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Executive Summary
This study inspects Hotel Wrexham's (formerly Holt Lodge Hotel) customer service management, highlighting important basics including employee engagement, technology addition, personalisation, and constancy of service. To recover guest happiness and working efficiency, the report's chief goal is to critically inspect the hotel's implementation of customer service events, evaluate their effectiveness, and locate areas that need development.
Located in Wrexham, North Wales, Hotel Wrexham is a boutique hotel that welcomes both business and freedom guests. Personalisation is a major melody in this study since the hotel is well-known for its adapted service and its volume to provide modified guest involvement gives it a modest edge. Although the hotel is outstanding at providing customised services, the study exposed that there are indiscretions in service delivery, particularly when there is a lot of traffic or when the workers are less knowledgeable. Guests' involvement may be hurt as a result of this indiscretion, mainly if they are not acquainted with the hotel's facilities.
Additionally, the research highlights how technology may improve customer service. Despite its importance in traditional hospitality, Hotel Wrexham is slow to hold contemporary technologies like digital caretaker services, CRM systems, and smartphone check-ins. This technological rift lowers working efficiency and makes it more problematic for the hotel to content the changing stresses of tech-savvy visitors. There are proposals for joining more classy digital tools to increase service customisation and guest suitability.
Another important finding was employee participation. Notwithstanding the fact that most hotel personnel are driven and dedicated, a few showed a lack of interest, which pretentious the superiority of the services. According to the report, clear career development trails, employee recognition creativities, and more planned training may all donate to higher staff inspiration, which in turn may result in more dependable service delivery and happier customers.
The research makes the subsequent recommendations in light of these answers: establishing a formal program for employee training and recognition; presenting standardised service recovery procedures; endorsing sustainability initiatives; and putting in place a digital transformation plan. These steps are envisioned to guarantee reliable, superior service, improve visitor retention, and reserve a competitive advantage in hospitality manufacturing's increasingly digital and ecologically sensitive subdivision.
To meet visitor expectations and enhance overall hotel operations, this paper concludes by highlighting the significance of fusing traditional hospitality principles with contemporary methods.
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[bookmark: _Toc182613942]Introduction
In light of my placement at Hotel Wrexham (previously Holt Lodge Hotel), this Placement Research Report aims to critically examine customer service management in the hospitality sector. Effective customer service is a crucial difference that may have a big impact on guest happiness, loyalty, and business success in the fiercely competitive hotel sector. With an emphasis on employee involvement, technological integration, Personalisation, and service consistency, this paper attempts to examine the procedures, difficulties, and prospects of Hotel Wrexham's customer service management.
This report's goals are to: 
· Analyse Hotel Wrexham's primary customer service tactics and how they conform to industry norms.
· Determine where the hotel's customer service procedures need to be enhanced.
· Make suggestions on how better customer service management can raise employee happiness, operational effectiveness, and guest satisfaction.
Situated in Wrexham, North Wales, Hotel Wrexham is a boutique hotel renowned for its historical charm and individualised service. Both business and leisure travellers are drawn to the hotel because of its serene rural setting. Notwithstanding its modest size, Hotel Wrexham must contend with industry-wide issues such as competition from bigger hotel chains, shifting guest demands, and the requirement to update operations without sacrificing established service standards.
Customer service management is the main topic of this research, with a focus on how to maintain service consistency, customise visitor experiences, and incorporate technology to satisfy changing guest needs. This study effort to give a thorough grip of how customer service may be better in the setting of a small hotel location and offer visions for future vicissitudes in the hospitality subdivision, drawing on both academic research and real-world comments from the placement.


