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Understanding and Engaging in Customer Experience



[bookmark: _Toc26906677]Introduction
Customers are the main reason why businesses are operating and existing in different markets. Current businesses in particularly in the hospitality industry have been forced to understand and engage customer experience in order to remain competitive. Customer experience is an exciting and critical opportunity which organisation use to interact with different customers with the aim of increasing profits and satisfying their needs. The customer who are exposed to positive experience within an organisation normally have high chances of becoming a loyal customer. In modern business environment, such customer experience differentiates different brands and is influenced significantly by development in digital technology. In this report, various factors that influence ability of Travelodge to maximize value of customer are analysed. Moreover, various systems that support quality processes in Travelodge are identified. Travelodge is second largest hotel brand in UK after Premier Inn. It was established in 1985 with headquarters in Thame, UK. 
[bookmark: _Toc26906678]Factors that Influence ability of Travelodge to maximise customer value.
Employee training and experience. The human resource department in Travelodge is so keen in ensuring right employees with necessary skills, knowledge and experiences are hired during hiring process. Every employee undergoes initial training immediately after hiring and continuous training thrice a year for continuous development (Clark and Myers, 2007). These training are done with aim of improving employee skills and knowledge to match with vision and objective of Travelodge. Such training assures customer of quality services and experiences. Adequately trained and experience employee is able to handle any challenge that may arise from customers in a positively way that increases confidence of customers visiting the hotel. They are also able to think critically and come up with important ideas needed for continuous improvement. Travelodge encourages specialisation of employees in specific field to ensure individual effectiveness in a given job responsibility (Schmitt, 2010). 

Creating clear vision. Any activity involved in increasing customer experience require proper strategy which has clear vision that act as mental picture to which the organisation wants to achieve (Homburg and Kuehnl, 2017). Travelodge has created a clear vision that communicates what it desires to achieve towards customers and unifies all stakeholders towards a common goal. Travelodge vision recognises the hotel brand as unique in hospitality industry that fulfil its promise to customers in terms of offering quality products and services at affordable prices and guests recognised as great friends. Such vision has been communicated to every employee and acts a guider in ensuring all customers access to quality services and their satisfaction is catered for to ensure customer experience. The critical values uphold by the vision has been designed to be part of organisational culture and their presence drives positive behaviour of Travelodge towards satisfying customer needs. Training is done on continuous basis to ensure the vision of company is well understood by all employees and practiced accordingly to ensure the objective of remaining top brand in terms of quality service in UK is maintained. 
Understanding the business customers. Travelodge has put measures in place aimed at understanding the actual and target customers in the competitive market. The use of current technology like online platforms and organisation website in particularly has played a great role in understanding different stages of customer making decisions and use it to understand their actual needs, where to meet them and best mode of advertising that can reach them (Schmitt, 2010). Travelodge also has been able to connect and understand various challenges that their customers are going through in the process of acquiring products or services that the business is offering hence providing solutions to their needs instantly and developing further guidance. Travelodge uses market segmentation by focusing on customer’s similar needs or response and distinctive property from other groups in order to ensure their expectations and satisfaction are met. Customers are segmented differently gender, age group, social class and lifestyle to understand specific needs. For instance, most customers of below 35 years have shown to prefer internet and first foods compared to older generation. Within this year, Travelodge year has utilised creation of personas among customers to allow customer supporting team with ability of identifying them easily while understanding them better in fulfilling their needs (Homburg and Kuehnl, 2017).
Creating emotional connection with customers. Travelodge has great value and care to their customers to extend of creating emotional connection. This has shown to increase customer experience since every employee has been trained on how to create emotional connection with customers (Lemon and Verhoef, 2016). For example, any valuable item lost within the hotel are refunded and any delays in serving the order requires the waiter to award the guest with after sale service. With such emotional connection, the customer becomes more loyal and leaves them with positive experience, and memory after using products or services from Travelodge. Research conducted in hospitality industry by Harvard Business Review Study indicated that 52% of the customers develop experience based on emotions (Rawson et al, 2013).  It also revealed that customers who have been engaged emotionally have likelihood of three times to recommend others to products or services consumed. Also, such customers are over 94% willing to re-purchase services and products (Rawson et al, 2013). This has been the basic principle under which Travelodge has used to remain competitive in hospitality market. 
