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[bookmark: _Toc60178408]Introduction
This report aims to analyse the factors that influence an organisation’s ability in maximising customer value. The tools used to assess those factors are internal and external analysis (such as SWOT Analysis and SERVQUAL Analysis) 
[bookmark: _Toc60178409]Company background
Z Hotels is a medium-sized business (with 300 employees) that runs in the hospitality industry. The first hotel was opened in 2011, and the company has reached 14 hotels in nine years. Their concept is to offer affordable rooms in central locations; therefore, all the hotels are centrally located across London, Liverpool, Bath and Glasgow. The fifteenth hotel was planned to open in December 2020, but because of COVID-19 pandemic has been postponed to Summer 2021.
Their focus is based on the customer service provided by the team members. In order to achieve high customer service, the organisation is involved in maintaining the employees motivated; trained to maximum quality, always sustaining their values and culture no matter in what situations the company is involved. Motivation on the employees is kept by organising all types of building activities, offering bonuses, being understandable under challenging conditions and offering their constant support for personal and professional development. 
[bookmark: _Toc60178410]Customer relationship management in organisation
Above all, to produce customer designed practices, companies need to develop an excellent working atmosphere for the organisation at work. For example, equipping staff with the newest gadgets, customer satisfaction tracking and complaints management structures, praising leadership, and fitting prizes structures would all have the option to create these behaviours (Mechinda and Patterson, 2011). Researchers dispute that CRM cannot be viable whether or not the business has the most excellent techniques and change a customer-oriented strategy unless they blend the process (Sin et al., 2005; Yim et al., 2005). Further, as a confirmation for this point, Ku (2010) stresses that CRM accomplishment needs incredible support and practical procedures, instead of technological structures only. Therefore, CRM satisfaction's achievement depends on the dynamic relationship of the business itself's staff members (Boulding, Staelin, Ehret, and Johnston, 2005; Payne, 2006; Tamilarasan, 2011).
Due to signs of progress in information communication technology (ICT), a  new system has ended up decreasing internal costs and better work together with the environment to increase economic advantage in the long term. Different hotels and companies presently execute particular CRM systems (Moriarty et al., 2008). Because this, Dutu and Halmajan (2011) agreed that if the CRM method is not used with  ICT, it will collapse. Moreover, the necessary implement of ICT is perhaps the principle prospects in the hotel business since it is central to get the right information from the ideal guests at the ideal time, with the objective that the right decisions can be made or correct services to be delivered (Mohammad, et at., 2013). Likewise, CRM ICT's implementation is pronounced to improve the business' capacity to accommodate customer relations by enabling information combination and sharing that effects stable and capable firm-customer coordinated efforts, practical examination of customer data, and customization of response (Mukerjee and Singh, 2009). Moreover, Sirirak et al. (2011) found that hotels have gotten ICT as a mechanical part considering growing competition and customer expectations.
[bookmark: _Toc60178411]Business environmental analysis
In this chapter we will analyse the environment in which the business operates. The economy today significantly benefits from the tourism business. It is a branch that takes advantage of pay from charges accumulated from costs paid by travellers while journeying, and amenities charges. The hospitality business is comprehensively affected by climate as tourists endeavour to find areas that organize their longings and wants.
[bookmark: _Toc60178412]SWOT Analysis 
Below is the SWOT Analysis of Z Hotels, where its external and internal environment is presented and analysed. 
· [bookmark: _Toc60178413]Strengths 
· Safe and comfortable atmosphere. The hotel offers rooms to hire with all the necessities needed for a satisfying stay. But the warm welcoming and treatment offered by its staff to the customers and between themselves is what makes guests feeling like home. 
· Central location. All the hotels owned by the company are placed in central locations, within minutes from important stations, high-streets and important tourist places. 
· Affordable prices. Although the hotels are in prime locations, the price payed for a room is considerably lower that other hotels offering similar services.
· Quality service. The quality of service provided by the business is seen in both the quality of the rooms (furniture, looks, and much more) and in the level of customer service presented by its staff.
· [bookmark: _Toc60178414]Weaknesses 
· Room size. In order to provide affordable price, the size of the room is smaller than usual hotel room size. It is only providing the essentials as it has been designed for a maximum of two to three nights stays. 
· No parking. The hotels do not own any parking, therefore their guests needs to find and in most cases pay for the parking. 
· [bookmark: _Toc60178415]Opportunities
· Expansion to other countries or more tourist cities within the UK. As the model used by the Z Hotels is very used by tourist who look only to sleep in the room, the could expand in other cities.
· Increasing the capacity of the hotel. The largest hotel has 199 rooms. As the hotel is searched for most of the time, the could increase their room number.
· In the future, as COVID-19 ends, tourist will try to book as many holidays as possible, therefore the company should offer some packages.
· [bookmark: _Toc60178416]Threats
· COVID-19. As the world has stopped for a while, the hotel industry is the biggest one to suffer. Since tourist are not allowed to travel, or travel has been made harder due to strict restrictions, the hotels are losing a lot of money on cancellations, refunds, and no future booking or fewer that usual.
· After COVID-19, the second threat is BREXIT. Although, we are close to the due date there are still uncertainties about how this will affect travellers. If the regulations will be harsher and it will be more hard to enter the United Kingdom, a high number of customers will be lost.
· High competition. As the hotels are central located, there are more competitors in the same areas.