[bookmark: _Toc182613943]Literature Review: Customer Service Management in Hotels
Overview of Hotel Industry Customer Service
Because it touches reputation, loyalty, and guest desire, customer service is vital to the hotel industry's achievement. According to studies, the special makings of hotel service—perishability, randomness, intangibility, and inseparability—present particular problems. In the very modest hospitality industry, these traits make facility excellence a crucial differentiator (Kotler et al., 2017). With an importance on luxury, boutique, and small-scale hotel locations, this section travels how customer service management (CSM) performs have changed over time to recover guest involvement and hotel routine (Al-Ansi, Han and Park, 2020).
Hospitality Service Quality Models and Theories
The relationship between service excellence and customer satisfaction has been extensively studied. One of the most popular outlines in the hospitality industry is the SERVQUAL model, industrialised by Parasuraman, Zeithaml, and Berry in 2018. It assesses five factors: tangibility, pledge, responsiveness, reliability, and understanding. Research conducted in hotel environments has validated the meaning of these factors, particularly the part that reliability and sympathy play in cultivating patronage (Ali et al., 2020). Detractors counter that SERVQUAL might not sufficiently represent the difficulty of contemporary hospitality when modified services and digital communications are becoming more and more significant. According to research by Grönroos (2017) on the "service logic" example, which pressures the co-creation of value, customer acuities of quality now also rely on knowledge design and adapted interaction, rather than just service values.
Technology's Function in Customer Service Administration
Technology has altered how customer service is managed, allowing hotels to offer earlier, more adapted services. Research shows that data analytics, automatic check-in/out actions, and artificial intelligence (AI) are becoming more and more significant in refining visitor involvement and cutting down on wait times (Ivanov and Webster, 2019). For example, AI-powered chatbots can answer mutual visitor queries and provide round-the-clock help, freeing up staff memberships to work on more intricate connections (Tuomi et al., 2020). However, research specifies that although technology can upsurge efficiency, extreme dependence on it may reduce the "human touch," which could result in reduced guest gratification in situations involving a lot of interaction. According to research, hybrid replicas that syndicate human contacts with automatic services might deliver the best balance (Amin, Canh and Ryu, 2019).
Personalisation and Customer Relationship Management (CRM)
CRM has arisen as a key tactic for hotel customer relationship management. According to studies, hotels can except and examine guest data with CRM solutions, permitting them to customise services to each guest's favourites and boost repeat business (Sigala, 2018). CRM-enabled Personalisation has a chiefly strong consequence on boutique hotels, as visitors regularly look for one-of-a-kind, remarkable experiences. According to research, adapted services greatly upsurge visitor satisfaction and inspire repeat business (Tsang et al., 2021). However, some researchers point out that guests might feel anxious about the important data collecting, which raises confidentiality concerns with CRM (Chen and Popovich, 2019). This suggests that more research is essential to find a balance between visitor privacy and Personalisation.
Frontline Staff Emotional Intelligence (EI) 
High emotional labour is often obligatory for hotel customer service, particularly for frontline staff. Since employees must efficiently control their feelings and relationships with guests, emotional intelligence (EI) has become a dangerous component of high-quality service. According to studies, employees with high EI are better able to manage difficult situations and establish a rapport with visitors, which enhances visitor pleasure (Wong and Law, 2022). Thus, Emotional Intelligence (EI) training can improve service quality; however, little is known about the long-term effects of EI-focused training in the hospitality sector. Given the emotional challenges of working in a hotel, more research may examine the connection between staff retention, job satisfaction, and emotional intelligence (Andreea and Florentina, 2016).
Handling Complaints from Customers and Recovering Service
In service management, resolving client complaints effectively is essential because a poorly handled complaint can result in bad evaluations and lost business. According to research on service recovery tactics by Mattila and Mount (2023), timely, sympathetic handling of complaints can turn unhappy customers into devoted ones. Specifically, it has been demonstrated that compensation and follow-up measures enhance visitors' sense of fairness and intent to remain loyal (Sparks and McColl-Kennedy, 2021). Scholars point out that there is a dearth of research on digital complaint management in hotels, particularly on social media, where complaints have the potential to spread widely. This disparity raises questions about how hotels may incorporate Internet reputation management into their customer service plans (Baek, Yoon and Kim, 2017).
Research Gap and Future Prospects
There are still certain gaps in the vast body of research on hotel customer service management. Fewer studies look at the particular difficulties encountered by boutique or small-scale hotels like Hotel Wrexham; most concentrate on big, opulent hotels. Furthermore, there is little study on striking a balance between technological efficiency, Personalisation, and emotional engagement, even though the effects of technology on CSM are widely known. CRM privacy issues and frontline employees' mental health in emotionally taxing jobs are also not sufficiently studied. These gaps could be filled by future research, especially when it comes to boutique hotels that prioritise individualised and human-centred experiences (Barrows, Powers and Reynolds, 2016).
Models of service quality, technology, CRM, emotional intelligence, and complaint handling have all had an impact on the complex field of customer service management in hotels. Research that tackles the particular requirements of smaller hotels and investigates sustainable CSM strategies that put both guest pleasure and employee well-being first is desperately needed as hotel consumer expectations continue to change (Bowen, Chen and Shi, 2016). To satisfy the changing needs of contemporary visitors, this literature study emphasises the significance of creating flexible, human-centred CSM methods, especially for boutique hotels like Hotel Wrexham.
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This study examines Hotel Wrexham's customer service management procedures using a case study technique. Case studies are appropriate for researching complex phenomena like customer service in the hospitality sector because they concentrate on a thorough examination of a particular case within its actual setting (Yin, 2018). This strategy is especially appropriate for boutique or smaller hotels, where individualised care and distinct difficulties necessitate careful consideration.
A case study's main benefit is its capacity to offer deep, situation-specific insights. Through an analysis of Hotel Wrexham, the study gathers comprehensive information on customer service procedures, exposing tactics and results that may not be discovered using more general, quantitative methods (Stake, 2015). Additionally, case studies are useful for investigating new problems, especially in the hotel industry where changing customer expectations necessitate flexible management techniques (Flyvbjerg, 2016).
The case study method does have several drawbacks, though. Results might not be generalisable because Hotel Wrexham's insights might not apply to other hotels, particularly larger or chain hotels. Case studies can also take a lot of time and mostly depend on the researcher's interpretation, which could lead to bias (Eisenhardt, 2019). Notwithstanding these drawbacks, the approach is nevertheless a good fit for comprehending the subtleties of customer service management in this particular setting.
Methods Employed in Research Case Studies
Several data collection techniques are frequently used in case study research, allowing for triangulation to support conclusions. The academic's assignment comments, illegal operations and visitor meetings, and secondary data sources counting visitor appraisals and hotel policy leaflets are all used in this study. These approaches propose a thorough grasp of Hotel Wrexham's customer service strategies, problems, and consequences (Calvo-Porral and Lévy-Mangin, 2018).
Writing Reflectively
Another important method in this study is reflective writing. Reflective repetition, according to Schön (2020), is the process of disapprovingly examining one's involvement to get a more profound sympathy. The investigator can record and measure separate meetings, difficulties, and teaching instants during the assignment by using reflective writing. This considerate method custodies subtle comments that could then go ignored, adding a personal yet useful layer of data. Additionally, it helps detect preconceptions and biases that could touch how data is unspoken (Carlsson, Nilsson and Berg, 2018).
Netnography
The case study is better than netnography, also known as connected ethnography, which reviews digital materials by including social media commentaries and visitor assessments on Hotel Wrexham. The realism of netnography in sympathetic customer conduct through simulated contacts is highlighted by Kozinets (2016). Visions into visitor impressions, prospects, and service gratification are if by netnography in this study, chiefly from companies who might not be available for straight comment. The examination must take into account netnography's difficulties, which encompass the likelihood of anonymity and the unverifiable validity of the data (Chen, Lai and Chang, 2015).
This study proposes a thorough understanding of customer service management at Hotel Wrexham by tying case study practice with reflective writing and netnography. This repetition addresses possible methodological limits and assurances of a urbane understanding of customer service approaches by uniting thoughtful and digital methodologies with in-depth, contextual examination (Cheung, Chan and Yiu, 2019).
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Located in the picturesque countryside of Wrexham, North Wales, Hotel Wrexham, initially known as Holt Lodge Hotel, is a boutique hotel. It helps a wide range of clientele, including business explorers, event-goers, and freedom visitors, by if a distinctive fusion of modern conveniences and traditional welcome. The hotel places a high importance on providing modified customer care in an exertion to stand out in a packed market that is subjugated by low-cost chains and native boutique hotels (Dube and Renaghan, 2018).
This discussion proposes a thorough overview of the hotel's history, modest positioning, and working circumstances. To deliver insights into consumer opinions, it highpoints online input using netnography and assimilates analytical approaches like SWOT, PEST, and modest analysis. Together, these mechanisms serve as the foundation for strategic proposals meant to recover Hotel Wrexham's performance (Faranda and Schmidt, 2018).
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2.1 Overview of the Hotel
The Hotel Wrexham is a small hotel with a sincere heaven that syndicates regional charm with useful facilities. Its rural setting proposes a tranquil haven while still being close to significant sights and profitable regions in Wrexham and beyond. Likened to big chain hotels, the hotel can lodge customers looking for more adapted and intimate knowledge because of its size and the importance of modified service (Glover and Durocher, 2020).
· Types of Rooms and Rates: The hotel offers 37 rooms that are divided into standard, deluxe, and executive categories. Nightly rates range from £80 to £120. Upgraded amenities in deluxe and executive rooms cater to business travellers and those looking for more comfort.
· Facilities and Services: 
· A reputable eatery with a focus on regional cuisine.
· Up to 120 guests can be accommodated in event areas ideal for conferences, weddings, and private gatherings (Gössling, Scott and Hall, 2015).
· Well-kept gardens, free Wi-Fi, and on-site parking all increase visitor happiness.
· Client Segments: Travelers, business travellers, and eventgoers are among the hotel's clientele. Leisure travel frequently drives weekend reservations, but a larger percentage of corporate clients arrive throughout the week (Grönroos, 2017).
2.2 Cultural and Geographic Background
Wrexham is a starting point for visiting North Wales because of its advantageous location close to the English-Welsh border. The region draws tourists to sites like the Wrexham AFC stadium, the Pontcysyllte Aqueduct, and Erddig Hall because it blends natural beauty with a rich cultural legacy. The Hotel Wrexham offers visitors a peaceful haven while benefiting from its proximity to these activities (Hume and Mort, 2016).
Tourism in the area has increased as a result of Wrexham AFC's rising popularity, which has been aided in part by its international prominence under new management. Hotel Wrexham has a great chance to benefit from this trend by taking advantage of the increase in sports fans and cultural tourists (Ivanov, Webster and Hall, 2019).
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3.1 SWOT Analysis

