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[bookmark: _Toc79449132]Executive Summary
Customer experience management through CRM (Customer Relationship Management) and customer service practices has been a relatively new service strategy that organisations often carry out as a bonus to their respective services to the consumer base. However, as the pandemic situation has confidence many to the online world, the necessity to manage better customer relationship and providing positively on customer experiences have proven to be one of the key business strategies to gain in favour of a business. Similar issues are true for hotel and hospitality organisations where quality systems and control for customers in the organisations have been widely impacted and needs good part in careful deliberation for strategizing and providing services. This is a report describing on the quality systems and customer relationship management within the Manor House Hotel to gain benefit for the overall business. 
















[bookmark: _Toc79449133]Introduction
Quality process in organisations account for better performance by the human resources of the organisations, better customer satisfaction with the organisational brand and overall efficacy while handling limited resources for their  maximum utilisation. On the other hand, according to Bergeron (2002), CRM/Customer Relationship Management of an organisation looks into managing longer lasting and positive relationship with its customer base. CRM, henceforth, impacts company by increasing loyal customer base, increased customer trust positively effecting their spending on availing company service or products and earliest detection of changing trends in consumer base for strategizing effectively in a timely manner (Buttle, 2008). Excellent customer experience through effectively maintained CRM allows the business grow with the continuous and oft ne increased support of customer helps strength its market share and improves company performance at the end.
This report will cover the way that management of the Manor House Hotel can create in-depth understanding of customer experience and strategize better for making customer engagement an essential part of its business operations and contributing positively toward its growth over time. So, various marketing and CRM theories such as Maslow’s Hierarchy of Needs, Marketing Mix, Total quality management (TQM), SERVQUAL and 4L’s of Customer Engagement will be discussed briefly for general understanding of this in generating positive customer value for any business brands. Then, a thorough exploration of these theories in maximising customer value by the organisational operations with deliberation for various important influential factors will be also analysed. Also, various systems in place within Manor House Hotel for retaining customers over time with CRM practices will be discussed. The findings will focus on the area of concentration for the hotel to weigh in on for sustainable organisational growth in the future beyond the pandemic situation.
[bookmark: _Toc79449134]Company Context
Manor House Hotel is a three star hotel situated at Leyton in east London (Manor House Hotel, 2021). The hotel is at a convenient place for visiting almost all of London including nature areas, city, financial institutes and other tourist attractions. The hotel provides a range of accommodation options for groups, individuals and couples. Also, their shared bathroom facilities allow for a rather affordable accommodation option alongside regular private bath at convenient pricing for various room size (Manor House Hotel, 2021). The hotel also provides limited parking service with all time TV in room, Wi-Fi in communal spaces, communal kitchen for making own foods, etc. Also, the 24 hour reception and luggage storage facilities are available with complementary self-serving continental breakfast in the hotel accommodation (Manor House Hotel, 2021). I have been associated with the organisation has known people who worked part time for a few months in the establishment. The hotel’s accommodation terms and conditions dictate that cancellation and postponement of booking needs to be confirmed from customers 72 hours prior scheduled date, while the hotel keeps the rights to cancel or postponement the same at any instance (Manor House Hotel, 2021). Furthermore, According to Manor House Hotel (2021), the cancellation and re-arrangement of bookings without cancellation is possible in case of government or national shutdowns which has been the case for UK during the COVID-19 pandemic. The inequality and possible issues with prior payment in case of re-arranges booking dates may cause CRM problems as the organisational policies are not in favour of the customer’s  Hence, the company can find on possible remedies or ways to solve this issue with the customers to create trustworthy and stronger bond with them through the CRM operations.
