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[bookmark: _Toc147888790][bookmark: _Toc150233543][bookmark: _Toc156188394]1. Introduction
The travel and tourism industry is a growing industry in the UK. The country has a very effective, growing, mature and advanced travel and tourism industry including different service sectors such as travel agencies, airlines, tour operators, accommodation and lodging services, ground transport, entertainment, and theme parks/attraction providers (Adamovich et al., 2021). Based on the market trends and perspective, the travel, hospitality and tourism industry has been contributing to the UK’s GDP. The GDP has been increased by 40% from 2020 to 2023. But, the sector is also dealing with higher competition and challenges in the global market, changing the behaviour of customers and changing trends in markets and society (Entina et al., 2021). The aim of the study is to investigate customer review of Chill Factore and the customer service management, and how the company is improving and can improve its performance in the tourism sector. 










[bookmark: _Toc142626763][bookmark: _Toc143055872][bookmark: _Toc144649249][bookmark: _Toc150233557][bookmark: _Toc156188395]2. Research Methodology
[bookmark: _Toc82448868][bookmark: _Toc85195146][bookmark: _Toc90878541][bookmark: _Toc90662544][bookmark: _Toc100211725][bookmark: _Toc142626765][bookmark: _Toc143055874][bookmark: _Toc144649251][bookmark: _Toc150233559][bookmark: _Toc156188396]2.1 Research Philosophy
In order to select the research tools and methods to conduct the study, research onion has been followed. This has helped in making decision for structure and research method relevant to the research type. Secondary research has been selected for mostly detailed information. To apply research’s knowledge, judgement, value and thinking, interpretivism research philosophy has been applied. Interpretivism research philosophy states that reality is subjective in nature and is also socially constructed (Saunders et al., 2016). Under the research philosophy, the researcher tends to understand reality through their experience which can be different among others based on their understanding and perspective. The observation and participation of the researcher have been managed for the collection and analysis of data and utilisation of the relevant tools. The researcher has not selected the positivism research philosophy for applying the knowledge and judgement in the study. This research philosophy focuses on social data collection without the participation of the researcher with the assumption of reality in an objective manner (Pandey and Pandey, 2021). Hence, interpretivism research philosophy has been utilised in the paper.
[bookmark: _Toc82448869][bookmark: _Toc90878542][bookmark: _Toc90662545][bookmark: _Toc85195147][bookmark: _Toc100211726][bookmark: _Toc142626766][bookmark: _Toc143055875][bookmark: _Toc144649252][bookmark: _Toc150233560][bookmark: _Toc156188397]2.2 Research Approach
Following the research philosophy in the study, the broader assumptions, systems and planning are required for the data collection, analysis and interpretation which is considered the research approach (Hair et al., 2019). For the selection of research tools and methods, the inductive research approach has been adopted. The inductive research approach contributes to the assessment and addressing of research questions with the development of a general conclusion from the specific conclusion (Bell et al., 2022). The transition of the discussion and specific conclusion has helped the researcher to explore the findings and develop a new theory. Compared to the deductive research approach, inductive allows the involvement and participation of the researcher in using research tools and data collection method. 
For the decision-making and framework exploratory research design has been applied. Exploratory research design allows researchers to select and uitlise research tools and methods which contribute to the detailed investigation (Blumberg et al., 2014). The exploratory research design helps in assessing the research questions which have not been explored previously. Relevant research tools and methods have been applied in the exploratory research design of the study.
[bookmark: _Toc82448870][bookmark: _Toc85195148][bookmark: _Toc90662546][bookmark: _Toc90878543][bookmark: _Toc100211727][bookmark: _Toc142626768][bookmark: _Toc143055877][bookmark: _Toc144649254][bookmark: _Toc150233562][bookmark: _Toc156188398]2.3 Research Strategy
To conduct exploratory research design and relevant research tools, the desk research strategy has been chosen. Desk research strategy is known as secondary research which contributes to the selection of secondary sources and collection of secondary and detailed data. Desk research strategy is a cost-effective method for the study that values in collecting vast amount of data from different sources (Bell et al., 2022). Under the desk research strategy, relevant and reliable sources such as articles, journals, reports, case studies, websites and online sources published after 2013 have been selected. The sources representing tourism and travel industries, data sources related to Chill Factore and customer review and service management have been included under the inclusion criteria. Other research strategies have not been selected as these strategies could not be effective in nature for conducting the study.
For the research strategy, case studies could be adopted but has not been applied. Case research strategy is a qualitative design to explore in depth a program, process, event and situation where the cases are bound by time ad activities (Pandey and Pandey, 2021). But, this research strategy needed variety of data collection procedures over a period and it could lead to more time and costs for conducting the study. On the other hand, triangulation is another qualitative research design for the use of multiple methods to develop a comprehensive understanding of phenomena. But, expense and challenges applying triangulation could be higher compared to desk research strategy. 
Finally, the new addition of qualitative research design is netnography which is a specific type of qualitative social media research, adapting the method of ethnography, to understand and assess social interaction in digital communication process. Within this study, only previous documents and information from data sources selected where in some cases, some information has been collected from the website and social media page of the organisation. Netnography is approached in the study as the form of research to investigate online consumer culture. Also, the researcher can assess to deconstruct the cultural norms that impact consumption decisions within the groups. In some areas, netnography has been reflected where the online customer culture has been showed in the findings. 
[bookmark: _Toc142626769][bookmark: _Toc143055878][bookmark: _Toc144649255][bookmark: _Toc150233563][bookmark: _Toc156188399]2.4 Data Collection and Analysis Method
To conduct the study and collect information, the secondary data collection method has been applied in the paper. The secondary data collection method uses tools to collect mod	ified and available research data from the available sources which were previously used and modified for different reasons (Pandey and Pandey, 2021). The secondary sources can be easily collected due to available sources. To conduct a data analysis tool and process, content data analysis tool has been selected. Content data analysis tool has been applied with focus on the content related to the company such as internal environment, customer service etc. The analysed data has been used for assessing the case study and achieving the aim of the paper.
[bookmark: _Toc142626772][bookmark: _Toc143055880][bookmark: _Toc144649257][bookmark: _Toc150233565][bookmark: _Toc156188400]2.5 Ethical Considerations
In order to conduct the study with the right tools and practice, ethical principles have been followed. Data Protection Act has been followed in order to select and utilise research tools and design for the study. The research error, bias of the researcher, manipulation and alternation have been reduced. The plagiarism of the data has been reduced. Citation will be provided for the acknowledgement of the sources.








