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EXECUTEVE SUMMARY
The assignment that I am going to write is about factors that influence Hilton Hotels and Resorts to maximize customer’s value and the systems they use in meeting customer requirements. Furthermore, in this report l will also provide how HM practices, as in hospitality industry customer satisfaction is very important.
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[bookmark: _Toc15187663]Introduction
Hospitality industry is one of the largest part of the service industry which also growing faster than other service sectors. Customer experience quality is one of the most important part for the success of this industry. It can be defined as the effort of increasing customer interaction with the venture to increase profit through word of mouth recommendations and repeat buying (Nambisan and Watt, 2011).The customers can measure the value of purchasing something by observing the difference between the level of service they got and the price they have to pay for this service. Most of the hospitality organisations try to understand the emotions of the customers. It help the organisation make the customers more loyal towards the hotel and get more positive feedback from them. Customer Relationship Management is important for all types of organisations, especially for the hospitality industry, is more important as customer satisfaction is more important here. 
Background
Hilton Hotels & Resorts is a motional chain hotel brand originated from the United States of America which is working atop giant of the global hospitality industry. The hotel started its journey one hundred years ago from Virginia and now becomes one of the largest and most popular international hotel chains around the world. This hotel has almost one million bedrooms within its six thousand plus properties around the world(Lemon and Verhoef, 2016). Hilton hotel started its journey in the UK in the 70s decade and from now it one of the top giants in the hospitality market of the UK. It has more than 300 properties in this country with more than 40 thousands bed rooms. 
Factors that drive customer value
Customer value can be defined as the committed services to be given to the customer with a specific purchase by them. The customers measure their value of purchasing something by evaluating the difference between the level of service they got and the price they have to pay for this service(Berguson, 2002). There are different opportunities for Hilton Hotel for customer values. At the very first level, the organisation can understand the driving forces which can increase or decrease customer value position which can also influence the market positioning of the hotel. Customer value can also allow the hotel to increase its brand image and customer loyalty which is needed for achieving the mission and vision of the company. 

There are different factors which can influence customer value of Hilton Hotel which are following. 
Compelling offers: Compelling different offers can easily influence the customer value by increasing their satisfaction level. Holton often gives different offers to its customer to increase their value and also get positive feedback from them (Berguson, 2002). For example, it often uses up selling for giving the customers better experiences in which mainly offers rooms and other facilities with a higher price at the same price the guests are willing to pay. It helps to make the guest happy as they can get more facilities at the same price. The hotel mainly offers it during the off pick season for keeping the occupancy rate higher. 
Competitive prices: Competitive price is another important factor which influences customer value of Hilton hotel. The hotel mainly targets young people with mid-level income. So, it needs to set that price which can be affordable for them(Wirtz et al, 2013). It mainly keeps a different price level for different types of customers who come here for leisure or business purposes so that they can afford which are suitable for them. It also sometimes set a competitive price by studying its competitors so that it can be preferred over its competitors. 
Accessibility: Hilton always thinks of its accessibility as it knows better than accessibility will increase its appeal to the customers. Most of the properties of this chain hotel are in that position so that people can easily access. It mainly establishes its new hotel in the urban areas where there is any tourist destination so that people can access to it from the destination. It will also help the guest to access to the destination from their accommodation place 
Product selection: Hilton designs the products or service in a way so that they can meet all target customer groups. It also keeps extra facilities according to the needs and expectations of the guests such as limousine service, tour guide and destination map. This type of product selection can help the hotel increasing guest satisfaction by fulfilling their needs properly. 
Price and brand: Price and brand can also determine customer on-boarding strategies for different target customer groups of Hilton. Most of the customers in the UK are brand conscious and also want better quality in optimum price(Jauhari and Sanjeev, 2010). As Hilton hotel has a great brand value and it offers service with diversified price level, it can use different on-boarding strategies for its target customers. 
Value-added services: Value-added service can also boost the on-boarding strategy for different customer groups by increasing their expectation level. Hilton gives some complimentary service which is also called augmented services such as free souvenir, a free ticket of concert and so on. It can help to convince customers by increasing loyalty and satisfaction.
