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[bookmark: _Toc134856457]Introduction
Order management is a very crucial term in the hospitality and hotel industry. Everything depends on the order management like good reputations and bad reputations. Customer satisfaction is a fundamental element of the hotel and hospitality industry. This research paper will uncover all the potential information and knowledge about order management and customer satisfaction in the hotel industry. Both of these are very crucial parts of the hotel industry. Brand image and brand loyalty are also affected by order management. So how good or bad a company’s reputation is will depend on the customer's satisfaction levels. In the hospitality and hotel industry customer satisfaction is a core part of business (Rahimi and Kozak, 2017). This research will undertake order management and its impacts on the customer satisfaction level. Hotel and restaurants serves different types of drinks like wine, beer, vodka, coffee, tea, and some light snacks. An effective order management has a big part in the delivery of drinks, beverages and other dishes. So, this research paper will try to represent the effect of order management on customer satisfaction level and hoe it affect other part of the hotel business. This research is structured with a literature review, application to the hospitality and hotel sector, and recommendations sections to improve order management issues.
[bookmark: _Toc134856458]Literature overview
Order management can be defined as the process of taking, maintaining, tracking, and delivering products or services. In terms of the hotel industry context, order management is related to the taking of food or service orders and delivering the products or services of the order within the time. Time is very crucial for that order management. According to Nguyen et al (2018), order management is constituted with some basic elements like time, ordered products or services, tracking of ordered products or services, making or processing and lastly delivery of the ordered products or services with the time. This research paper will outline all the related knowledge, themes, theories and information about order management. Too effectively address and application of the order management issue needs some key concepts. This section will introduce some key concepts that will be used in the following section of this research paper. Customer relationship management or CRM, service quality, branding and employee motivation are the key concepts that will be utilised in this research paper.
Rahimi et al (2017), stated that customer relationship management is the core element of the hotel and hospitality industry. Customer relationship management includes all the activities that will help to build a strong customer relationship. Customer relationship is the most important part of the hospitality industry. Order placement and delivery of the ordered food and drinks can significantly impact customer relationship building and management.Personalised service providing, timely delivery of services and food, hospitality, and effective communication is an essential parts of customer relationship management. Order management and customer relationship management have a direct link and order management is also a vital part of CRM. So customer relationship management has a huge impact on the hospitality and hotel industry. The later part of the research will deeply analyse this topic to address the research outcomes. Service quality is another key concept in the hotel and hospitality industry. Service quality matters for the building of brand image and brand identity. Bad service quality of a hotel and restaurant always impacts the business and brand loyalty of a hotel and restaurant. According to Anwar, G. and Shukur(2015), service quality includes five core dimensions which are assurance, tangibles, responsiveness, empathy, and reliability. Every aspect of service quality needs to fulfil to achieve good service quality. Every hotel has precise service quality and standards, effective management must be needed to maintain the service quality of hotels and restaurants. Order management is also related to service quality, if a customer order something and employees should be responsive to the timely taking and delivery of the ordered foods. So, service quality is the key concept in the hotel industry which has a close connection with order management and will be applied in this research paper. Branding is a unique concept to differentiate a hotel or restaurant from its competitors (Idris and Wahab 2015). Brand making and maintenance are essential parts of a hotel and restaurant to attain the extra attention of the customers. Also, it is helpful to identify a brand over the other brands. Competitive advantage also depends on the branding of a hotel or restaurant. Strong branding of the hotel is always helpful in attaining a competitive edge over rivals. Employee motivation is another key concept for this research paper. Employees' motivation is very important to maintain the ideal workflow of a hotel and restaurant. Order management is also related to the employee's motivation. According to Chanana (2021), a high level of employee motivation always encourages to be active and responsive in terms of services. Similarly, when an employee is demotivated then the employee will be less responsive and communicative which may impact the customer service. Order mismanagement is also a common issue for demotivated employees. So, employee motivation is matter in the hospitality and hotel industry. However, every hotel and restaurant business organisation should arrange some events or make incentives for higher quality services and this fact will positively impact on increasing motivation level of employees.
So customer relationship management, employee motivation, branding, and service quality are the key concepts for the order management-based research topic (Widarwati et al., 2016). Also, every concept is interrelated for the using and outcome purposes. Management theory is the key theory which will be applied in this research paper. Management theory includes all the major activities of managers to manage all the hotel activities. This theory has a huge influence on the order management of hotels.

[bookmark: _Toc134856459]Application to the hospitality and hotel industry
Order management is the main focal point of this research paper. The research title is “An Evaluation of the Impact of order management on customer satisfaction.” Order management is defined as the process of taking and delivering the same ordered products or services to the same customers (Mehrolia et al., 2021). In terms of hotel and restaurant business order management is a very crucial part of business. Service is the product of the hospitality and restaurant business so, all things depend on the service quality. This section will discuss how order management affects the customer's satisfaction with the different hotel and restaurants. During the placement time, there were a lot of factors identified that will affect the customer's satisfaction level. Order management-related issues are very common in the restaurant and order mismanagement like taking orders from someone and delivering them to other customers are common mistakes. Also, order mistakes are quite common in the hotel and restaurant. This type of order management creates bad impacts on every aspect of restaurant and hotel business. Customer satisfaction is one and most valuable of them. Customer satisfaction depends on several key aspects like communication level, hospitality, responsiveness, loyalty, and assurance of the service providers. According to Omar et al (2016), in terms of hospitality and restaurant business customer satisfaction level is very important. Service quality, brand image, brand awareness, positive word of mouth, and positive feedback always depend on how much is the customer's satisfaction level. A higher customer satisfaction level always creates a positive impact on business. Other hand, low-quality services and low customer satisfaction levels will definitely decrease the brand quality of a hotel and restaurant business. The UK restaurant business is also facing similar issues, it is order management issues negatively impact customer satisfaction levels and sometimes employees get involved in conflicts over order management. As per the key concepts and theories quality services will be ensured by only five core elements which are responsiveness, assurance, reliability, empathy and tangibles. In this regard, if the employees of restaurant are not applying or maintaining the service quality may getting involved in conflicts. This fact negatively impact on the customer's impression and satisfaction level of a restaurant. One negative impression may create a huge impact on the brand loyalty of a restaurant (Mensah and Mensah 2018). Customer satisfaction is also related to the sales and revenue of the restaurant. Bad customer reviews and low customer satisfaction levels may impact the branding of a hotel. 