[bookmark: _Toc79449135]Models Review
Customers to any business serves as the greatest asset (Payne and Frow, 2013). In present era, customers have been becoming more and more aware of own value to the brands they purchase service and products from, have shifting focus based on timely necessities and are well-informed due to easy access to internet and information technologies. On the other hand, Customer experience and engagement in hotel business is one of the most vital strategic operational concerns (Payne and Frow, 2013). This is worked on by good customer relationship management and services that attract and retain loyal customers for the business. This loyal customer base is the valuable asset for the companies. However, as Buttle and Maklan (2015) discusses, CRM is required to be reliable, customer-centric, trusting and timely adaptable during customer service to retain this loyal customer base as expectations of customers are built on touch points such as the customer services.
Hence, consumer/customer behavior is an essential topic to understand for influencing their purchase decision process to work in favor of the businesses such as Manor House Hotel. Various marketing and psychological theories enable these aspects as details various interpersonal influence and personal factors of influence over the consumer behavior process (Boone and Kurtz, 2014). While cultural and social aspects influence on accepting certain marketing strategies, opinion leaders like celebrities and brand ambassadors for the business also play key role in bringing about the trust that enamor the effective CRM process further (Ferrell and Hartline, 2014; Bergeron, 2002). However, social class and status as well as family’s buying behaviors are influential in purchasing decision making. Regardless of these, there are other personal determinants to consumer behaviors dictating over the overall performance of customer relationship management for positive customer experience and engagement to the businesses (Kaufmann and Panni, 2019) These include ‘needs’- imbalance of desired and actual states and ‘motive’ directing the person to fulfill the needs using various means. Also, these needs are more definitively defined using the theory- ‘Maslow’s Hierarchy of Needs’, while business can plan effectively to deliver on them using other plans following various theoretical implementation of marketing mix, TQM, SERVQUAL, etc. The following discussion contains review of two of these models for CRM:
[bookmark: _Toc79449136]SERVQUAL
SERVQUAL is a model for identifying service quality gap while measuring on service quality. This is an effective tool to identify on the existing gaps between provided service and customer expectations to plan counter measures (Hyun and Perdue, 2017). According to Johnston, et al. (2012), this service quality gaps are identified through assessment of quality of interaction between customers and the businesses, physical environment of the interaction process and the outcomes. These gaps, however, exists between different stages of the service delivery process.
The first gap occurs between the management’s own perception of expected customer service and that of the customers themselves. When the business has done less market research to find on customer needs, have lack of communication to keep updated with their changing needs and have lesser focus on relationship with customers overtime during service, this gap may occur as reflects difference between the management’s perceptions of customer needs with actual customer expectations (Rahimi and Gunlu, 2016). For example, during this trying time in COVID-19 pandemic, customers have become more concerned about hygienic work processes within the hotels like Manor House Hotel whereas previously it was mostly toward refined services.
Second gap occurs when managers’ perceptions of customer expectations are not met with proper specifications of service quality. The management needs to specify clearly on customer standards that needs to be met to meet the perceived service quality expected by customers given that they accurately predicts it through market research (Johnston, et al, 2012). For example, the hotel can ask employees to service the customers with proper disinfectant supplies from their arrival. However, this requires time to attend to all customers at the shortest possible time. So, specifying waiting time may be necessary.
Third gap happens when discrepancies occur from the specified service quality during delivery of services. This gap may occur at many forms including incapability of staffs to meet customer demands on time and with specificity, having conflicting standards affecting employee performance and so on (Kalbach, 2018).
Fourth gap is between service delivery and effective external communications to service users. When communications to customers cannot reflect the actual service quality that the business is supposed give them, this gap can occur (Kotler and Keller, 2016). This can lead to inadequate customer expectations management resulting in failure of communications to deliver appropriately on service promises.
Finally, the fifth gap in the SERVQUAL tool refers to gap between perceived and expected service for the customers (Bergeron, 2002). Customers can perceive service lacking if service design does not meet promised standards and when customers’ expectations are still unknown to the business resulting in not meeting those.
To mend the first four gaps the businesses are required to learn properly on customer expectations, establish rightly on service quality standard informed of these knowledge, ensure meeting these standards through appropriate service performance and ultimately ensure that service delivery matches promised service outcomes for the customers. For instance, Manor House Hotel found customer base to look for cheaper accommodation and thus introduced there shared bath and kitchen facilities to make effective adjustments. The SERVQUAL model allows the businesses to look into each of these dimension to make effective changes. However, may not account for relevant customer responses over time to these changes which is its weaknesses.