The four clusters that destroy customer value
The emotions of the customer can influence the value by increasing or decreasing their experience level. It is more important for the hospitality ventures as making the customers happy with service is more complex(Wirtz et al, 2013). Most of the hospitality organisations try to understand the emotions of the customers. There are total of possible 20 emotions of guest which are grouped into four clusters by Colin Shaw through a hierarchy. 
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Figure:The Hierarchy of Emotional ValueSource: (Wilson et al, 2016)
Advocacy cluster: It accompanies only two emotions at the highest level such as happy and pleased. However, this cluster is more complex to be fulfilled as it is at the highest level and people affect long-term value creation. Hilton sometimes shows something to the customers which can make the customers happy and pleased and also keep it to the minds of the guest for a longer period (Biedenbach and Marell, 2010). For example, it surprises its guest by arranging their birthday parties or different anniversaries which can make them happy and pleased for a long time.
Recommendation cluster: It includes Trusting, Valued, and Cared for, Focused, and Safe which mainly help in making the advocacy cluster fulfilled as its basement. This cluster group is important for better brand image and more customer loyalty. Hilton often offers different facilities for the customers to ensure this cluster of emotions. It sometimes keeps baby care centers for the family tourists without any compensation. It up selling concept also serves the same purposes for the hotel. 
Attention Cluster: It is comprised of five emotions such as Interested, Energetic, Stimulated, Exploratory, and Indulgent. It can directly increase the guest experience by offering different facilities which have short-term effects though (Biedenbach and Marell, 2010). The organization offer different facilities such as limousine service, spa, gym and so on for better guest experiences by influencing their emotions. 
Destroying Cluster: It cluster group include the most number of emotions all of which are negative. The company always tries to avoid these emotions so that they can’t make any influence on customer value (Jauhari and Sanjeev, 2010). It includes Irritated, Hurried, Neglected, Unhappy, Unsatisfied, Stressed, Disappointed, and Frustrated. The guest can be unhappy in different ways such as poor room service, electricity problem and so on. It can create a bad impact on the service loyalty of the venture for both a short-term and long-term basis. 
Customer experience map for Hilton
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Figure: Customer experience map of Hilton        Source:(Wilson et al, 2016)
A customer experience map is a tool that is used to find out the customers’ interaction with the organisation for different transactions. This map mainly indicates the interactions of the customers in different places of their service taking(Schmitt, 2011). These interactions with the venture in different stages of taking service are called the touch point. Knowing the touch points and activities related to these touch points are important for Hilton as it can help them create business opportunities. The activities related to the above customer journey map created by Hilton hotel is following.
Researching hotel: Research the hotels is the first task of customer journey map where the guests or tourists try to find out the suitable hotel where they can stay and take all the accommodation related amenities (Jauhari and Sanjeev, 2010). They can use different online sources for collecting information about the possible suitable hotels. Brand value and word of mouth recommendation from previously experienced people can help more in this case. However, no interaction with the hotels is occurred during this activity. 
Making a reservation: The customers go for a reservation after choosing their suitable hotel and this activity can be considered as the first touch point of customer journey map where the guest interact with the employees of front office department through virtual media. They can meet the employees through online and interact for reservation where they mainly bargain or negotiate with the employees for better facilities and optimum price. 
Arrival at hotel: The arrival of the guest at the hotel causes during the start date of their stay when they have some activities to be done and interactions with the employees. They contact the security officers before entering the property. 
Checking in: The guests interact with the front office employees and ask all the information related to the guestroom and other facilities such as room number, key, food and beverage service, gym and spa and so on (Wilson et al, 2016). The front office employees help the guests and also refer to the employees of the housekeeping department for further service. 
Using guestroom: The guests use the rooms for staying and getting room related services. They interact with the staffs of housekeeping and room service department. They also interact with the front office if they need any further help. 
Using amenities: Different amenities related to room and other services are used by the guests when they interact with the staffs of different departments such as housekeeping, laundry, maintenance and engineering and security departments (Gummesson, 2002). They have more activities and interact with more staffs in this touch point. 
Paying and checking out: The guests interact with the staffs for the last time when their staying time is over. They complete all the payments and check out of the hotel. The front office staffs interact with them and listen to their all complaints and reviews. 