	SWOT Analysis
	Details

	Strengths
	Renowned for personalised customer service and boutique charm.

	
	Proximity to key attractions like Wrexham AFC and heritage sites.

	
	Flexible event hosting capabilities, including weddings and conferences.

	Weaknesses
	Limited amenities compared to larger hotels (e.g., no spa or fitness centre).

	
	Lack of brand recognition outside the local area.

	
	Outdated room décor, as highlighted in guest reviews.

	Opportunities
	Growing tourism in Wrexham due to sports and heritage promotion.

	
	Rising demand for sustainable travel and boutique experiences.

	
	Increased visibility through social media and online platforms.

	Threats
	Competition from budget chains and luxury hotels.

	
	Economic uncertainty and inflation reduce disposable income for travel.

	
	Seasonal demand fluctuations impact revenue streams.



3.2 PEST Analysis
The PEST analysis identifies external macro-environmental factors impacting Hotel Wrexham:
	PEST Analysis
	Details

	Political
	Stability in UK tourism policies supports hotel operations.

	
	Post-Brexit workforce challenges, including recruitment of skilled hospitality staff.

	Economic
	Recovery in domestic travel post-COVID-19 offers growth opportunities.

	
	Inflationary pressures increase operating costs, such as utilities and food supplies.

	Social
	Demand for sustainable and unique travel experiences grows, favouring boutique hotels.

	
	Awareness of local culture and heritage enhances Wrexham’s appeal to tourists.

	Technological
	Online reviews and social media heavily influence customer choices.

	
	Digital tools like CRM systems can optimise guest management and marketing efforts.





3.3 Competitor Analysis
Hotel Wrexham functions in a highly competitive market. Its primary contestants include economical hotels like Premier Inn, mid-range choices like Ramada Plaza, and local BandBs.
	Hotel Name
	Price (per night)
	Quality (Guest Reviews)
	Target Market
	Unique Selling Points

	Hotel Wrexham
	£80–£120
	4.3/5
	Boutique leisure/corporate
	Personalised service, local charm

	Premier Inn
	£50–£80
	4.1/5
	Budget travellers
	Affordable, standardised quality

	Ramada Plaza Wrexham
	£90–£150
	4.4/5
	Business travelers
	Central location, modern facilities

	Local BandBs
	£60–£90
	4.0/5
	Heritage tourists
	Homely atmosphere, budget prices