[bookmark: _Toc79449137]4I’s of Customer Engagement 
The For 4I’s of customer is a theory discussing on the four main metric categories  on which customer service should be provided to achieve the best possible engagement from the customer base. These four metrics include involvement, interaction, influence and intimacy (Buttle, 2008). Involvement refers to the exposure all in all to the customers and the amount of time spent on interacting with them as being accessible to the target customers at their convent place and time. Interaction discusses specifically on the quality of interactions with the customers through the website, during purchasing, creating loyalty registrations, etc.
Then, intimacy established through positive experience of the customers in the previous two metrics as they can be further involved through social media marketing, feedbacks and as a groups of contributors (Johnston, et al. 2012). Finally, the metric of influence can be encouraged and instilled in the target customer base by involving them as the word-of-mouth advertisers for the business, through creating and sharing of user-generated contents, etc.
For example, the whole idea of Manor House Hotel is to create space for customers to share own experience to potential consumer base, be served with CRM practices and create intimacy to the businesses to make them more engaged to the business. This model is an important CRM model because of its simple yet effective method of engaging the customer more closely to the business. However, outside factors that can impact over customer behaviour are not discussed within this model to adjust the approaches.
[bookmark: _Toc79449138]Model Selection
Product/service quality is strongly connected to customer satisfaction and as customer satisfaction translates to better business performance, it is also a factors for business profitability. Service Quality is defined by overall perceptions of customers over provided service on whether the quality of the service matches their expected standards and if meets those excellently can instil stronger and longer-lasting customer satisfaction (Kalbach, 2018). So, service quality is a factor for Manor House Hotel to gain higher customers’ satisfaction and get supported by better pricing on their services.
To improve customer relationship to the business, therefore, service quality remains a great challenge and also opportunity. As the Manor House Hotel operates in the hospitality industry where most of the services are intangible, it is hard to define quality of services to meet customer demdns. Also, timely shifts in perceptions also influence the quality expectations from the customers (Rahimi and Gunlu, 2016). For example, prior to COVID-19, the communal bathroom and kitchen space supported the hotel being able to deliver quality services at cheaper price attracting customers. On the contrary, the pandemic situation made the customers more critical of such supports whereas grip on lower price although still prioritised has been relaxed around better safety for the residents in this situation.
Hence, product or service quality as well as price is major factors influencing customers’ satisfaction from the businesses like Manor House Hotel. Furthermore, appealing to consumers’’ emotions and sense of fairness remains a major concern for the hospitality service like that of Manor House Hotel as these creates a service delivery environment that customers can connect to during this stressful time (Al-Wugayan, 2019). Additionally, specific features of the services, personal and situational factors such as concern for their family members and achieving proper services with better valuation of their spending act as few other factors influencing customers’ perceptions of quality over provided services. For instance, in Manor House Hotel providing facilities like free Wi-Fi with better connectivity enables better communications of customers with their loved ones making the stay experience pleasurable and worry free by keeping them informed of the world through internet in the face if the existing uncertain situation.
Henceforth, the SERVQUAL model whereas serves to look at different dimensions associated to customer service and helps improve on them or resolve emerging issues affecting service quality toward a successful holistic improvement in customer service allowing for the customer relationships to thrive, the 4I’s of customer engagement is a CRM model for increasing engagement to an organisations having a firm grasp of the customer base usually having no significant issues (Buttle, 2008). 
Hence, SERVQUAL model helps organisations like Manor House Hotel to look into any customer service related issues and deliver resolutions thereof helping the customer relationship to improve and retention of customers to be ongoing. On the other hand, while 4I’s helps with building intimacy from positive experience which is rather absent in this case since lockdowns and back-to-back shutting down of the business, there is little use of it in this scenario. So, the SERVQUAL model is the best CRM model among the previously discussed two in this scenario where the main focus is in resolving issue around sustaining operations and customers perception of the business.
