[bookmark: _GoBack][image: C:\Users\Micheal\Pictures\2014-05-11\001.jpg]
image1.jpeg
Chapter 10 | Performance measurement and management

Discussion questions

10.8

Case exercise
The Squire Hotel Group

1

Key measures used by some call centres are speed of response and call aban-
donment rate. Assess these measures as drivers of improvement.

A tour operator specialising in holidays for young people is concerned about the
quality of service provided. Each month the marketing manager reports on the
number of complaints received. How could this be better reported to help the
firm improve its service?

Select a process you are involved in, such as being taught, cooking, cleaning etc.
What might be the benefits of benchmarking this process and with whom could
you compare your performance? How would this lead to the benefits identified?

Questions for managers

1

Roughly how much time is spent in your organisation/unit on measuring per-
formance, reporting it and performance management? Are the proportions
appropriate and is this money well spent?

What are your key performance measures? Assess the purposes, and systems to
deliver the purposes for your key measures. Do they drive the right behaviours?
What key elements of service are not reflected in the measurement?

Evaluate the mix of measures used at various levels in your organisation. What
are the implications of this?

Construct a strategy map (strategic linkage diagram) for your organisation. How
well do the objectives link and support strategy? How well do the measures you
use support your objectives?

Evaluate some of your operational targets. How could benchmarking help?

The Squire Hotel Group (SHG) runs a chain of 20 hotels, with between 40 and 120 bedrooms, in
locations that include Oxford, Warwick and Southport. SHG sees itself in the three-star market, with
hotels that have their own personality and style, providing high-quality food and service at an
affordable price. The majority of mid-week guests are commercial clients. The normal mid-week
occupancy rate is about 80 per cent. Weekend occupancy is about 30 per cent, comprising mainly
weekend break packages. The company does not have any major expansion plans but is trying to
strengthen its existing market position.

381





