                    Understanding and Engaging in the Customer Experience 
(BMSW5103)
                                                                            

                                                                            
Name: David Renato Fiola
ID number: 1818486
Tutor: Mary March


Executive Summary
The purpose of this report is above others to show the experience what I have gained how to use CRM system and about its importance, digital marketing, service quality model, business process, innovative techniques and analyzing the organizational structure. Moreover, statistical knowledge of the understanding and engaging in the costumer experience, based on my own experiences during the time I was working with Zizzi.
Zizzi restaurants are unique in all aspects and ensure the best atmosphere by spreading kindness and professionalism in one word as they say: Zizziness!
Competitors can easily produce equivalent products and services because Italian restaurants are popular in the market. On the other hand, Zizzi reacts quickly and very well to all the threats from competitors and in this case also to the external or internal factors. However external political factors have influenced the business situation since the restaurant cannot control political factors but must respond to them. Therefore, Brexit influenced the company as well as made changes in the management regarding the suppliers with whom the contract had to be terminated. However, instead of Italian suppliers they immediately entered new contracts with British companies and tried to get the materials even cheaper than the previous suppliers so that they could make a profit.
This report includes also above others about how to use CRM to not only use it for operational day to day work which gives particularly good analyses but also helps to support colleagues in their daily work. To understand the key point I mention opportunity management, which is one of the most important in aim to use CRM in a professional way. This built-in functionality guides you through the entire business process from initial design to development.
Regarding Covid19 they had to take immediate action; however, Zizzi head office has developed a strategy on how to survive this tough time. Faced with fewer opportunities because of covid, they had to find something to keep the interest of the customers and keep their relationships as they were before the pandemic. Therefore, soon they announced they have made a contract with a company called coco di mama which made an extremely strong impact financially for the company since coco di mama prices are much lower than Zizzi prices. The customers were satisfied with the quality of the food so the impact on this increased too with everything else that the management had planned.
This report contains an overview of these business strategies, and their process of what research is needed to be successful and how to maintain a good relationship with customers.
It is important to examine the key factors which have an impact on the way the business works and functions and must also affect the system through which they can enhance their clients' experiences by matching their requirements. These are extremely useful in ways of developing to make more efficient decisions and planning more effectively and this has an enormous impact on the quality of services and costumer expectations.
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Introduction

"Excellent customer service is the number one job in any company! It is the personality of the company and the reason customers come back. Without customers there is no company!"  (Edler 2021)
Setting targets and reaching them by increasing employees' and leaders' skills will lead us to success and profits for the organization through several techniques. However, in Zizzi we know that costumers are the first beside the high quality of customer service we provide, we work on crucial factors which make difference between us and other organizations to grow faster in our section to enhance our ability which will provides more opportunity to meet our customer needs.
This direct impact is the most important therefore we need to know our customers' experiences.
This report includes the internal and external factors which affected the organization system regarding Covid-19 challenges and how did we managed to keep a good relationship with our customers while reaching the target of our business objectives.
This report includes several factors which support the organization in maximizing customer value, moreover in addition I will analyze and evaluate the various systems implement the supported organizations and quality processes and analyze the systems that are effective enabling the organization to meet the required standards.
For this report, the chosen organization or company is Zizzi Restaurant which was founded in 1999 by the brothers Samuel and Adam Kaye. Zizzi is a chain of Italian inspired restaurants but since the first doors were open in Chiswick another 131 were opened including in Wales, Ireland, and Scottland.

