REHAN SHAH
2241266
BMIH4003
The Importance OF Effectively Monitoring Guest Service Approaches
15/11/2023
Tutor Charlotte Joyner





















[bookmark: _Toc150872231]EXECUTIVE SUMMARY
 Hotel chains face lots of challenges. To meet customer's expectations in reaching the required growth in this competitive market era, customer satisfaction is the most crucial element in hotel management. Hotel operations have been shifted to technology to improve their services' quality, attracting loyal customers. Customer loyalty is known as a strong association and its connectivity to the brand due to the provision of good service quality by management and brands. Brand consistency has become the centre of attention for market researchers and practitioners.
 The set of commands and rules is needed to keep up with the quality of any Hotel chain standards. It includes a variety of factors such as infrastructure, ambience, services and operations. Remaining stuck to these aspects and improving its quality helps the hotel maintain its brand image to attract customers. Some strategies like communication with the customers, quality assurance, technology can be utilized to improve the service quality and let the guests have an unforgettable experience it will also boost hotel revenues, attract more customers, and your hotel can also stand out in the market competition.
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[bookmark: _Toc150872232]INTRODUCTION
[bookmark: _Hlk150870643]The set of instructions and directions that are required to set up the individuality and persona of any Hotel chain standards. It covers various aspects such as infrastructure, ambience, services and operations. Sticking to these aspects and maintaining its quality helps the hotel build its brand image that attracts customers. The set of instructions and directions that are required to set up the individuality and persona of any Hotel chain standards. It covers various aspects such as infrastructure, ambience, services and operations. Sticking to these aspects and maintaining its quality helps the hotel build its brand image that attracts customers. The hotel industry faces many challenges and hurdles in this ever-evolving competitive era, including high customer expectations. Any hotel's success is influenced by maintaining and ensuring its unique brand standards and consistency. The commitment done by the brand standards of maintaining its values, identity and services it provides builds trust and reliability. 
[bookmark: _Toc150872233]REPUTATION MANAGEMENT:
Perception and reality are the two components of reputation, which means how stakeholders perceive the company and what is the truth about the policies and operations of the company. Perception is basically what a company portrays itself as. Elements of reputation can also be defined in terms of the company’s image, identity and personality. To sustain, project and build a company reputation, these elements should be lined up. The workforce of any company plays a crucial role in its representation. The image of any organisation can be affected by how a person acts and talk about that particular organisation that’s why it is vital to assess what the media and people say about the company. this process must be influenced to maintain the reputation of the company. employees and customers play a significant role in the identity and image of any corporation and should be maintained rationally to strengthen the brand. Internet exposure is another element that influences any corporate reputation, it comes with pros and cons during crises. Managers and people in higher positions need to train themselves to sustain and protect their organisation’s reputation.
[bookmark: _Toc150872234]SERVICE CULTURE
To regulate their duties and work activities, employees are motivated to take a customer-centric approach. It is an equally shared purpose where everyone focuses on creating value for each other internally and externally. They are obsessed with providing excellent customer service. the perception of the customer on the receiving side is hospitable this element helps in shaping the reputation of the company, defines where it stands in the market and paves the way to positive reviews and business growth. It also provides a framework to help employees give their best to serve their customers. The doors of innovation and improvement can be opened by welcoming constructive criticism.
By welcoming constructive criticism, a service culture opens the doors to innovation, rendering a company more resilient to market volatility.
[bookmark: _Toc150872235]SERVICE FAILURE
The return of the service provided is often unpredictable due to which customer responses are greatly affected (Gronroos, 2000). this is mainly applied for the hospitality industry where they are continuously subjected to changes and is in highly intangible forms (Bradley & Sparks, 2009; Cranage & Mattila, 2006; Loo et al., 2013). these changes in the performance of the services may lead to service failure. this report cannot be corrected efficiently (Kim & Tang, 2016; Silber, Israeli, Bustin, & Zvi, 2009).as a consequence of which the companies suffer from the loss of satisfied customers and positive reviews are turned into negative ones due to aggrieved behaviour of the customers, which further causes more loss (Sparks & McColl-Kennedy, 2001)
[bookmark: _Toc150872236]TECHNOLOGICAL ADVANCEMENT 
Apart from the benefits of globalisation, digitalisation, technology advancement and automation, these are the most critical challenges hotel management faces in the 21st century. Management should compete with the whole supply in which all their branches are involved chain rather than individually due to high market competition (Özdemir et al., 2015).