Departure: The guests depart from the hotel after meeting their needs and completing all the activities related to their checking out and payment (Schmitt, 2011). Guests usually do not need any interaction with the staffs during this time. However, the staffs can give some compliments to them.
The customer journey map of Hilton Hotel shows that there are mainly six customer touch points which can be optimised by the hotel to influence their behaviour and actions to increase the customer value. The front office staff can convince the guests by offering different discounts and up selling for increasing customer value during the reservation time (Goodman, 2009). They should also provide proper information and guide during the checking in time so that they can go feel better in the guestrooms. They should also do the same thing during the checking out and departure time. They should also communicate with the guests for any help and complaint. The security staffs should treat the guests properly during arrival time. The housekeeping and other employees should give extra effort during the room service and other amenities. It will help more to influence the behaviour, responses and activations of the customers which will also increase the customer value. 
[bookmark: _Toc15187666]Systems and its effectiveness in meeting customer requirements
Measuring customer satisfaction: Hilton sues different measurement initiatives for knowing the current satisfaction level of the customers (Schmitt, 2011). They use different surveys, reviews and open discussion methods for measuring customer satisfaction level. This feedback from the customer helps them take new initiatives to overcome their weaknesses and increase their strengths. 
Training the staffs: Hilton always trains its employees so that they can give their level best service to the guests to make them satisfied. It trains its employees of all departments so that it can help increase their skills and experiences. The hotel also arranges different teamwork and seminars for increasing their skills as well as increasing the employee relations and communication inside the organisational environment (Goodman, 2009). 
Optimising quality assurance: The hotel never compromises with its quality as its mission is to provide quality hospitality service to the guests. It always emphasises on the continuous improvement so that the current lacking can be overcome. It also takes different recovery actions based on customers’ reviews.
Post-purchase service: Hilton also gives different post-purchase services to the customer for getting more satisfaction from them. It sends different complementary messages through email and also gives different updates about new products, service and offers. It helps the organisation make the customers more loyal towards the hotel and get more positive feedback from them. 
The service strategies designed by Hilton Hotels and Resorts mainly aims at meeting the customer experience as well as industry standards. It takes the feedback and reviews from the guests so that they can easily find out their drawbacks and organisational standards. It also takes this review system continuously so that any fall of there can be controlled in time (Wilson et al, 2016). It also trains its employees regularly so that they can serve the guests properly. The training of the employees is mainly based on a proper evaluation of the strengths of the employees. The hotel evaluates the activities of the employees and gives training based on this evaluation. As a result, it can give the employees opportunities to overcome their weaknesses and maximise their customer services. The continuous quality improvement system was taken by Hilton also helps in meeting the customers’ needs as well as a company standard (Nambisan and Watt, 2011). The expectations of the customers are increasing day by day where the industry standard is also increasing for more competition in the market. As a result, this continuous improvement process by the hotel can effective for both. It gives different emails and other valuable information as the post-purchase service which can help them guests remember their choice. It will also help in word of mouth recommendations and further purchase.

E-CRM of Hilton
Hilton uses different CRM strategies for achieving its business objectives. Among them, E-CRM is of the most popular tools which are regularly used by the organization to crease more C2B relationships. The E-CRM is mainly a web-based tool or online tool by which the hotel tries to maintain closer customer relationships (Nambisan and Watt, 2011). It mainly connects with the customer through the internet which also makes the activities and interactions between two parties quicker and efficient. This system helps in working with more efficiency with the help of a fewer number of employees. The guest can also interact with the hotel anytime they are online., Using e-commerce for reservation, advertising and selling of rooms and contact with the guest, taking feedback and giving information to the guests. These digital technologies are helping the hotel in updating its room status quickly. As a result, the guests can easily know about it and go for the reservation which is done online. The guests can also directly review the services they got from the property which can also be managed by the hotel in the same way. Digital technology also stores all the previous data about the guests and their tastes and expectation. The hotel can use this information for researching about the guests and their overall reviews. They can also develop new products to create customer value according to the expectations and demands of the customers. As a result, the hotel can effectively retain its customers.
Social media platforms and digital technologies of Hilton
Social media is going to be more popular in the business world by creating many platforms of earning profit for ventures (Lemon and Verhoef, 2016). Hilton sues different social media to raise awareness of products and services and communicate with customers some of which are following.