As presented above, those are three important threats faced by Z Hotels, and all the hospitality industry, which could affect the company on longer terms and even can put it in bankruptcy if the right decisions are not made in time.
The opportunities presented are thighs that could be considered by the company as in the future it can provide high revenue. The business can develop more on their weaknesses, although one of them is not something that will probably change since is the main idea of the business (the room size).
[bookmark: _Toc60178417]Service quality analysis
In order to measure the quality of the service provided by the Z Hotels, SERVQUAL tool is used. The tool has five dimensions, reliability, assurance, tangible, empathy and responsiveness. One by one will be discussed further, starting with reliability. 
1. The reliability dimension refers to performing the service accurately and dependably. 
2. Assurance dimension refers to the knowledge and courtesy of the employees and the ability to inspire confidence and trust.
3. The tangible dimension refers to physical characteristics such as furniture, equipment, and appearance of staff.
4. The empathy dimension refers to the level of caring and attention paid to the customers.
5. The responsiveness dimension is based on the company’s willingness to offer help to its customers.
[bookmark: _Toc60178418]SERVQUAL Table
	Expectation statement
	Perception Statement 
	Expectation
	Perception
	Gap

	Tangibility
	
	
	
	

	Excellent hotels will have modern looking equipment
	Z Hotel has modern looking equipment
	25
	25
	0

	The physical facilities at excellent hotels will be visually appealing
	Z Hotel’s physical facilities are visually appealing
	25
	19
	6

	Employees at excellent hotels will be neat appearing
	Z Hotel’s reception desk employees are neat appearing
	25
	22
	3

	Materials associated with the service will be visually appealing at excellent hotels
	Z Hotel’s materials associated with the service are visually appealing
	25
	15
	10

	Total
	
	100
	81
	19

	Reliability
	
	
	
	

	When excellent hotels promise to do something by a certain time, they do
	When Z Hotels promises to do something, they do
	25
	20
	5

	When a customer has a problem, excellent hotels will show sincere interest in solving it
	When you have a problem, Z Hotels shows sincere interest in solving it
	25
	18
	7

	Excellent hotels will perform the service right from the first time
	Z Hotels performs services right from the first time
	25
	24
	1

	Excellent hotels will provide the service at the time promised
	Z Hotels provides service at the time promised
	25
	23
	2

	Excellent hotels will insist in error free records
	Z Hotels insist in error free records
	25
	22
	3

	Total
	
	125
	107
	18

	Responsiveness
	
	
	