For instance, the CMR issue of Manor House Hotel regarding customer issues with booking cancellation window and forced postponement due to national lockdowns requires customer service to act promptly to maintain good relationship with the customers. Hence, SERVQUAL may have the potential to improve customer service on the various dimensions lessening gaps of service. But, there needs has to be proper information available.
[bookmark: _Toc79449139]Application
The SERVQUAL model can be implemented within Manor House Hotel for resolving issues with increased customer dissatisfaction with the hotel’s services due to extended periods of lockdown imposing on the organisation to reschedule bookings without cancellations and sudden cancellations causing confusion and frustration to the customers. 
So, finding the gaps of service equality through implementing the SERVQUAL method can be an effective strategy for the Manor House Hotel that allows the business to maintain control over certain aspects of customer satisfaction from the business and deliver quality services as the outcome (Bergeron, 2002). All of the gaps in service as found by the SERVQUAL tool can be properly mended through five service quality dimensions or attributes of the services. The model can be implemented in this scenario in following ways:
Reliability- Providing on promised service with reliable service and customer interactions is key to filling gaps in the service quality perceived and desired by the customers from the business.  This also means that service are to be provided on time, with proper information being dispersed at the right moments and documented without errors to be handled accordingly (Buttle, 2008). For instance, the hotel keeps customers to date on changes and upcoming schedules to stay reliable as a service provider.
Assurance- Business firms can also effectively fill in the gaps in perceived and provided service to customers by creating confidence and trust of customers towards the brand. This can be done by courteous employees making customers feel safe in engagement with the business which is the case for the Manor House Hotel as customers are greeted and communicated by trained staffs on scheduling issues. And, since the CRM issue is affecting largely during the pandemic, assuring customers on possible alternatives during potential changes in their travel plan impacting booking schedule can be implemented. 
Tangibles- Tangibles refers to all the tangible resources such as modern equipment, neat and appealing physical facilities, professional employees and visually appealing services to the customers, all can work well in meeting customer expectations manifold with positive effects for the service quality perceptions among the customers (Boone and Kurtz, 2014). For instance, the hotel has been looking into modern and safer cleaning methods and making sure of the availability of hand sanitizers at different places within the premises as tangible services. This will relay to customers on the organisation’s commitment to deliver on their customer safety promises allowing them to uphold the booking postponement instead of looking into the business’s competitors for service.
Empathy- The business or organisations should be careful of customers individuals needs and be respectful towards those, being understanding and caring toward the customer can reflect the business taking care of customer’s best interest at heart. Staffs in the hotel extending empathetic and caring services to customers through CRM and making them feel valued despite physical and mental turmoil at this time can improve service outcome by increasing customer satisfaction from the hotel.
Responsiveness- Readiness of the business to provide on customers’ needs and keeping them informed of any business policies and the reason for those changes can create longer lasting and trusting relationship with customers and expected service quality can be controlled therein (Buttle and Maklan, 2015). For instance, the CRM of the hotel is extremely dedicated to safety responsive to any queries of both available customers in the establishment to potential one’s through phone and online. 
[bookmark: _Toc79449140]Benefits and challenges of applying SERQUAL model for CRM quality improvement
The benefit of applying the SERVQUAL model in Manor House Hotel in this circumstance where CRM issues such as booking cancellation and postponement according to organisational accommodation policy as well as policy for booking postponement instead of cancellation facility is quite understandable. Since, such practices can hurt the business by dissatisfying the customers over the hotel’s services at the end, this directly relates to the service quality of the organisation (Bergeron, 2002). And, since SERVQUAL is a model for improving service quality, applying this model to these CRM problems can result in positive outcomes.