Main Body

A customer is the most important visitor to our premises, he is not dependent on us. We are dependent on him. He is not an interruption in our work. He is the purpose of it. He is not an outsider in our business. He is part of it. We are not doing him a favor by serving him. He is doing us a favor by giving us an opportunity to do so.” (Gandhi 1890)
In hospitality Zizzi restaurant succeed based on customer experiences and values to achieve goals and lead us to accomplish our set of targets. However, our organization is in a wide sector therefore we are dependent on several factors that will lead us to direct customer improvement based on improving an organization’s ability and potential as well as attracting more customers to the business.
“Delivering excellent customer experience does not require constant hype or marketing initiatives. Nor is it complicated. But it is hard work. It is about focus. Focus on the customer, making sure that we are delivering everything that they need and adding a bit extra.” (Hague P and Hague N).
It depends on many things; especially what skills employees have and how passionate they are with their role in the workplace and what they do to increase the business to conduct business activities in an extremely effective way. 
Zizzi must develop business strategies to make customers feel they are valuable for the company and have a positive impact overgrowth, therefore they are influencing our company by themselves to spread what they experienced.
“Whatever you do, do it well. Do it so well that when people see you do it, they will want to come back and see you do it again, and they will want to bring others and show them how well you do what you do.” (Disney W) 
According to Disney we can only get more regular customers if we are satisfying our existing clients, furthermore, increasing their values but the key to this is to develop thorough information and understanding about diverse ways and techniques.

Innovative Techniques
In Zizzi we are using several types of tools and technology to enhance customer values. It is particularly important to have modern and quality equipment's to run such a busy restaurant safely and prepare the food always on time. During Covid19 there was no heater to keep the food warm while me and the head chef were waiting for the rider therefore Zizzi head office made an immediate step and they decided to provide a professional heater specialized for food to minimize the risk of cold food, with this satisfy customer basic needs to get the food warm.
Employees
With the objective of making a significant impact on the ability depends on the employee factors how well they are providing these services or skills to comply with customer expectations and increase their overall experience.
Primarily, employees are the first and the key in our organization from the warm welcome through the high quality of service therefore, we are providing effective training before they start working for us, but we care about that not to take their personal magic because in Zizzi our secret to spreading Zizziness every time.
We are superior to competition because we hire employees who work in an environment of belonging and purpose. We foster a climate where the employee can deliver what the customer wants. You cannot deliver what the customer wants by controlling the employee.”  (Schulze)
CRM system
CRM system with the aim of helping us provide a better understanding of our customers and take advantage of that information to deliver a supreme customer experience.
On the other hand, CRM helps to define customers in recognizing values and full filling by ensuring services that exactly meet customer needs.
In aim to maintain a powerful and resilient relationship with our customers in this modern world it is crucial to work with it and build it to our business life this useful and effective system to keep required data, facts, statistics, and all information of our customers.
“Successful CRM is about competing in the relationship dimension. Not as an alternative to having a competitive product or reasonable price- but as a differentiator. If your competitors are doing the same thing, you are (as they generally are), product and price will not give you a long-term, sustainable competitive advantage. But if you can get an edge based on how customers feel about your company, it’s a much stickier–sustainable–relationship over the long haul.” (Thompson)
According to Thompson in Zizzi we are working hard to make a difference between us and our competitors since Zizzi is not unique in our sector therefore the threat would be extremely high.

Business Process

In Zizzi, the leaders manage the business process well which is works as a stream through the employees whether it is a task or any activities, they are involved in but crucial to focus on delivering services to clients and add additional values.
However, this process is essential and responsible for focuses on schedules, schemes, timing, planning, inventory, and many other tasks. This process aims to help us to increase our performance in a crucial way and as I mentioned this symbolic flow helps in day-to-day activities and this way maximizes the chance to meet more efficiently with our customers' expectations.
My opinion regarding the pandemic, the business process has never been so important and essential as much as we need it now to use it well in our organization as these processes crucial to managing and changing teams and to re-engineering must become important for the business life too. To succeed together it is crucial for leaders and employees to trust each other and support each other with every task by focusing on their key role at the same time.
Managers and supervisors can help by setting up some processes and practices, but they will have to keep reviewing and changing them to adapt to new circumstances. However, managers and supervisors cannot expect to have every innovative idea. They must be prepared to receive and implement suggestions from their staff.
As processes change, so will workstations. In the beginning, there may be fewer workstations doing more activities, and then as innovative ideas come in, so those workstations will increase and specialize.
Do not expect to get everything right the first time. Learn by practicing often and making mistakes. In some ways, you will be rebuilding the old manufacturing processes from scratch.
According to (Griffiths) we must be patient with each other and motivate our team to develop themselves by learning and increasing the performance of the company.