	

	Employees of excellent hotels will tell the customer the exact time when the service will be performed
	Employees of Z Hotels tell its customers when the service will be performed 
	25
	18
	7

	Employees of excellent hotels will give prompt service
	Employees of Z Hotels are giving prompt service
	25
	23
	2

	Employees of excellent hotels are always willing to offer help
	Employees of Z Hotels are offering help always
	25
	25
	0

	Employees of excellent hotels will never be too busy to respond to customers’ requests
	Employees of Z Hotels are never too busy to respond to customers’ requests
	25
	17
	8

	Total
	
	100
	83
	17

	Assurance 
	
	
	
	

	The behaviour of employees of an excellent hotel will inspire confidence
	The behaviour of Z Hotels’ employees inspire confidence
	25
	20
	5

	Customers of excellent hotels will fill safe in transactions
	Customers of Z Hotels’ are filling safe in transactions 
	25
	19
	6

	Employees of excellent hotels will be courteous continuously towards its customers
	Employees of Z Hotels are continuously courteous with its customers
	25
	16
	9

	Employees of excellent hotels will have the knowledge to answer customers’ questions
	Employees of Z Hotels have the knowledge to answer customers’ questions
	25
	24
	1

	Total
	
	100
	74
	21

	Empathy
	
	
	
	

	Excellent hotels will give customers individual attention
	Z Hotels gives customers individual attention
	25
	14
	11

	Excellent hotels will have operating hours convenient to all customers
	Z Hotels has operating hours convenient to all customers 
	25
	25
	0

	Excellent hotels have employees who give customers personal attention
	Z Hotels has employees who give customers personal attention
	25
	18
	7

	Excellent hotels will have its customers’ best at heart
	Z Hotels has its customers’ best at heart
	25
	16
	9

	Employees of excellent hotels will understand the specific needs of its customers
	Employees of Z Hotels understand the specific needs of its customers
	25
	20
	5

	Total
	
	125
	93
	32



Average Tangibility score=19/4=4.75
Average Reliability score=18/5=3.6
Average Responsiveness score=17/4=4.25
Average Assurance score=21/4=5.25
Average Empathy score=32/5=6.4
The average scores above disclose that there is a wider gap between perception and expectation of customers when it comes to the empathy of the hotel towards them. Since empathy has the biggest gap, the business should focus more on this dimension of SERVQUAL analysis than the others. Therefore, Z Hotels should focus more on the attention, caring and understanding offered to its customers.
[bookmark: _Toc60178419]Customer service strategies
Z Hotels has different strategies when it comes to customer service within the company. Some strategies adopted by the business are described below:
1. Go beyond SOP (Standard Operating Procedures)
Standard Operating Procedures are a valuable tool, providing a framework that employees need to follow in order to give a basic level of customer service. In order to provide a better customer service, the employees need to be familiar to this framework and adapt it to each customer needs and preferences, while respecting the rules of the company. For example, when a customer arrives earlier than the check in hour, Z Hotels offers complimentary drinks (tea, coffee, soft drinks, water), keeping the language in a specific room so the customer can explore the nearby places while waiting for the room to be ready. Once the room is ready, employees often take the luggage of the customers to the rooms. 
2. Building a community within the hotels
The business is sponsoring many local businesses such as local cricket clubs, foster homes and schools. Also, before opening a new hotel they are recruiting staff from the local areas with the help of the council. Therefore, many jobs are created for unemployed locals to apply and maybe succeed. 
3. Do not leave negative reviews unattended
Even if it is a positive or negative review on the company’s website or specific travel websites (TripAdvisor, Booking) the hotels managers are answering to all the reviews according to the subject, not using a standard reply message. Once a quarter, all the bad reviews are passed to the Commercial Director who decides what are the most important features that need improvement for the next quarter (English level of the staff, the attention paid to its customers, the futures of the rooms).
4. Take good care of the team members
An important thing for a great customer service is represented by the level of enthusiasm and motivation of the staff. Z Hotels is providing many sorts of trainings for the staff to always be prepared, has different bonuses and promotion opportunities. Also, the level of care and understanding towards its team members keep them in the company for many years.
5. Reward loyal customers
Z Hotels has its own membership scheme for the customers in order to reward them. If the customer is enrolled on this scheme his benefits are as follows: for the first booking using the membership the customers receives 7.5% discount, for more than 10 nights spent in the hotel, the customers receives a discount of 10%, together with the opportunity of free late check-out, surprises in the rooms (Z branded bottles of wine, notebooks, vouchers) and free room service.
6. Free cheese and wine during designated hours
Another strategy used in order to offer great customer service is offering a variate range of cheeses and wines for two hours each day for free to the in house guests. The guest have no limit on enjoying this feature ( excepting Liverpool and Glasgow as per local governmental policies).

