Understanding and Engaging in the Customer Experience

[image: ]UNIVERSITY OF WALES
Trinity Saint David








Organisation’s quality systems and customer relationship management






Programme:   BA (Hons) Leadership and Management Skills for the Workplace
Module:          Understanding and Engaging in the Customer Experience              Code:              BMSW5103_LON


Module Lecturer´s Name:     DR NANDISH PATEL
Student Name:                       Francisco Jose Gonzalez Castillo 
Student Identity Number:     1917101 
Word Count:                          xxxxxx words 




Date: 16/07/2021
1.- Introduction
[bookmark: _Hlk77069419]This report has its starting point in the article provided by UWTSD: “Adapting customer experience in a post-Covid world” (Cox, 2020), it introduces the importance for companies of customer relationship management in a dynamic environment and the need for businesses to adapt themselves to the changes that external factors cause in the customer's interests in order to improve their experience and engagement with the company.
[bookmark: _Hlk77069943]This report will analyse and evaluate the H10 London Waterloo hotel from a quality process and customer experience point of view. It is a branch that opened in London in 2010 as part of the H10 hotel network (H10 hotels, 2020). The choice is justified because it is the company for which I have been working for the last 6 years in the kitchen department. It is a company that employs 69 people and generates a turnover of £7,875,232 (Gov.uk, 2020). Being a medium-sized company and thanks to its organisational culture, I will be able to obtain an insider's view of its customer relationship management.
This document will follow a line of study that will start by addressing the overall potential benefits that the implementation of CRM can bring to the customer experience and its impact on the organisation. This section will also identify the main CRM problems experienced by the company and the advantages that could be gained by improving processes to deal with the difficulties identified. The following section will critically analyse the Marketing Mix model, IDIC model, Payne's Five Forces model, Gap Model of Service Quality and SERVQUAL model, in order to evaluate their strengths/weaknesses and justify their application in solving the problems detected in H10 London Waterloo. Finally, the analytically selected models will be applied and recommendations will be proposed to improve the company's CRM system.
The aim of this report is to critically analyse the concepts mentioned in the header of this document and their application within the H10 London Waterloo organisation to assess the potential benefits of customer relationship management.
2.- Importance of CMR and quality processes. Problems identified
3.- Models Analysis
4.- Model Selection
5.- Model Application
6.- Recommendations
7.- Conclusion
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