SERVQUAL
SERVQUAL assists in measuring scale of the quality in the service industry, between customer experiences and 5 gaps belonging to this model which in aim to help Zizzi to identify problems moreover avoid them in the future. The model is designed to evaluate the evaluation of service quality dimensions and their connection between internal customers front line workers and internal suppliers  through a huge service organization.
The following model describes it:

[image: ] A conceptual model of service quality. Source: Parasuraman et al, 1985.

GAP1: Consumer expectations and management perceptions
When the interpretation of details and information is poor by the management then it is common to lead us to misunderstandings what our customers required was different than what we provided.
“Service quality is the single most researched area in services marketing to date.” The primary reason behind this is the importance of quality that is necessary to compete in the market. The intent of this kind of research is to focus on the gap that exists between the customer’s expectations about the quality of service and what is received by the customer. 
According to Baron (2009) the importance of quality is necessary to compete in the market which we can only get if all of us, including our management, must focus and prioritize customer expectations.

GAP2: Management perceptions and service quality specifications
I would start this with an example: Our head chef in Zizzi as he belongs to the management requires second chef to get ready the starter before he finishes with the main course, but he does not say when and how much time he needs till serving the main course. However, the head chef correctly recognized perceptions he missed to provide efficiently the performance standards. This shortcoming is due to poor planning and lack of commitment. “
According to Wisnewski (2001) “Service quality is a concept that has aroused considerable interest and debate in the research literature because of the difficulties in both defining it and measuring it with no consensus emerging on either.

GAP3: Service quality specification and service delivery
 My understanding according to Dedeoğlu(2020) it could be described as a disinclination by the staff, they cannot meet the requirements in diverse aspects. Lack of acknowledgment, deficiency in training. 

GAP4: Service delivery and external communication
XXI. Century providing us several platforms and alternatives, opportunities for the purpose of influencing our organization. As an example: In Zizzi we are advertising our new menu which we advertised with our new pasta that comes with tasty garnish and Shropshire Blue cheese on top.
When customers have been served by the waiters, they realize there is no garnish, and the pasta does not come with more than a normal parmesan cheese. This is a good example of how this gap could arise from the promised service which has not met with the actual service either the customers' expectations.

GAP5: Expected and experienced services
This gap arises from the misunderstanding between the management or company and between the customers. As an example, I mentioned before, in Zizzi we are providing coupons, discounts, and several benefits for the customers. Sometimes customers misunderstand our policy and ask to apply Tesco vouchers and NHS discounts together which we are unable to make because of our system but the manager could effectively handle this situation with the aim of satisfying customers.



Customer value framework 

The creation of customers' value has long been recognized as a central concept in marketing (Woodruff).
In this regard, our purpose is to create valuable work in this area to enable leaders and managers to think more creatively about customer value creation. Our goal is to strengthen our relationship with costumers and develop customer proposition values which will give massive support to encouragement of customer engagement.
However, based on my opinion, customer value in 80% should be based on emotional attachment and this emotional bond can be described as the Zizzi customers found our food, treatment, service, environment unique in a way of what service we produced during the additional time they spent in the restaurant they found the service to provide an added value for them.
Based on this I ensure that this ingredient will lead our restaurant to a crucial impact and drive us to succeed together by reaching a set of targets.
Now I am going to analyze and investigate the 4 types of value, each of the four major types of value has crucial appearances advantages or victims in that category and illustrative examples of branches that focus on building that type of value.