Facebook: The company has a verified Facebook page named Hilton Hotels & Resorts where it updates all the necessary information by which it can contact with the current and potential guests as well as aware them about its products and services. 
Twitter: Twitter is working like Facebook but it is shorter and it covers fewer people than Facebook because of the fewer number of users(Wirtz et al, 2013). However, the hotel can also give an update about its different information to interact with the customers in a shorter format. As it is always free to be used as Facebook, people can also easily get from it.
YouTube: Hilton also uses YouTube where it mainly shows its different videos which can create more awareness about its products and service as the customers can be assured more about its quality by these real-life videos. 
Customer Experience Management (CEM) of Hilton
Customer Experience Management (CEM) can be defined as the effort of increasing customer interaction with the product, service or brand to increase profit through word of mouth recommendations and repeat buying. Customer experience management is done any organisation by emphasising on four elements such as sales, marketing, service and support(Leppard and Molyneux, 1994). The combination of these elements helps to increase more customer interaction and meet the purposes of CEM. 

Figure: Customer experience management Source :(Wilson et al, 2016)
Hilton Hotel always effectively uses CEM for increasing customer engagement in different ways. The hotel tries to understand its customer at the very first level where measurement of customer satisfaction helps in more to know its customers. Then it creates a customer journey map and finds out where the customers interact more with the organisation and its services. Then it puts more emphasis on these on these activities (Wirtz et al, 2013). It mainly tries to emotionally connect the customer with the organisation by its marketing and supporting activities. It offers the customers different amenities according to their expectations so that they can exceed the needs and expectations of the customers. These activities of customer experience management are regularly evaluated by the hotel. Here, the organisation compare the feedback of the guests before and after taking the CEM strategies and take recovery initiatives against all the faults so that it can help in increasing more guests engagement. It also arranges different campaigns and seminar programs where participation of current and potential guests are ensured.
Customer Relationship Management (CRM) of Hilton
Customer Relationship Management (CRM) is an approach or a tool that is used by the ventures to increase its interaction with the customers and ultimately increase long term business profit and brand loyalty. The main purpose of CRM is to increase the B2C relationships which will help the organization doing sustainable business activities with proper marketing positioning (Leppard and Molyneux, 1994). CRM is important for all types of organizations, especially for the hospitality industry, is more important as customer satisfaction is more important here. CRM can help in increasing customer satisfaction more. CRM can create a better relationship with the customers as well as increase more customer loyalty. As customers are the main source of profit and survival of a venture, it can help the organization by retaining its customers and increasing the brand value.
Recommendation for Hilton in customer experience quality
Hilton Hotels and Resorts is doing very well in the UK hospitality industry with great market positioning which could be possible for its better management of customer experience quality (Lemon and Verhoef, 2016). However, there are some areas where it can further improve to give better customer quality experience which is following. 
The organization should consider these factors properly which can influence the customer experiences. It should also redesign its strategies again according to the previous data so that they can be more useful for managing the customer experience properly. Emotional factors can be useful here to know more about the customer and their expectations. The experience journey map for the customers should be analyzed more carefully so that their interaction with the hotel can also properly found and initiatives can be taken properly to create more customer value. The elements of CEM should be properly so that it can be effectively used to create more interaction with the customers which will bring more profit for the venture. It can also use different tools for increasing the customer relationship which will bring a better guest experience. The employees should be trained according to their needs and lacking so that they can give more effort for efficient guest service. Finally, the use of social media and digital technology in different activities related to the guest interaction and guest satisfaction should be emphasized more. It should increase its activities based on e-commerce and electric ways so that the pressure on staffs can be reduced and overall operational costs can also be efficient. 
[bookmark: _Toc15187667]Conclusion
The service industry is getting more competitive in the near future as the market of this industry is diversifying more (Jauhari and Sanjeev, 2010). However, the organizations should be more careful about their customer management so that they can survive in the market. The customer experience should be given more priority and all the activities should be set according to it. The staffs should be managed in a way so that they can work for the betterment of increasing customer relationship management. They should also work for increasing the brand image of the company so that it can help them during the survival period in the competitive market. Different corporate social responsibilities should also be done by the organization so that it can create better brand loyalty which will be more effective for maintaining customer experience quality.
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