Key Takeaways:
· Positioning: Hotel Wrexham boards customers looking for a balance of excellence and affordability.
· Market Challenges: Opposing with chain hotels requires highlighting unique, local involvements (Kuo and Chen, 2015).
3.4 The study of netnography
Netnography, also known as online ethnography, is the study of visitor reviews on websites such as TripAdvisor, Google Reviews, and social media.
Themes for Positive Feedback:
· Service Excellence: Employees are regularly complimented on their warmth and consideration.
· Culinary Experience: The restaurant's locally based menu is praised by patrons.
· Calm Ambience: The rural setting provides a serene atmosphere that is especially alluring to leisure tourists (Lee, Choi and Kim, 2018).
Themes of Negative Feedback:
· Room Décor: Outdated furniture is mentioned in some reviews, which takes away from the entire experience (Li, Li and Li, 2020).
· Limited Amenities: One drawback is the lack of amenities like a spa or fitness facility.
Viewpoints on Social Media:
· The most appealing material on Facebook and Instagram is connected to events and seasonal elevations (such as wedding packages).
· Guest images and other user-generated gratified can be used to recover the hotel's internet discernibility (Lim, Lee and Lim, 2016).
3.5 Segmenting the Target Market
In order to correctly modify services and marketing labours, Hotel Wrexham must have a thorough consciousness of the numerous consumer segments it helps (Liu and Li, 2017).
3.5.1 Vacationers
The popular hotel's customers are vacation travellers. The Pontcysyllte Channel and Erddig Hall, two of Wrexham's cultural resources, regularly draw these tourists. Sports fans have been strained to Wrexham AFC in recent years due to its increasing worldwide fame, which has unlocked new business forecasts for the hotel. Weekend and holiday stays are usually earmarked by leisure travellers who value a restful and memorable trip (Mattila, 2017).
The hotel can reinforce its relationships with local travel corporations to draw in this market by if well-chosen packages that include transport, guided trips, or cheap charges to neighbouring attractions (Mihaila and Cucui, 2017).
3.5.2 Travelers on Business
Weekday tenancy rates are prejudiced by business travellers. The hotel serves business clients holding meetings, training sessions, or interacting events with its event and session facilities. Wrexham's attraction is augmented by its intimacy with major business centres like Chester and Liverpool. However, there is trouble because bigger rivals like Ramada Plaza deliver more modern amenities (Namasivayam and Zhao, 2017).
In addition modern meeting rooms with fast Wi-Fi, charging positions, and video conferencing apparatus, the hotel might improve its business services. Its value proposition might also be strengthened by counting special business traveller letters that offer free vehicle services to neighbouring sites, early and late check-ins, and late check-outs (Oh, Kim and Shin, 2017).
3.5.3 Guests at the Event
Private parties, weddings, and other events are frequently held at Hotel Wrexham. It is a desirable destination because of its rural setting and garden views. However, the hotel must constantly innovate its event services due to competition from larger venues in the neighbourhood (Petzer, Wiese and Theron, 2018).
The hotel can implement distinctive themes or extras, including outdoor wedding arrangements, collaborations with photographers, or special menus created by the on-site chef, to keep its competitive edge. Bookings may increase if these products are promoted on social media and in local event directories.
3.6 Comprehensive Analysis of Competitors
In the cutthroat hospitality industry, Hotel Wrexham faces competition from both low-cost and mid-range lodging options.
3.6.1 The Premier Inn
One of the leading companies in the low-cost market is Premier Inn. Strong brand recognition is guaranteed by its uniform services, affordable prices, and intensive marketing. Its generic charm, however, is devoid of the local flair and individualised touch that boutique hotels like Hotel Wrexham provide (Pizam and Shani, 2018).
3.6.2 Wrexham's Ramada Plaza
A significant rival that caters to mid-range and business guests is Ramada Plaza. In the corporate market, it frequently performs better than Hotel Wrexham because of its larger capacity and contemporary amenities (Sigala, 2020).
3.6.3 Independent Hotels and Local BandBs
Budget-conscious travellers looking for genuine experiences are catered to by local BandBs. Although its individualised service is similar to that of Hotel Wrexham, its smaller size and fewer amenities put it in a different market (Wang and Zhang, 2019).
Differentiation Strategy of Competitors
Hotel Wrexham can set itself out by emphasising the following:
· Service Customisation: Highlighting the hotel's adaptability and individuality by providing packages that are specifically designed for each market niche.
· Local Integration: Making use of associations with nearby businesses and landmarks to market the hotel as a preliminary point for genuine Wrexham involvements.
· Digital Engagement: Refining its online discernibility through focused publicity movements that highlight its characteristic products and boutique petitions (Collis and Hussey, 2014).
3.7 Revenue Management and Seasonal Trends
3.7.1 Trends in Peak Seasons
The Hotel Wrexham has its highest tenancy rates throughout the summer and the holidays. A mixture of leisure travellers and event misgivings, especially for weddings and family meetings, occur during these times.
The hotel might use lively pricing methods that adjust room rates in answer to requests to improve profits during busy times. Achievement could be further increased by providing the best letters with value-added facilities like in-room facilities or directed tours (Saunders, Lewis, and Thornhill, 2012).
3.7.2 Difficulties Off-Peak
Doubts usually decrease during the winter. Unique marketing techniques, counting promotion of reduced stays, forming neighbourhood meetings, or giving themed promotions (like joyous Christmas letters or romantic Valentine's Day deals), are indispensable to address this seasonality (Cottrell, 2014).
It is also considerate to concentrate on profitable customers during off-peak times. To near the request gap, the hotel might ascribe with nearby businesses to location business escapes or workshops.
3.8 Corporate Responsibility and Sustainability
For hotel guests, particularly younger ones, sustainability is becoming an increasingly important discussion. By applying eco-friendly events and promulgation them through its branding, Hotel Wrexham can upsurge its petition (Denscombe, 2006).
3.8.1 Ecological Methods
· Energy Efficiency: To cut down on power use, install motion-sensor schemes, LED lights, and energy-efficient applications.
· Waste Reduction: Dipping food waste by composting organic waste and if the restaurant with adaptable portion sizes (Bryman, 2008).
· Local Sourcing: To boost the local economy, local breadwinners of decor, soaps, and fixings should be given priority.
3.8.2 Sustainability in Marketing
By highlighting these creativities in marketing movements—such as by using eco-friendly wrapping and positioning the hotel as a green terminus—anyone may draw in eco-aware travellers. For instance, the hotel might give reductions to visitors who take public transportation or take part in neighbourhood upkeep projects (Cottrell, 2011).