Focusing on each of these service dimensions while delivering service to customers in the Manor House Hotel can influence customers perceptions of fairness to be positive for the business as increases further engagement as seeks to understand on customers level of required service quality and control on each aspects of service delivery maintaining these standards (Buttle, 2008). However, this model does not look into the main resources being used on whether they are enough to support customer needs. For example, having enough rooms to accommodate customers at all times while offering different packages at a later date after sudden cancellation or postponement of booking.
There are few challenges to its application in this scenario as well. Firstly, the delivery of service with reliability and assurance is quite hard for the staffs in the hotel since the lockdown instructions are constantly changing as a result of the highly mutable nature of the pandemic. Secondly, delivering empathetic and keeping up constant communication is difficult for the staffs as well since they too are experiencing the impact of the pandemic if not are burdened with fear of losing their jobs due to waning economy. The management can help in this scenario by keeping staffs abreast of situation and reaching out to care for the CRM staff in the hotel even if not in the form of professional help.  
[bookmark: _Toc79449141]Recommendations
To resolve the CRM issue of inequality faced by customer’s during cancellation when doing it themselves and being done by the hotel as well as on the issue of sudden postponements of booking in case of national emergencies not having any options for cancellation thereof, application of the SERQUAL model has been touted in previous discussion. The model is quite practical and effective if applied for improving CRM quality through increasing service efficiency and customer satisfaction which is the main focus of any successful CRM of organisations (Bergeron, 2002). As a result, the presented application of the model as discussed earlier outlines the following recommended actions for Anor House Hotel:
· The issue of cancellation having possibility for customers only before 72 hours of arrival being different form the hotel having the right to cancel at any them since is an organisational policy, the CRM can raise this issue to the management. In the meantime, the CRM of the hotel can manage this issue by prior briefing of the customers with certainty and letting them know of possible options beforehand for their best experience form the hotel. For example, they can tout for customers to avail different packages offered by the hotel for saving on their spending in case of sudden cancellations by the hotel at a later time.
· Establishing efficient communication channel for the customers to have real time knowledge of the status of their booking is also another method that can help CRM resolve any arising issue to the customers and keep the relationships positive with them.
· In case of shutdown or national emergency dictating cancellation and forcing the hotel to postpone on pre-bookings, the CRM issue of customer dissatisfaction and confusion can be mitigated through communication as well. For example, customers having postponement on their pre-booking of rooms and services can be contacted as early as possible to let them know of the overall situation and make apologies as well as getting to know of their side to help them as best as can be done by the CRM staff within the capabilities of organisational and national policies.
· Finally, this issue may also be remedied by providing them the layout of options available for them to redeem their bookings at earliest convenience to the company. For instance, after lockdown for COVID-19 is lessened and travel restrictions are uplifted, Manor House Hotel can contact each customer affected by it to let them have their preferred slot to redeem their bookings.  
[bookmark: _Toc79449142]Conclusion
Internal and external factors to business often influence the business operations. Such cannot be truer than the current pandemic situation where social distancing have become the norm and needing deliberate attention when making customer relationship management planning for retaining customers overtime with proper strategizing. Service organisations such as Manor House Hotel have far more complications in delivering services as by nature of business physical exposures are necessary. Hence, quality of service for customers had to change to meet the timely demand. The organisational policy having issues due to strategic concern for the business raising issues such as cancellation and postponement without prior knowledge of the customers can impact on customer experience with Manor House Hotel. However, this report discussed on the application of the SERVQUAL model for customer relationship management that can enable the business to follow a step-by-step process with clear goals to deliver CRM support to customer that can mitigate any dissatisfying situation for the customer. Hence, applying this model, the report found that CRM can increase quality for customers in other ways such as communicating on different options, maintaining communication channels to keep customers updated on changes in booking status as well as offering available packages promptly to make up for the frustration of the customers during relevant scenarios. Therefore, the overall benefit of this report over Organisation’s Quality Systems and Customer Relationship Management is that customer relationship management can be maintained in such as a way that increases organisation’s performance quality and result in positive customer feedback that is required for the long term growth and sustenance of the business. Also, organisational reputation can be saved and often even increased helping the customers in the process by allowing them greater service efficiency on their spending.   
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