In the ongoing challenges, evolution in terms of technology happening around should be adapted effectively by the management to compete effectively. The products should be continuously analysed, optimised and redesigned to meet the customers' requirements, along with managing risks that arise in the changing process to stay ahead in the game (Daft, 2001).
[bookmark: _Toc150872237]CUSTOMER LOYALTY
The strong relationship between an individual's relative attitude and their repetitive patronage is viewed as customer loyalty. Research shows that 80% of the company's profit is generated by the top 20% of the customers. (Kotler and Keller,2005) thus, the benefit of the company depends upon the consistency of the relationship between a company and its customers because regular and consistent customers produce significant increase in the profit either by refer more customers or by spreading a positive word of mouth. (Reichheld and Sasser, 1990).
The most crucial factor in hotel management and operation is guest satisfaction for recognition of the brand and loyalty of the customer (Morgan & Dev, 1994; Getty & Thompson, 1995; Wilkins, Merrilees, & Herington, 2009). Various tangible and intangible elements influence the contentment of guests. The critical challenge hotel management faces are enhancing guest satisfaction and reducing the chances of them switching to market competitors. Management is also determined to get customer feedback on their services and facilities. This timely customer feedback helps them identify and rectify their failures and shortcomings. Usually, the feedback is received from two types of customers. i.e., the customers who are not satisfied with the facilities and services and the other one is satisfied customers whose all expectations are met. Reviews of the two entirely opposite groups result in the failure of an effective and systematic action plan that will satisfy the customers (Shea & Roberts, 1998). In this modern world, technology has been implemented in hotel operations, and companies have shifted to online service quality management. The feedback system has shifted to paperless email surveys to measure the number of satisfied customers.
[bookmark: _Toc150872238]BRAND CONSISTENCY
The important concept in the world of today's marketing brand world is Brand consistency. Today, brand consistency has become a centre of focus for marketing researchers and practitioners and it has been proved that brand-consistent persons are price-sensitive and are willing to spend more as compared to as compared to non-loyal customers. The best way of measuring brand loyalty is to measure it by affective loyalty (Bennett and Rundle-Thiele, 2000)
[bookmark: _Toc150872239]CONCLUSION:
[bookmark: _Hlk150870612]The hotel industry faces many challenges and hurdles in this competitive market era, including high customer expectations. The contentment of the guest is the foremost and crucial factor in hotel management operations hotel operations has been shifted to technology to improve the quality of their services, which attracts loyal customers. Customer loyalty is defined as a strong relationship and its adherence to the brand due to good service quality. Brand consistency has become a focal point for market researchers and practitioners. 
[bookmark: _Toc150872240]RECOMMENDATIONS
· Enhancing guest communications from the hotel to make sure that they are happy and comfortable in staying there. Customers feel more satisfied when they are given information on their arrival, they feel more welcomed. It is also the best way to make them aware of the facilities your hotel provides and keep them away from any unpleasant experience. Also, by keeping the communication with guests any issue raised can be quickly addressed and you can get a chance to get their quick feedback to improve your services. You can communicate through emails before their arrival and provide them with the information about the hotel areas so they have all the needed information 
· Quality assurance procedures must be established in order to ensure the equal services to all the guests which lead to more positive reviews and less complains. QA is also important to identify issues in services and management during any customer stay so that mistake is not repeated again. A list of rules must be created for the employees so they can follow them
· The guest experience must be personalized to make the guests feel appreciated. This can be done by offering them small gestures like special amenities and offers. It will leave a positive impact and experience for the guests 
· Use of technology can help the guests in having enjoyable experiences such as online check-in. information of the guests can be saved for their later visits, it will leave a positive impact on them
· A positive work environment can be created by providing proper training and rewards to the staff and employees in which they learn the rules of interaction with guests and provide quality service, it will motivate them to provide the best customer service 
· It is essential to know the needs and expectations of the customers. This can be done by surveys, feedback or during the physical talk so that you can provide them with the best possible services up to their expectations.
· Hygiene, on-time response attention to detail can make a big difference
These strategies can be utilized to improve the service quality and let the guests have an unforgettable experience it will also boost hotel revenues, attract more customers, and your hotel can stand out in the market competition.
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