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4.1 Enhancing the Hotel's Ability to Compete
Improving Facilities: 
· To address grievances about outdated room décor, make a little speculation in facelifts.
· Take into account counting cheap extras like yoga classes or a tiny workout space.
Digital Marketing and Branding: 
· Upsurge the hotel's social media attendance by posting content often that highlights seasonal contracts, guest references, and area magnetism (Denscombe, 2010).
· Make its website as accessible and mobile-friendly as conceivable to guarantee smooth misgivings.
Service Innovations: 
· Using the popularity of Wrexham AFC, deliver bespoke letters like cultural trips or stays with a sports theme.
· Introduction reward programs to lure both leisure and business travellers to make more reservations (Diamantopoulos and Schlegelmilch, 2002).
Sustainability Initiatives: 
· Tool green performs, like fewer plastics, energy-efficient illumination, and partnerships with local sellers.
· To captivate eco-aware tourists, highlight these originalities in publicity resources (Greetham, 2014).
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The environment in which Hotel Wrexham the whole thing is both shy and full of probabilities. The hotel has documented a niche for itself in the native market because of its boutique desirability and tension on adapted service. It must, however, featuret its compensations and fortes—such as its deliberate location and the cumulative demand for boutique cover (Grbich, 2006).
While addressing its insufficiencies, such as its skilful amenities and seasonal needs, to stay good. Hotel Wrexham will be well-positioned for long-term attainment in a changing sociability environment with deliberate improvements in marketing, sustainability, and facility differentiation.
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A key constituent of hospitality processes, customer service management (CSM) has a direct influence on customer retaining, satisfaction, and company reputation. In the case of Hotel Wrexham, an emphasis on modified treatment is indispensable to setting the boutique's founding apart from more established, unchanging rivals. The theoretical foundations of CSM are examined in this part, along with its real request at Hotel Wrexham and potential parts for development (Marshall, 2015).
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2.1 The Value of Excellent Customer Service in the Hospitality Industry
Many people trust that provided that excellent client service is vital to success in the hospitality subdivision. The rank of service quality in the development of client contentment, loyalty, and favourable word-of-mouth is decorated by Parasuraman et al. (2018). Five essential components of service quality are identified in their SERVQUAL model: tangibles, assurance, responsiveness, empathy, and dependability (McGiven, 2006). Stronger client connections and recurring business are frequently the outcomes of hotels reaching or beyond these objectives.
According to Kotler et al. (2020), providing excellent customer service involves more than just fixing issues; it also entails anticipating the needs of visitors, making an impression, and building strong emotional bonds. This is in line with the growing desire for experience travel, where visitors' opinions are greatly improved by high-quality service (Pallant, 2010).
2.2 Customised Service and Boutique Hotels
To draw visitors, boutique hotels like Hotel Wrexham depend on their capacity to provide individualised, regional experiences. Boutique hotels must capitalise on their distinct personality and ties to the community, in contrast to corporate hotels that prioritise uniform services. Personalised service is not only a competitive advantage, but also a requirement for small-scale companies to keep clients in a cutthroat market, claim Morrison and O'Gorman (2018).
2.3 Difficulties in Providing Excellent Service
Providing dependable and outstanding customer service is not easy. Bitner et al. (2018) list the following as typical barriers:
· Service Recovery: Relationships may suffer if complaints are not handled effectively.
· Staff Training: The quality of services is compromised by inconsistent staff performance (Robson, 2016).
· Resource Constraints: Staff development and technological investments may be restricted by tight funds.
· Customer Expectations: Hotels find it more difficult to differentiate themselves due to rising customer expectations fueled by social media and online reviews.
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3.1 Present-Day Customer Support Procedures
Hotel Wrexham places a high value on individualised service, using its boutique status and small size to foster deep connections with its patrons. Employees are taught to interact personally with visitors by anticipating their requirements and making recommendations that are specific to them (Silverman, 2011).
3.1.1 Customer-Staff Relations
Online evaluations regularly compliment the hotel's cuisine and front desk staff on their friendliness and responsiveness. "The staff went above and beyond to make our stay unique, delivering thoughtful details like a handmade welcome note and complimentary local goodies," as one TripAdvisor reviewer put it (Fevzi, Mostafa and Shiva, 2022).
3.1.2 Wedding and Event Services
When it comes to making wedding celebrations and business gatherings unforgettable, the hotel's event management staff is essential. Customers frequently praise the team's adaptability and promptness, which are consistent with the SERVQUAL qualities of confidence and compassion.
3.1.3 Addressing Complaints from Visitors
A proactive approach to service recovery is shown by Hotel Wrexham. In response to TripAdvisor evaluations that are unfavourable, management usually apologises and provides specific suggestions. Anecdotal research, however, designates that certain problems—like old-fashioned room décor—continue because of a lack of capital (Yin, 2003).
3.2 Things That Could Be Better
3.2.1 Integration of Technology
The inadequate use of technology to recover guest involvement is one of the clear weaknesses of Hotel Wrexham's CSM. Hotel Wrexham lasts to use out-of-date technologies, even while bigger competitors like Premier Inn have assumed digital tools like smartphone check-ins and tailored booking stages.
Possible Advancements:
· CRM Systems: By hitting in place a customer relationship management (CRM) system, the hotel would be able to screen visitor favourites and tailor the following infrastructures.
· Digital Feedback Platforms: The hotel may be able to resolve problems more rapidly if it connects kiosks on the staff or offers QR codes for instant feedback.
· Mobile Apps: A particular app might make misgivings easier and deliver carefully chosen proposals for nearby wonders (Kim, Lee and Kim, 2019).
3.2.2 Education and Training
Hotel Wrexham employees are much-admired for their graciousness, although unpredictable service excellence points to the need for more even training. For younger staff who do not have the essential expertise to manage complex situations, such as grievances or difficult clients, this is particularly important.
Possible Advancements:
· Regular Workshops: Land training shops every month on subjects counting upselling plans, cultural sensitivity, and argument resolve.
· E-Learning Modules: Adding online classes to enhance face-to-face instruction.