[bookmark: _Toc142573718][bookmark: _Toc142729429][bookmark: _Toc150233566][bookmark: _Toc156188401]3. Findings and Discussion
[bookmark: _Toc156188402]3.1 Internal Environment Analysis 
Travel and tourism sector has been working on its growth in business, sale volume, revenue and scopes of the businesses (Rodríguez-Díaz and Pulido-Fernández, 2021). The organisations in the tourism industry of the UK have seen the scopes for new business and organisations. Chill Factore is working under this sector. The company started its business in 2007 with the unique service for the UK’s longest indoor real snow slope (Chillfactore, 2023). 
[bookmark: _Toc156188403]3.1.1 Customer service and products
      Customers and tourists are focusing in art, entertainment and attraction services in the tourism sector (Khan et al., 2020). Chill Factore has been working on the service and tourism products to target different types of market segmentation. Chill Factore has welcomed more than 3 million visitors and customers in their attraction (Chillfactore, 2023). Chill Factore has built different types of services for the tourists such as Ski and Snowboard Lessons, Downhill Donuts, Ice Slide and Snow for every individual, considering age, abilities and preferences (Chillfactore, 2023). After two years of the operation of the organisation, Chill Factor launched its longest indoor real snow slope (180 metres) in the UK. Since opening, the organisation has been able to welcome more than 3 million visitors. This has created the market position as the leading UK visitor attraction. 
[bookmark: _Toc156188404]3.1.2 Location 
Based on the market demands, Chill Factore is considered a leading UK visitor attraction. The location of the organisation is on Stretford, Manchester, UK. This place has been attractive destination for the customers and tourists. The location of Chill Factore has made the location an easily accessible, famous, and fun leisure destination for every individual, from tourists and customers. 
[bookmark: _Toc156188405]3.1.3 Mission and Value
The mission and vision of Chill Factore are to be the number 1 visitor attraction. The organisation has been consistently educating and inspiring the guests and customers. Chill Factore has the preference to invest in research and development, the development of a unique environment and team for delivering and managing fun and safe activities. This has helped Chill Factore to work on its mission and image development in the market.
[bookmark: _Toc156188406]3.1.4 Employees
 The organisation has been employing 144 Employees and the employment grew their employee by 17% last year (Growjo, 2022). This also represents the business performance and growth of Chill Factore in the tourism sector.
[bookmark: _Toc156188407]3.2 Competitive Advantages
Chill Factore has focused on customer service while thinking of different preferences and choices of different market segmentation. Customer service in the tourism and travel industry needs to be on point to target customers (Alisa and Ridho, 2020). Also, the uniqueness and quality of service and tourism products can help the travel and tourism sector to acquire new customers, develop sale and revenue of business, and improve brand value (Park and Jeong, 2019).
 Chill Factore has been working on a customer service strategy to fulfil the demands of every targeted customer. The organisation caters for the needs of every people, without disability and with disabilities. Chill Factore has two ski lifts to make sure the guests don’t miss any moment of snow fun. The company also ensures to maintain less obstruction on the slope for the customer. Two ‘travellators’ are managed in Chill Factore leading to the top of the beginner slope. Each facility of Chill Factore is managed with the facilities, proper resource, technologies and monitoring, risk assessment and management. In the case of managing tourism and travel service, the organisation needs to maintain proper human resource planning and management. Talented and skilled employees can influence the quality of service and service delivery to the tourists and customers (Sugathan and Ranjan, 2019). Based on the allocation of employees and management of services, Chill Factore has ensured to keep the employees and talented professionals. 
[bookmark: _Toc156188408]3.3 Customer Review
Customer reviews say a lot about the performance and activities of the organisation (Dedeoğlu et al., 2020). A review of one customer can help other customers to make decisions. Based on the Social Capital Theory, social media users build relationships, communication and networks in order to have their advantage. The company has been using social media platform and website to get reviews and feedback from customers and assess their performance and ability in the business markets. The customer review of Chill Factore is represented below:
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Chill Factore has been able to get customer reviews and feedback from social media platform which are used as the source of feedback. This has helped Chill Factore to work on customer service development, communication, marketing and promotional activities and customer relationship management in social media platform.
[bookmark: _Toc156188409]3.4 SWOT Analysis
In this era of social media platform, the organisations need to pay attention to maintaining the quality of products and services and to manage customer service in order to get positive reviews and recommendation (Bazargani and Kiliç, 2021). To create a great image and quality products, Chill Factore has worked on the strengths. The SWOT analysis of the organisation is as follows:
Strengths: To create the image and reputation in the destination, Chill Factore brings different services and products to customers such as the wealth of bars, cafes and restaurants. Chill Factore has also developed the UK’s leading outdoor clothing shops for targeting different market segmentations and customers. This has contributed to higher income and revenue for the organisation. The estimated annual revenue of Chill Factore is currently $40.1M per year and revenue per employee is $278,300 (Growjo, 2022).
Weaknesses: Chill Factore has weaknesses related to effective social media marketing strategy, website design, and proper communication system with the customers and tourists. These have already created challenges for Chill Factore to address customer complaints and issues in the workplace. 
Opportunities: Diversified industries and services are managed and operated under the tourism industry which are targeting millions of tourists and customers. The UK has seen how tourist arrival has been increasing with the growth of sale volume and revenue (Bănescu et al., 2021). The sector is highly growing with its reputation, business scopes and opportunities in markets.
Threats: The tourism and travel industry has seen how organisations are bringing diversified services and products to customers. This can be challenging for Chill Factore for the company. Also, globalisation, competition and changing behaviour of customers can affect performance of Chill Factore. 
[bookmark: _Toc156188410][bookmark: _Toc142573722][bookmark: _Toc142729433][bookmark: _Toc150233568]4. Conclusion 
The key findings of the study have stated that Chill Factore has been able to work on its business performance and productivity through product development, diversified service strategy, customer service strategy, social media marketing strategy, customer recommendation and engagement strategy and employee management strategy. These have helped Chill Factore to work on its performance and success in the tourism and travel sector. In the future, the investigation areas can be related to the assessment of the market environment, and impacts of business strategy on Chill Factore on performance and so on. Based on the selected research tools and methods, the study has accomplished the research aim. The detailed data has been collected from secondary sources where analysed data has critically assessed the data. However, the survey research strategy could be selected for the numerical data collection which could result in using MS Excel or SPSS for better quantitative data analysis. 
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k& Fantastic party! Amazing
hosts”

We've just got back from an amazing party
hosted by Chill Factor®. The party set up was
perfect and so easy. We had an hour of brilliant
play on the slopes then back for some really
good quality party food. Izzy and Rowena were
fantastic party hosts and made it a really
relaxed and brilliant fun party! Highly

recommend ??7?

Helen W
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k& Group Ski Lesson”

We booked a beginners group ski lesson for 4
people and we had such a good time. Our ski
instructor was Stuart T and from start to finish
he was super helpful and encouraging. We
would 100% recommend learning with him and
are looking forward to going back again so
that we can progress further.

Megan B
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Chill Factore Competitors & Alternatives Add company,

Compeitr Name
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&& A truly unforgettable school
trip”

We came as a school party today and had an
absolutely brilliant time! Al the instructors
were fab, so encouraging and friendly with the
children and the whole day was super well
organised. A special thanks to Tom, Lily, Matt,
Rachel Toby, Sam.

Eleanor C