Responding to both customer and employee feedback instantly. Digital technology has revolutionised the process of receiving customer complaints and replying them instantly in Travelodge through use of Websites, emails, social media platforms like Facebook and Twitter. This has been helpful in ensuring any challenge addressed by customers are positively addressed to ensure customer experience is enhanced. This has further resulted to production of personalised services and products based on individual preferences like personalised free conference room, customised foods and automated emails hence increasing customer satisfaction.  Research in UK indicated that 87% of hotel guests prefers personalised services (Rawson et al, 2013). Employees on other hand are useful source of important information needed for further improvement since they interact with customers. Travelodge has designed proper channels of communications that gives employees chance to communicate with their respective team leaders. Also, special email address and website page have been provided to employees where they can address issues in the company. This is critical in ensuring that any improvement opportunity identified receives attention and necessary measures to assure customer satisfaction. 
Local competition. Travelodge is situated in competitive business environment from other well established brands like Premier Inn, Imperial hotel and Landmark hotel. Such competitive environment forces Travelodge to engage in extensive market research with aim of establishing new ways of operation that attracts new customers or maintaining existing customers. It also learns new ways and approaches of handling customers in the digital market. In the process, Travelodge is creating competitive approaches of satisfying customer needs and experience in order to remain competitive in the hospitality industry. In such competitive environment, customers are only willing to spend on brands that offers quality services and products like Travelodge (Grant-Braham, 2008).
Elements of marketing mix. Travelodge applies various aspects of marketing mix in its operations to satisfy customer needs and expectations. They ensure right product or services is availed to customers depending on their needs and of desired quality compared to those offered by competitors. The prices of commodities represent the actual value of products being purchased and affordable to consumers compared to competitors (Clark and Myers, 2007). Customer are assured of products or services inquired during booking and their availability in the hotel. The hotel uses several promotion methods to reach target population ranging from advertising using Website, Facebook and Twitter to public relations like special events and seminars. Travelodge use physical evidence like well-designed front office, comfortable finishing and spacious, and colourful guest room. The organisation has well designed processes that ensure smooth flow of processes while minimising costs hence more focus on customer needs and satisfaction (Homburg and Kuehnl, 2017). 
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Total Quality Management (TQM)
This is management approach that plans and implements the processes of improvement in organisation to satisfy customers’ needs. This allows every member in the business to participate in improving the culture, processes, services and products from the business. It has 8 main principles of operations: 
Being customer focused, the level of quality is determined by the customer. Customer being the end user of the products and services produced by Travelodge determines whether the various activities of organisation like employee training and use of digital technology are effective in offering their desires (Hill and Hill, 2017).
All employees in Travelodge have been trained, empowered and offered conducive environment that guides them to work towards a common objective of the business. Such employees are able to deliver quality services and products that meet customer requirements. 
According to Goetsch and Davis (2014), TQM in Travelodge depends greatly on the processes that are well defined and there is continuous monitoring of performance measures that can detect any slightly variation in conversion of raw materials into products or services that are purchased by customers. Such processes determine the kind of products or services that customer who are in need can access to satisfy their wants.
Travelodge has different vertically structured departments that are organised and the main focus of TQM is interconnecting horizontal processes. All minor processes are integrated to form larger processes that are essential processes in Travelodge that are required in implementing the strategy (Goetsch and Davis, 2014). This therefore expects every individual to understand well the mission, vision, objectives, quality policies and important processes in Travelodge. This means that the performance of Travelodge is examined and always communicated hence ensure customers access to quality services and products.
Strategic planning ensures quality is integrated as main aspect of Travelodge that ensures the mission, vision and objectives of the business are attained hence customer are able to access quality products and services. 
Travelodge depends on TQM for continuous improvement to make the business more competitive in the hospitality industry while meeting customer expectations and experience.
The performance of Travelodge is determined and analysed through measuring performance data. The business is therefore expected to collect such data continuously so that decision making process can be improved and future prediction can be made done easily based on the history (Klaus and Maklan, 2013). 
Travelodge has been successful over the years due to effective systems of communication on daily operations of the business and implementing any change to the business. It is done through defined strategies and method. 
TQM is useful approach as it results to production of quality products at lower costs and improves company reputation. It however requires business-wide commitment to attain quality improvement, require more finances and resources, and it takes longer period for implementation.
Six Sigma
It refers to statistical technique that aims at reducing variation in the process while eliminating any reject through defining, measuring, analysing, improving and controlling the actual process. This system is critical in production process as it ensures customer satisfaction is increased through increased quality, productivity, improved employee morale and conducive working environment while reducing number of rejects, costly reworks and production time (Hill and Hill, 2017). The basic principles of these approach is as follows: 
This system is utilised by managers in Travelodge to reduce waste through process improvement. The main objective of the business is to produce quality products that meets specifications to satisfy the needs of customers. Any non-conforming product in form of reject should not reach customer and Travelodge utilises the approach to minimise time, resources and cost in order to be effective in delivering quality products continuously. The systems ensure all rejects are trapped and removed before reaching customer (Schmitt, 2010).