· Performance Metrics: Setting up key performance indicators (KPIs) to evaluate and incentivise larger client facilities.
3.2.3 Customer Engagement and Sustainability
The hotel has the accidental to include eco-friendly performances into its service contributions as interest in maintainable tourism grows. The hotel does not presently make sustainability a main part of its processes or marketing (Lee, Park and Lee, 2018).
Possible Advancements:
· Green Initiatives: Providing eco-friendly amenities like energy-efficient applications and refillable toiletries.
· Guest Involvement: Rewards to companies who engage in environmentally friendly events, such as plans that reuse towels.
· Community Partnerships: Working together with local food creators and craftspeople to progress the sustainability and substance of visitor involvement.
3.2.4 Making Use of Internet Reviews
Recurrent themes in guest appraisals, such as respect for the openness of the staff and censure of the room décor, can be found using netnography. The hotel does not, however, frequently smear this input to guide working enhancements.
Possible Advancements:
· Data Analysis techniques: To find designs in internet appraisals, use sentimentality analysis techniques.
· Guest Surveys: To obtain useful information, send surveys after a guest's stay.
· Transparency: Building loyalty and trust by providing updates on enhancements made in reply to visitor commentaries (Xiang, Du and Ma, 2017).
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4.1 Improving the Experience of Visitors
In possession of its boutique nature, Hotel Wrexham should distillate on creating distinctive and remarkable involvements. This involves providing modified itineraries, cooperating with nearby landmarks, and forming themed doings (Albattat et al., 2024).
4.2 Using Information to Customise
By buying CRM software, the hotel would be able to save track of visitor info and utilise it to modify services. To upsurge loyalty, for example, recurring visitors could be received with their favourite snacks or housing.
4.3 Promoting Eco-Friendly Methods
Travellers who care about the environment would be haggard if advertising materials highlighted sustainability. This could involve encouraging partnerships with nearby businesses and stressing eco-friendly schemes on the website (Ali, Kim and Ryu, 2016).
4.4 Growing Training Initiatives
Thorough training programs would permit workers to manage a diversity of circumstances and sustain the maintenance of outstanding service standards. Including role-playing actions in seminars could help members get ready for subjects they may face in the real world.
4.5 Framework for Service Recovery
Making a formal service retrieval framework would regulate complaint-handling procedures and assurance that all glitches are determined in a timely and uniform manner.
4.6 Improving the Digital Environment
In light of the mounting trend in the friendliness sector towards digital-first travel, Hotel Wrexham stands to improve a great deal by accepting technology. Even if the hotel now offers conservative guest services, adding more technologically progressive choices can boost output and enhance visitor knowledge.
4.6.1 Services for Digital Concierge
These days, a lot of hotels deliver digital doorman services via tablets or requests in the rooms. These services give visitors quick admittance to particulars about the hotel, nearby wonders, and food choices. A similar service might be presented by Hotel Wrexham, allowing visitors to place straight room service orders, schedule local tours, and make singular needs via a mobile app. Cutting down on wait times and abridging interactions would recover visitor knowledge.
To overwhelm any language hurdles that might happen in a tiny town like Wrexham, a digital caretaker might also deliver real-time translations for companies from overseas. This might serve the cumulative number of distant visitors, especially as Wrexham AFC and other local magnetism gain fame (Cahyanto, Gross and Kline, 2016).
4.6.2 Contactless Services and Mobile Check-In
Hotel Wrexham continues to employ conventional check-in procedures, even though major hotel chains have long embraced mobile check-ins. Using a mobile check-in option would allow visitors to avoid the front desk, increasing security and convenience. Additionally, a contactless check-in and check-out system would meet the expectations of post-pandemic guests, who now place a higher priority on expediency and health and safety.
Contactless payment for incidentals like room service or spa treatments may also be possible with mobile services. The hotel may accommodate tech-savvy guests and increase operational efficiency by lowering front desk traffic by incorporating this technology.
4.6.3 Personalised CRM Systems
As beforehand stated, the hotel's volume to modify visitor experiences can be greatly better by putting in place a Customer Relationship Management (CRM) system. By custody track of visitor favourites (such as preferred pillows, room type, or special food requirements), Hotel Wrexham might grow custom-made deals that make visitors feel valued. One frank technique to use data from CRM systems would be to deliver a recurring guest a discount on their following visit or to offer free spa facilities to those rejoicing a special time (Chang and Hsu, 2017).
4.7 Improving Systems for Service Recovery
Although Hotel Wrexham has a solid standing for handling grievances from visitors, the lack of a recognised service recovery plan may be a restraint. An efficient service retrieval system would ensure that problems are not only punctually fixed but also turned into education moments to avoid reoccurring.
4.7.1 Protocol for Structured Response
A service salvage plan should comprise a set of procedures for handling grievances from customers, commencement with an apology, moving on to a remedy, and finally making sure the visitor's issues are completely determined. To make sure no problem is missed, Hotel Wrexham could put in place a process where each grievance is logged and logged. It is also dangerous to teach staff the value of empathy and concentrated listening while treating concerns. When guests trust their issues are spoken effectively and with thought, they are more likely to break at the hotel again.
The hotel might further recover this by putting in place a recompense plan for visitors who have thoughtful problems while there. For instance, the hotel might deliver a free lunch or a discount on the visitor's following reservation if their room is inaccessible or there is a problem with the facilities (Fatima, Hu and Xu, 2019).
4.8 Green and Sustainable Customer Service Methods
Sustainability in hospitality manufacturing is more than just waste discount and energy preservation; it is an essential constituent of services that can be endorsed as a differentiator. Visitors are progressively selecting accommodations based on sustainability agendas, and Gen Z and millennials are chiefly likely to provision eco-friendly businesses (Tsai, Liu and Li, 2018).
4.8.1 Sustainable Facilities
Hotel Wrexham might start joining more ecological approaches into its aids to entice eco-aware tourists. Simple actions like organic, locally sourced soaps or switching out single-use plastic for eco-friendly replacements (like glass bottles or bamboo straws) would not only upsurge the hotel's petition but also give companies a sense of helping to reservation the environment.