[bookmark: _Toc60178420]Customer relationship management analysis process
The customer relationship management has three different stages: lead management, customer profiling and feedback management. These stages are important when deciding which customer relationship management strategy to adopt.
[bookmark: _Toc60178421]Lead management
Lead management process is presented by finding, stocking and using information about possible customers. Usually this is done by the sales team. Z Hotels has decided to take a different approach that most of the hotels these days and not send any spam mails about the company. The only mail received by the customers is with the membership code only when enrolling. Instead, they are promoting the company on social media (Instagram account, Twitter account) and by word of mouth. 
[bookmark: _Toc60178422]Customer profiling
Customer profiling is based on creating a profile based on the buying patterns, demographic criteria and other information of the customers. The customer profiling for Z Hotels is represented by young couples and/or families, and people travelling for business reasons. As these types of customers do not spend much time inside the rooms and do not need lots of space makes them compatible with the design of the rooms. Each guest is expect to spend around two or three days in the hotel, although there are exceptions where guests are staying for a month or more.
[bookmark: _Toc60178423]Feedback strategy
The feedback is given to the Commercial Director who shares it with the designated people: CEO of the company, the architect, the person in charge with social media and so on. 
[bookmark: _Toc55825936][bookmark: _Toc60178424]COVID-19 crisis
The pandemic has confronted the hospitality business with an unexpected test. Strategies to fix the COVID-19 curve, for instance, local or national lockdowns, socially isolating, stay-at-home demands, travel restrictions have produced temporary closure of various hospitality companies and reduced drastically the number of business allowed to operate (Bartik, et al 2020).
Businesses working in the Hospitality industry are needed to adapt their operational strategies in accordance with COVID-19 business atmosphere to ensure employees and customers' prosperity and security and increase customers' availability to aid their business (Gössling et al., 2020). 
[bookmark: _Toc55825937][bookmark: _Toc60178425]Measures adopted by Z Hotels
Like any other business, Z Hotels has taken different measurements to keep its staff and customers as safe as possible while still operating. Below are some examples taken by the company:
· Their cafe areas must remain close, and a reduce room service will operate for customers. 
· Staff must wear a face mask at all times during working hours except when having a break.
· Sanitising common touchpoints such as door handles, lift buttons, keyboard, must be done every hour.
· Every guest must complete track and trace form, and their details are kept for no longer than 28 days. 
· Staff members who are presenting any symptom must self-isolate for ten days.
· All team members have been divided into bubbles as it will be easier to control any situation of COVID-19.
· It is required to work from home in order to avoid unnecessary contact with others.
· The temperature of every guest and employee must be recorded at the entrance of the hotel.
On a bigger plan, Z Hotels has taken eight essential steps in dealing with COVID-19.
1. Developing a company policy particular for COVID-19. 
2. Creating a response team for COVID-19.
3. Introducing a response plan to the crisis.
4. Expanding sanitising procedures.
5. Training its staff members on precautionary procedures.
6. Supporting vulnerable and scared employees.
7. Expanding their digital practice.
8. Continuing to operate as safely as possible.
In order to keep the business up open and not make employees redundant, Z Hotels has chosen to reduce its expenses as much as possible.  Therefore, all the unnecessary expenses such as wine and cheese hours, gifts for the guests, music subscriptions, and much more have been cut. 
The company has also considered how this pandemic can damage its employee’s well-being and mental health and have tried to provide different activities to keep them engaged. Activities like online yoga, cooking-classes, quiz nights have been offered with a successful result (Unpublished source, 2020).
[bookmark: _Toc55825938][bookmark: _Toc60178426]Challenges faced by Z Hotels