The system allows Travelodge to focus on customer satisfaction. This is because customers in Travelodge have different definition of quality which the business has to understand and put process improvement measures that ensures their satisfaction accordingly. When Travelodge has addressed customer the needs, it means customer expectations has been fulfilled.
Travelodge utilises business data to determine process variation which can be natural or special cause variation. The business uses the approach to reduce special variation through identification of the root cause and understanding whole process. Such deep understanding of the process is gained through studying and experiences after working with similar process over time. The detailed information about the process is critical in identifying variation which can be collected once the goal of data collection has been defined with appropriate method of collecting data (Chuang, 2013). Data can be collected through making personal observations, interviewing employees or just asking questions. The data collected provides useful knowledge about the measures needed to reduce or elevate variation in the process and this is important in ensuring customer experience is enhanced through production of quality products and services.
The system involves employees from all levels of management and process in Travelodge as it creates good working teams. Such team is able to take responsibility on the various improvement processes. Their effectiveness in Travelodge is increased through adequate training on various techniques of the Six Sigma. Essential skills needed in the process of improvement are created when diverse team is created within the business (Schmitt, 2010). For instance, combination efforts from different employees like housekeepers, Receptionists, security amongst others in Travelodge are able to determine how to serve quality and timely services to customers.
Six Sigma requires employees who are flexible and thorough in operations (Hill and Hill, 2017). Adaptability in Travelodge is encouraged while any positive changes experienced in the business are acknowledged. Employees are motivated on yearly basis with aim of ensuring they accept to management changes in systems of operation within Travelodge that aims at reducing process variation and maximise on the improvement. Changes can also be acceptable to employees when they have been educated on the importance of Six Sigma to the business. Process variation is also reduced through thorough understanding of procedures so that any change introduced works effectively (Gentile and Noci, 2007).
Six Sigma method has advantages and disadvantages. It is an essential approach that has proven to be effective in adding value and quality to services and products offered. It also provides appropriate recommendation before Travelodge incurs loss. It however generates large amount of data since it monitors the process at every moment hence time consuming and increased costs.  
Just-In-Time (JIT) Inventory
This is a management approach which ensures that all raw materials from suppliers are aligned with the production schedules so that materials are availed to Travelodge only when in need. It increases efficiency in production process and while reducing inventory costs as various departmental head in the hotel forecast for demand correctly (Styhre, 2001). For instance, the hotel increases inventory for raw materials needed in preparing food and drinks mostly preferred by customers during summer when the summer is near. This principle is mostly applicable in situation when production is steady, suppliers are reliable and hotel has high quality employees. It benefits manufacturers by ensuring they don’t hold any unwanted inventory in case the order is cancelled.
In JIT, production process is done as per the planned orders and any new system of production has to be ascertained that the final products in Travelodge are produced on time and when the customers are in need. Most of the orders in Travelodge are planned when the customer is booking for the hotel and season determine the type of products offered to ensure customers get what they order.
Production in large quantities when the hotel has not received many orders from customers is controlled through production in small batches. This eliminate wastage and ensure customer needs are satisfied on time since it is easier to make adjustments in planning production in relation to market demand (Walker et al, 2014). This further reduces any uncertainty that could possible experienced in the hotel in case there is sudden increase of unexpected guests in the hotel. 
JIT is essential technique in Travelodge that reduces wastes in every system of operation. It has aim of increasing production efficiency while eliminating wastes through ensuring the costs of input doesn’t exceed the costs of output. This guarantee continuous customer satisfaction through eliminating wastes such as inventory, rejects, overproduction, transportation, time and non-functioning procedure.
Flow of product is improved continuously. This approach eliminates all processes that hinders smooth flow of process in production within Travelodge hence ensures consistent production to meet customer requirements. 
The quality of product and services offered to customers in Travelodge improves. This approach ensures that the desired quality products are obtained free from rejects and all process deviation stages are identified and corrective actions taken to ensure customer requirements is attained (Hill and Hill, 2017).
Respect for people. This system of operation ensures every individual in Travelodge is given opportunity and power to make decisions on whether a given process can be terminated or continued based on process issues. This ensures customer needs are identified and fulfilled accordingly. It depends on the effective systems of communication and employee empowerment in making appropriate decisions (Chuang, 2013).