Additionally, the hotel might deliver optional "green" packages that let companies decrease their carbon footprint by making aids to nearby environmental aids or by taking part in eco-friendly creativities like reusing towels and linens. Giving visitors plunders for choosing these eco-friendly options, such as loyalty points or a tiny discount on their stay, may encourage more careful trave (Toh and Ong, 2018).
[bookmark: _Toc182613957]5. Conclusion
The boutique appeal and market putting of Hotel Wrexham are heavily reliant on customer service management. Although the hotel is outstanding at providing adapted service and appealing to guests, there is room for growth, particularly in the areas of sustainability, staff training, and technical addition. Hotel Wrexham can reinforce its competitive benefit and keep providing outstanding guest involvement by filling in these inadequacies and exploiting its fortes.
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Conclusions: The Report's Main Findings
· Customer service management's (CSM) vital role in warmth: Hotel Wrexham's processes revolve around customer facility, which has a direct influence on patron contentment, loyalty, and standing. To draw in recurrence business and set itself apart from more recognised rivals, the hotel has made a name for itself as a boutique recourse that provides adapted involvements.
· Hotel Wrexham's Recompenses in Tailored Service: Hotel Wrexham is outstanding in offering adapted, amiable, and focused service. The staff's openness and skill are often acclaimed in positive visitor reports. Employees at the eatery and front desk are particularly much-admired for their attentive service and promise to customer gratification.
· Issues with Service Consistency: Although it places a lot of stress on customisation, there are times when facilities are unpredictable, particularly when new hires are complicated. One possible causal issue is the nonappearance of standard working events (SOPs) and recognised training for handling visitor complaints. Guests may have a diversity of involvements as a result of this randomness.
· Technology Integration: Although Hotel Wrexham prioritises conventional service delivery, there is a noticeable lag in the application of contemporary technologies including digital concierge services, CRM systems, and smartphone check-in. The hotel has fallen short of the greater expectations established by competitors who have included these technologies.
· Sustainability Initiatives: Although Hotel Wrexham has potential in this area, its current initiatives are modest. Sustainability is a growing priority in the hospitality industry. Incorporating more green practices could enhance the hotel's reputation, draw in eco-aware visitors, and conform to wider industry trends as guests become more conscious of eco-friendly measures.
· Employee Engagement and Training: Upholding high levels of customer service depends on satisfied employees. Although the personnel at Hotel Wrexham are committed, they might benefit from clearer professional development options and more organised training programs. Improved guest interactions and increased service consistency may result from increased employee engagement.
· Significance of Service Recovery: Although the hotel has shown that it is prepared to handle complaints from visitors, it does not have a structured, methodical approach to service recovery. This can lead to lost chances to convert unhappy customers into devoted supporters. Customer retention would increase and the impact of complaints would be lessened with a more organised service recovery framework.
Suggestions for the Wrexham Hotel
Adopt mobile check-in and contactless services to streamline visitor check-in procedures and bring them into step with modern technological trends.  
· Put a digital transformation strategy into action. Mobile check-ins would satisfy tech-savvy visitors and solve post-pandemic health and safety issues.
· Digital Concierge Services: An Overview Provide a smartphone app or online platform that makes it simple for visitors to make special requests, schedule local activities, and access hotel services. This would improve the visitor experience and increase convenience.
· Purchase CRM Software: By putting in place a CRM system, the hotel will be able to keep track of visitor preferences and provide individualised experiences, such as greeting returning visitors with special deals or extras depending on their previous visits (Kumar and Reinartz, 2018).
Create an Organised Staff Training Program: 
· Recurrent Training and Certification: Deliver all employees with a full training program that comprises frequent seminars and certifications in larger customer service. Managing grievances from visitors, resolving battles, and hopeful a professional and empathetic culture should all be covered in training (Ali, Kim and Ryu, 2016).
· Introduce Role-Specific Training: Make sure that the front counter, restaurant, and cleaning teams are ready to fulfil client requirements and tackle particular problems by modifying training to the errands of staff members. Found unmistakable career development trails by offering chances for development inside the hotel. This will recuperate confidence, upsurge employee land, and assurance that staff memberships are inspired to support good service values.
Improve Service Recovery Systems: 
· Found a Formal Service Recovery Process: Found a reliable procedure for handling visitor grievances, start with quick credit of the problematic and finally with appropriate compensation and follow-up. This will potential constancy and honesty in the treatment of grievances.
· Use Guest Response for Continuous Development: Put in place real-time reply arrangements that let businesses submit malfunctions as they arise, like in-room medicines or QR codes. 
· Found a Recompense Framework: Bring a methodical return plan for businesses that meet chief malfunctions. If noticeable extras (like discounts or freebies) validates that the hotel maintenances about its corporations.
Use Feedback and Data to Drive Continuous Improvement:
· Use Technology to Examine Guest Data: Use methods such as mawkishness examination to assess visitor appraisals and screen service projects. Assessment and survey data examination would crop significant info about parts that want growth.
· Close the Guests' Feedback Loop: Follow up with visitors to make sure they are content and to forge closer bonds after resolving their problems. This increases client loyalty and helps transform bad meetings into good ones (Cahyanto, Gross and Kline, 2016).
· Boost Interaction on Social Media: Keep an eye on social media and internet appraisals to demonstrate the hotel's devotion to guest desire and to react punctually to censure. In order to build faith, be open and honest about both promising and bad reviews.
Encourage a Customer-Centric Service Culture:
· Encourage a Customer-Centric Mindset: Make an environment where all staff are dedicated to the visitor experience. This involves not only responding to complaints but also aggressively going above and above for companies with modest, sole touches. 
· Inspire Exceptional Service: Establish a program for staff gratitude that honours those who go overhead and outside to provide excellent customer service. Teams who get unresolved visitor feedback may be qualified for financial inducements or employee of the month prizes.