Since the pandemic has started, the company has faced multiple challenges and times of uncertainty. The most critical challenges are presented below in chronological order:
· Since January 2020, the company have received a high demand for cancellation and refund of bookings because of COVID-19. Although in the United Kingdom, the virus was not here officially, many people refused to travel due to already being in lockdown in a different country or because they were afraid to travel. In order to solve the problem, the company had to adapt its cancellation and refund policy considering many aspects of the bookings. Therefore, from January to March, the policy has been changed as many times as new information and guideline from the government as available.
· In March 2020 the country went in a national lockdown forcing the business to close. Not making any profit for a period of four to five months, and having a loss because of refunds that were made, the company suffered drastically. Even if the government has helped the business by offering the Furlough scheme, at least 50 of its employees were still working 100% during the pandemic.
· In July the company had opened five of its most booked hotels, with the other hotels opening soon depending on the demand. Although the pick-up was not high and the room prices dropped down from £200 last year to £60 this year, hotels remained open.
· Being open from July to October with less than 50% occupancy around the hotels, a second lockdown is approaching.
In November 2020, the second lockdown has been announced with more accessible rules for the hospitality industry as hotels can remain open for business trips only
[bookmark: _Toc60178427]Recovering from COVID-19 and maintain a good customer relationship
In order to recover from COVID-19 and maintain a good customer relationship, Z Hotels can take different steps to ensure this is happening with a positive impact. Below are described some factors with positive influence that the hotel might consider during recovery:
1. Audit the marketing assets – there are many things to be done in order to improve the marketing content during this period. An inventory of the content assets (photos, videos, marketing mails) can be done with a critical eye to see what have attracted visitors to the company’s website. 
2. Interview customers and employees – Interviewing customers and employees about their knowledge of the hotels, services and culture represents a good source of insider information for future social media posts.
3. Evaluate and enhance company’s digital marketing - Digital marketing has the advantage of being faster, more reasonable and more remarkable than customary publicizing. An email or online media mission can unite an advertising message to a customer for a smaller cost than a TV promotion or print campaign. Become hyper-divided with the company's targets.
4. Consider an outreach strategy - Whether or not contacting customers during a pandemic is suitable depends on the type of business, the existing relationship with the customers and the purpose of contact. Do not let the connection to disappear, but do not oppress the customer with promoting related communication.  What can be done is to reassure the customers of social connections and substantial assistance during COVI-19.
5. Online webinars - Organizing and driving an online class can be a feasible way to deal with reacting to consistently requests about its hotel, destination, inclinations, new things and benefits. This can be an approach to introducing new partners and is a beneficial marketing procedure in business-to-business applications because 91 per cent of specialists state online classes are their main substance plan for learning.
[bookmark: _Toc60178428]Conclusion
In conclusion, in this assessment has been described and analysed how internal and external factors, such as COVID-19, affect or influence quality systems of an organisation and how the organisation can deal with these situations. If the Customer Relations Management strategy is implemented correctly, the business will pass through all type of situations, no matter what the circumstances are. 
[bookmark: _Toc60178429]Recommendation
As COVID-19 has brought more “relaxing” times in terms of how busy the hotels are, the management team could benefit from this and critically analyse the marketing strategy adopted, to evaluate the Customer Relationship Management strategy, its benefits to date and how to improve it in the future.
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