Functional Value
This value refers to the products and services that are supplied or offered by the restaurant.
It is extremely important to use well functional value because we can gain an advantage over our competitors with this, especially food wise and service which must be warm Italian from the beginning till the end. Which will following convenience of customers moreover in addition to give more value to customer experience.
Emotional Value
It is remarkably simple; we must give our customers what they expect from us, why they are choosing our environment. They are supposed to eat traditional dishes in an Italian environment, which makes them feel their primary nostalgic memories from Italy.
 Based on this we are expecting a crucial increase in the level of customer values.
Economic value
This is a crucial value in my understanding of values, this one is the most important of all above, because as an organization no matter what service they are providing but it must be suitable for the value of customers' wallets. Zizzi provides offers and discounts to everyone, we have family discounts, NHS discounts, Local Discounts, Student discounts, Tesco discount, and exclusive discounts for specialized meals which are available in the calendar year every day. During the pandemic Zizzi made a crucial contribution to take advantage of its potential and regular customers as this helped to strengthen the overall experience and value of customers.
Zizzi applied extra dishes for the meals for a cheaper price and made an impact with free starters as well. Zizzi had an impact and made an enormous advantage by lowering the prices.
Consumers were much happier that the meals bought from Zizzi were cheaper and they received more food for a small amount of money.

Symbolic Value
In Zizzi we put out so much effort to consider symbolic values of clients because it is crucial to make them feel valuable to us. When we dream about our own business, we choose our customers first, what environment that we are providing them with, what trend and design will increase their interest and attract customers towards organization as well as its services that we are providing.
We, as an Italian restaurant, must be rustic the design as well as our dishes and our habit, moreover extremely warm as Italian people welcome people and let them in the restaurants as their own relatives.

End value
This value can be described as a summary of all the values that are offered by the restaurant to our customers, and to analyze and draw a clear picture of our services we express to the clients.
This is particularly important for the company to be able to move forward and reach our goals with the aim of improving the level of customer experience and satisfaction.
On the other hand, it is also particularly important to make decisions according to the needs of the customers and we must be effective in a way of working on strategies which will support the customer's experience.

Digital Marketing
Digital marketing called as an impact of XXI. Century because we can reach our customers on all platforms and provide them with our marketing activities, including promotions, new dishes, pricing, delivery options. Customers can take advantage of finding out our news just by clicking on our platform, but it is more than just commercial because they can easily make reservations and deal with ordering food as well.

“How do internal and external factors including COVID-19 affect or influence organization's quality systems and controls for customers and how the organization can deal with the new situation and achieve its business objectives by developing and maintaining good customer relationships?
For hospitality organizations it was a crisis many people still lose their jobs, and the other threat is those who must come back to day-to-day work are required to continue their role and task when they have stopped working.
It is hard for everyone but in Zizzi we started examining how to apply different narrative strategies on the workers and provided several trainings in aim to help them to increase their ability to work at the same level as Zizzi required. Therefore, I can say that external factors nor internal factors could not affect or influence our activity and its service or its quality system. After the pandemic it was physically and technically impossible not to brook several threats which have an immediate influence on our quality system, but our leaders worked on it to reach the set of targets and achieving new goals.
As I mentioned before, we were lowering our prices and provided extra dishes for additional food, which increased our objectives with our new potential customers. Zizzi later announced another impact in our sector which was an agreement with Coco Di Mama, who provide extremely delicious food for affordable prices. Our selling was incredibly high, and people loved the thing that they are getting more from the small budget. Zizzi also has changed the menu to impress the customers which was another impact during Covid19, we provided foods which have never been served in the restaurants and rustic traditional food which landed straight front of our customers door.
I hope we are not going to struggle with this pandemic but if yes, we are more confident about what to do and how to maintain a good customer relationship.

Conclusion 
To summarize the things that are mentioned in this report, every organization must understand their customers' needs and expectations to make an enormous impact on their experiences.
 For the company will also help in the management in development of effective or plan through which can make an impact and development by increasing the profit as well. 
The organization needs to determine several factors which influence their business operations and functions. Moreover, the Organisati need to determine the quality process crucial to find out if they can meet the expectations and needs of customers successfully. To develop effective strategies, we need to use models like SERVQUAL and with this our strategies and planning will be more effective and efficient.
However, to determine factors and afterwards influencing the business operations to maximize customer value. Our model that I referred to in my report, I will try to apply in day-to-day work and take advantage of the new knowledge. SERVQUAL will help me in providing more effective training which will have an impact on employees' performance and lead us to a quality service to enhance our customers' experiences and increase profits in the future.
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