Many hotels and restaurants are also facing this kind of situation. Branding of a business company needs to build for several years but one negative consequence can reduce quality or break the branding reputation of a hotel or restaurant. This is a very bad impact of the order mismanagement. Simple things can create a bigger issue so, the hotels and restaurants need to be careful in providing service to the customers. Profit margin and sales are also can be decreased by these types of order mistakes or mismanagement. So, first of all, these kinds of occurrence can decrease the service quality of a restaurant. In terms of the hotel business, outstanding service quality is mandatory to differentiate it from the industry, it also helpful to achieve high competitive advantages over the competitors (Liat et al., 2017). Food quality is always quite the same in hotels and restaurants are not far different and service quality is the matter for choosing one restaurant or hotel over the others. So maintaining a standard level of service quality is the only matter of being top in the industry. Many hotels and restaurants are not able to maintain it is service quality due to order mistakes and other errors related to order management (Keyser et al., 2017). Sales of a restaurant completely depend on it is brand awareness and loyalty. Brand loyalty is a type of tendency for repeated buying of services or products from the same business organisation. There are some key factors that are involved in building brand loyalty. Brand loyalty completely depends on the service quality and consistency of maintaining it is own level of standards. Order management linked with the brand loyalty by developing higher customer satisfactions. So, the customer satisfaction level is essential to keep maintaining brand loyalty. Repeated order mistakes related issues and employee conflicts are very bad aspects of maintaining brand loyalty (Juanamasta et al., 2019). The motivation level of the employees is another key aspect that negatively impacts and such negative issues in restaurant business. Repeated order mistakes and mismanagement can affect the customers and sometimes may anger customers. This fact is so horrible for the employees and after these types of consequences may not able to deliver the best services and responsiveness due to demotivation (García-Campayo et al., 2016). Operational efficiency is defined as the balance of time and business operations in a business organisation. Operational efficiency fully depends on the efficacy of employees.  
Order mistakes can negatively affect operational efficiency by repeating the same process and sometimes food waste is also common. Financial losses are the big impact of low customer satisfaction levels and order mismanagement by reducing sales and brand reputation (Malshe and Agarwal, 2015). The management team of a restaurant regularly provide some techniques and training to avoid these types of common and serious mistakes. Also, provide an online order system to make zero mistakes in order management. Regular events related to the basic services in the hotel and restaurant management are very effective management responses from the management team of a restaurant (Pham Thuy and Vo ThiKieu, 2017). In terms of limitations, every employee is different from the others and does not have any similarities regarding services-related knowledge and experiences. Motivation, awareness, and consciousness level control are not in the hand of the management team and this is the biggest limitation for these types of common mistakes in restaurant business (Aaker and Moorman, 2017). So, a decrease in sales, reduce in brand reputation and brand loyalty, brand image, service quality, and financial losses are the major impact of order mismanagement and customer dissatisfaction issues.
[bookmark: _Toc134856460]Recommendations
[bookmark: _Toc134856461]Motivation events
Motivation level is like fuel for an employee to worry properly. So motivation booster events and training sessions will be an effective way to increase the motivation level of employees (Obiekwe, 2016). Higher motivation levels always increase the responsiveness of an employee. So higher level of employee motivation can reduce order mistakes and other related issues.
[bookmark: _Toc134856462]Feedback system
The service feedback system from the customers of a restaurant can be utilised to monitor and identify errors for better customer service (Buhalis and Amaranggana, 2015). This type of feedback system is also effective to increase the customer satisfaction level through better customer engagement.
[bookmark: _Toc134856463]Incentives program
Money is power and has a huge capability to increase the responsiveness and dedication level of employees (Trichterborn et al., 2016). Higher dedication is always a key fact to working properly in the workplace. Incentives programs based on customer service ratings and lower mistakes in the workplace can improve the order mismanagement issues of a restaurant business.
[bookmark: _Toc134856464]Technological uses
Technological use in order taking and delivering will be a great solution for order mismanagement issues (Plageras et al., 2018). All the process of these techniques uses needs to be visualised in the customer's table for better visualisation of the food delivery process.







[bookmark: _Toc134856465]Conclusion
This research paper was conducting the order mismanagement effect on the customer satisfaction level and its impacts on restaurant businesses. According to the placement experiences and findings, order management has a huge impact on the customer's satisfaction level which also affects the different aspects of the business. Sales, profit margin, service quality, brand loyalty, brand image, reputation management, customer loyalty, and low customer satisfaction level are the major impacts of order mismanagement. Most of the hotels and restaurants are facing these issues which affect the various aspects of business. Motivation level, weak management team, high customers rush, and lower dedication levels are the main factors of this type of order mismanagement and need to be careful consideration on these factors to overcome the order mismanagement issues. The motivational event, feedback systems, incentives program, and technological uses in hotels and restaurants business can positively affect addressing order mismanagement issues.So, it is confirmed that order mismanagement has a huge influence on customer satisfaction levels that impact other aspects of the hotel and restaurant business also.
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