is done (this is probably the largest database on this topic, so anyone can check customer reviews for this and other hotels. I also gathered date primers by doing my research. I wanted to understand the opinions of different groups of people and because of the weekend the hotels are visited by businessmen and by families during the weekend. I chose the days from April 16th to April 22nd, 2019, with the days of Great Days coming in. For the purpose, I chose Travelodge Hotel Snaresbrook. This is a small hotel part of a large chain of hotels that have more than 560 hotels in the UK. With the manager's permission, I asked everyone who left the hotel whether they agreed to do a survey that would be anonymous from an ethical point of view. There were people who did not agree because they were in a hurry, and others just refused, but in the end 8 people were ready to answer. I had prepared questions and divided them into three groups so I could analyze the answers and conclude. (Appendix1, fig 2)
The first group of answers reveals what the first impression of the clients is, the second group of questions is related to the general, overall stay and experiences, and the third group is for the last feelings and emotions. Customers responding to the questionnaire were asked about their experience. This study explores some of the most common customer expectations and preferences and whether they are justified.
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Fig.1.


Figure 1 shows the answers of guests from the three sets of questions. With blue colour, the responses that depend on the first impression that the guests create when they are faced with the moment of truth. Red notes the general impressions that guests acquire during their stay - the next moment of truth when determining how well their expectations are met. And with green is the last final impression. It is compliant with the first two and supplemented by the assessment, whether the stay has been beneficial, whether they have received all the necessary, whether any problems have been resolved. This is the final moment of the truth, determining whether the guest would like to continue his relationship with the company.
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Customers evaluate companies based on their experience during the use of the product or service. All the factors involved in this process are important, but it is essential that the customer experience with the human resources of the company is a factor of influence.
For example, they can rate the quality of the service or the price, but they will also focus on whether there is a convenient car park, easy access to it or that it is clean and easy to find.
In order to achieve high ambition and loyalty to customers, they must be justified in their preferences. Customers want experience without negative emotions, want a quick and accurate solution to their questions, want personal interactions, offers and promotions. But they will surely notice the responsiveness of the staff. The most impressive is his courtesy and readiness to meet all requirements and solve all their problems. Customers even value the company as the team members look or are related to, as well as the relationship between managers and their subordinates.
Global competition in the environment is becoming more and more difficult, because only quality; the service is not enough. It is urgent to develop and implement strategies for retaining customers and attracting new ones. It is therefore necessary to develop and implement strategies to address consumer expectations.
 For the client to be fascinated and delighted, only positive experience is not enough to remember, something else that does not belong the usual features of the service, and this can also be unexpected customizing experience.
There are many posts for the release focusing on consumer expectations, exploration and understanding developing strategies to overcome these expectations. The high motivation of the staff plays an important role, so Jan Carlson's strategy works so well. This study shows what is more influential in perceiving the first or last impression of the user. The implication is that the first impression is important, but the last or all the experience is important. This has been proven by Johnston and Clark (2008) and Greasley (2009) They are also of the opinion that contact with the customer starts from the front office, and that is where the first impressions are built. This is the place where the impact effect is produced. Staff there should be able to interact with customers, while those in the second line must have more technical skills because there is no direct contact with them. The personal should ask:
Do we show understanding and enough flexibility in response to problems and needs of the customers?
Did the customers leave happy? 
Are the customers requestion satisfactory and timely?
Did we meet all the needs from the guest?
What we can do better?


[bookmark: _Toc7732730]Conclusion

In addition, this study looks at customer-related client actions loyalty. Good customer service remains enjoyable to consumers. This fulfils their expectations and deserves such a treatment. All moments are important, people can notice and remember both good and bad situations because they remain a trace of them positive or negative. It is easy to reach the client's admiration as easy as to get his disappointment.
The hospitality industry has many moments of truth. These are all moments of customer-service interaction. They book, accommodation, whether the room is clean, bed comfortably, shower or bath, breakfast, lunch, dinner, check-out.
Moments of truth are an indication of the level of concern, friendliness, courtesy to customers. 
[bookmark: _GoBack]According to Jan Carlzon, every moment of truth is decisive if the company is successful.
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questionnaire
It was easy to book room?
 No trouble to find the hotel?
Hotel was Clean and Tidy?
Reception Professional and Well-Presented?
[bookmark: _Hlk7632146]Room smells Fresh 
[bookmark: _Hlk7632164]Spotless and Clean room
Bed and Pillows comfortable?
Hotel was well maintained?
Hotel team cared about me as a customer?
Problem Experienced?
It was good stay for the value?
Hotel team cared about me as a customer?















	First Impression
	Overall Impression
	Last Impression

	[bookmark: _Hlk7733269]It was easy to book room?
	Room smells Fresh 

	It was good stay for the value?


	No trouble to find the hotel
	Spotless and Clean room

	Problem Experienced?


	Free car park
	Bed and Pillows comfortable?

	[bookmark: _Hlk7733300]Hotel team cared about me as a customer?


	Lobby clean and nice 
	Hotel was well maintained?

	I will be back

	Reception Professional and Well-Presented
	Close to train station 
	The stay was nice


Fig.2
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