The approach is efficient in holding inventory stock in the business, reduces wastages significantly and improves quality of products and services offered to consumers. It however requires more planning due to seasonal changes, it normally risks the business to run of stock in case of inconsistent suppliers when demand arises unexpectedly and requires more finances to be effective.
Lean production.
This is management system technique that is created with aim of reducing wastes from production processes while maximising the value of services or products to the customer without compromising quality. It is an essential tool that creates an organisation that’s more efficient and effective in terms of quality operation that ensure customer satisfaction (Goetsch and Davis, 2014). The basic principles of this technique is as follows:
Identify value. Every customer is willing to pay for the value hence most important aspect in determining customer needs (Clark and Myers, 2007). Travelodge identify customer value through websites, social media platforms, surveys and interviews to understand customer expectations.  The needs are uncovered and design products or services to fulfil those needs. 
Map the Value stream. Once Travelodge has identified customer value, the business use those values to identify necessary activities that result to that value. Any activity that’s identified and do not contribute positively to the final customer needs are eliminated as waste. The non-value steps but necessary are reduced to minimal levels. These activities of eliminating or removing unnecessary steps ensure customer are obtaining exactly what they need while reducing production cost to Travelodge (Homburg and Kuehnl, 2017). 
Create continuous workflow. Once Travelodge has removed wastes from the processes, necessary measures are taken to ensure that the remaining processes runs smoothly without delays. This is done through creating cross-functional department, simplifying stages, training employees and levelling out the workload (Styhre, 2001). 
Establish a pull system. This aspect ensures that the inventory is limited since its major waste in production processes and ensuring necessary information and raw materials are availed for smooth process flow in the case of JIT. This is critical in ensuring that all products or services offered by Travelodge are able to satisfy the customer needs and expectations.
Continuous improvement. This is last important stage that ensures there is continuous improvement in process and products developed to satisfy customer needs. Travelodge has put several measures in place that ensures all employees are part of these initiatives of continuous improvement on daily basis to remain competitive. Every department organises daily meeting to ensure they discuss what has been done, what need to be done and any challenges raised. This has been very essential tool to Travelodge in remaining competitive hotel brand in UK while offering quality products and services to consumers.
The main advantages of this approach is that it enables business to reduce wasteful activities and focus on valuable activities. It results to improved efficiencies and productivity in organisation as employees are focusing on delivering value. Pull system ensures production is done when there is actual demand (Gentile and Noci, 2007). It results to better utilisation of resources. It is however has little margin for error hence equipment breakdown results to lose of optimised efficiency. Any breakdown can damage good relationship between business and customers due to failure of delivering products or services.
Administrative Management approach
This is classical management approach that was proposed by Henri Fayol and focuses on all activities that a give organisation must conduct (Peaucelle, 2015). It is eused by managers at Travelodge in decision making to ensure different services and products offered meet customer requirements. 
There is specialisation of employees at Travelodge workplace and this increases their efficiency and accuracy in providing quality products and services that meet customer needs. All employees are given orders at Travelodge by managers who have authorities and this ensures every employee performance is monitored to offer quality products and services as planned by management (Peaucelle, 2015). 
Every individual in Travelodge is expected to be discipline and adhere to mission and vision of the company with aim of ensuring value of customer is portrayed by the vision is maintained and improved further. Travelodge ensures its employees are productive, motivated and treated equally in order to deliver quality output and adhere to continuous improvement practices that aim at enhancing customer satisfaction. All employees are expected to receive order from one manager and their respective activities are linked together to objective of the Travelodge. Employees are involved in decision making processes hence they contribute in continuous improvement process to the hotel. The employee efficiency in the hotel is enhanced by having right resources that ensure quality results from individual person (Peaucelle, 2015). 
It is a well explanatory theory that describes in details how to handle employees with management techniques. Its most applicable since it has proven to work. It however based its facts on human who naturally make mistakes which undermines the teamwork since it’s based on having harmony among employees to have strong management. Some practices are not applicable in current business set up like control and authority over employees (Walker et al, 2014). 
[bookmark: _Toc26906680]Conclusion
In conclusion, customer expectations in current hospitality industry have gone higher compared to previous years due to diverse information available online. This has forced businesses to develop specific approaches that identify customer needs and expectations with aim of remaining competitive in market. When businesses understand the customer experiences needed by their consumers, it can maximise it to obtain long term customers loyalty. Every stakeholder in business must be involved in ensuring customer needs and satisfaction is attained accordingly. 
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