[bookmark: _Toc182613959]Reflective Account: Personal Professional Observations on Customer Service Management at Hotel Wrexham
My internship at Hotel Wrexham (formerly known as Holt Lodge Hotel) has given me a wealth of information about how client service management is used in the warmth sector. I have had the accidental to watch and take part in many surfaces of the customer care series while I have been working at the hotel, from examining guests to handling complaints and fixing glitches. This thoughtful report inspects my observations, participation, and personal expansion on the part of the customer service organisation, with an importance on the hotel's recompenses, disadvantages, and growth forecasts (Chang and Hsu, 2017).
The Value of Customisation in Customer Support
The worth of customisation in the hospitality industry was among the most significant education I took away from my job. The standing of Hotel Wrexham has been recognised for its contribution to adapted, amiable, and concentrated service. The staff's skill and openness were often acclaimed by visitors, which augmented their level of desire and accidental of coming again.
According to my view, initialling could be as easy as remembering a visitor's name or being inquisitive about their motive for visiting (e.g., a romantic escape, work trip, or birthday festivity). These diffident actions well-known a rapport right away and gave companies a sense of position. The aptitude of the front desk staff to accomplish a wide choice of stresses, from restaurant misgivings to exact room setups, all while keeping a friendly and helpful demeanour, really satisfied me. I was educated from this knowledge how significant it is for hotel staff to truly attend to each guest's needs in addition to being well-organised.
But even with these hopeful examples, I also saw circumstances where missed chances happened due to a lack of a methodical method of customisation. For instance, new visitors, particularly those who were there for the first time, did not always obtain the same degree of modified treatment as frequent companies, who could have been called by name or given a singular note upon arrival. This established the necessity of more uniform Personalisation events and a methodical method for retaining visitor partialities throughout the hotel (Fatima, Hu and Xu, 2019).
Consistency in Service: A Problem for Smaller Hotels
Ensuring consistency in facility delivery across several staff memberships and changes was one of the problems I saw throughout my assignment. Some team memberships were naturally good at interrelating with customers, while others, particularly new hires, found it problematic to be as professional and concentrating, especially during frantic times. I saw that this inconsistency occasionally wedged the involvements of the visitors, as some felt that their stresses were not given the same courtesy while others were knowledgeable about the unresolved treatment.
When the front desk was packed with several companies during busy check-in eras, this problem was most seeming. In these cases, some companies established prompt, actual help, while others met delays or lacked the adapted attention that typifies outstanding customer service. I am careful about how these inconsistencies might be worsened by the lack of obvious standard operating events for handling high-stress situations (Toh and Ong, 2018). 
Efficiency in Service Delivery and Technology Integration
It became clear to me as I looked at numerous facets of the hotel's actions that, notwithstanding having a strong substance in customer service, Hotel Wrexham was not making the maximum of modern technological competencies to advance visitor involvement. Many visitors yet made misgivings for services, asked for extra amenities, or even gave explanations in person. This need for physical procedures infrequently resulted in disorganisations and delays, chiefly during busy periods.
I understood there was room for development when I was careful about the role of skill in customer service. Competence might have been meaningfully augmented with a digital caretaker, a mobile app for check-in, or a basic room service collation system. Furthermore, the hotel might have provided a more unified and modified knowledge by using CRM systems to display visitor partialities and behaviours. For example, I saw that though the front desk workers were fairly good at retention returning customers, they were powerless to save complete guest favourites for first-time guests. This brought to light the lack of technology substitutes that could enable the provision of facilities (Kim, Lee and Kim, 2019).
Another subject that needed development was the lack of a numerical channel for feedback. Feedback was now chiefly gathered through in-person conferences or printed surveys, which visitors might have effortlessly forgotten or ignored. By using digital tools like in-room tablets or surveys with QR codes, the hotel may be able to get real-time responses from its guests. This would let the staff solve glitches right away and keep refining the service.
The Effect of Employee Engagement on Customer Service
The considerable influence that servant engagement has on the calibre of customer provision was another significant understanding I had during my assignment. Outstanding service was a straight result of the Hotel Wrexham staff's clear desire for what they did. However, I saw that some staff memberships seemed fair-minded, particularly during slower times, which pretentious how they interrelated with visitors. Routine responsibilities that employees measured as boring or bland were infrequently blamed for the lack of attention (Xiang, Du and Ma, 2017).
From a decision-making position, I came to understand how serious it is to generate an atmosphere where workers feel respected, encouraged, and acknowledged. Staff that are affianced are more likely to go above and above for guests, making their break outstanding and hopeful recurrence business. This was chiefly noticeable during frantic shifts when driven staff continued upbeat notwithstanding stress. Those who felt underappreciated, however, appeared to be less enthusiastic, which had a direct effect on the calibre of service they offered (Lee, Park and Lee, 2018).
After giving it some thought, I think Hotel Wrexham might gain from introducing more official staff appreciation initiatives, frequent training sessions, and chances for professional growth. In addition to raising staff morale, these actions would give customers a more reliable level of service.
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