The importance of effectively monitoring guest service approaches
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INTRODUCTION 

In today’s dynamic business environment, it is very important for businesses specially that of hospitality industry to adapt to the changing customer preferences. The is to ensure that customer needs are satisfied in order to avoid staying behind in this highly competitive market (Voinova, 2018). This report is a detailed outline of the importance of effective monitoring of guest serving approaches used by different hospitality businesses. This report discusses how change in market trends affect these businesses and how these businesses have adapted to cater to these changing customer needs and business environment. 
MAIN BODY
Reptation management 

For a company it is important to monitor and manage its reputation as the reputation keeps on changing. For building and maintaining good reputation businesses use different reputation management techniques and strategies. This practice of managing brand or company reputation among customers and other stakeholders is called reputation management. Having a good reputation result in increased sales and customer loyalty. Good perception can be used to influence people to buy products and services (Aula and Mantere, 2020). In the hospitality industry it is a must to have a good reputation so that trust is built among customers. It helps hotels attract new guests, increase occupancy rates and increase sales. The reputation of a hotel lies in its ability to provide quality services to its customers ensuring highest level of satisfaction. Even though reputation management can be used to improve the reputation of the company but the real impact on a company’s reputation comes from the feedback and review of customers. If customers are not happy with services offered to them in that case reputation of a company can be tarnished (Waller and Waller, 2020). Companies use reputation management software which allows the company to track the web mentions and brand keywords used on the internet. This helps them to reply to customers on their feedback or enquiry. 
Service culture

In the hospitality industry, customer experience is treated as number one priority. The main focus of the companies is to have a customer centric approach in the staff. The goal of the companies is to provide customers with satisfactory services. Service culture is a type of business environment in which employees are trained to render high quality services to customers. In service culture the employee to customer engagement is considered very important in building customer loyalty (Seidu, Et al., 2022). This culture follows a people-oriented approach which means employees play an important role in providing customers with a good experience. All hospitality companies have adopted this service culture to ensure that customer satisfaction can be increased by promoting employees to serve customers more effectively. For companies it is a matter of top priority to monitor that service culture is followed so that customer needs are fulfilled. It includes monitoring the commitment, attitude and action of the employees towards providing services to guests. Companies use various tools like organising lineup meetings and workshops before shifts to motivate employees to adopt the service culture. In these meeting the employees are taught who their customers are and what is most important to those customers. With the use of this knowledge, employees can provide a rich experience to guests.
Case study – Marriot International

It is an American multinational company founded in Washington D.C in 1927. It is the worlds largest hotel chain on the basis of availability of rooms. It has around 31 brands with over 8000 properties in over 139 countries. The company operates, franchises and licenses lodging including hotel, residential and timeshare properties. The company provides luxury stays to budget accommodations.  

Brand consistency - The company lays strong emphasis on keeping consistent customer service quality across all its properties in order to build trust among customers. The company understands the importance of being consistent in order to stay ahead of the competition. Marriot uses similar design and amenities to ensure that guests can have a consistent quality stay at the hotels. The company constantly monitors the consistency of its services to enhance customer experience.
Hotel standards – All properties operated by Marriot international follow a set of standards set by the company which aims to ensure a premium stay for customers. The long list of operating standards includes cleanliness, staff behaviour etc. This is done to ensure that all the properties of Marriot are able to serve guests with a pleasant stay. This also promotes sales as customers travelling to a new location can easily rely on Marriot for the quality of the stay regardless of the location of the property, they are staying in.
Case study – Hilton hotels and resorts
Overview – Hilton is an American multinational hospitality company. It was founded in 1919 in Virgina, U.S. It is one of the biggest hotel and resort chain in the work with operations in 122 countries having more than seven thousand properties.  
Customer loyalty – Hilton offers discounts, rewards and exclusive benefits to its Hilton Honour customers. Hilton Honour is a loyalty program launched by the company to incentivise its repeat customers, Hilton also provides these customers with hassle free booking options in order to promote loyalty among the customers (Hua, Et al., 2018). Using this the company can monitor the number of repeat customers. 
Service failure - Sometimes Hilton faces operational problems which results in poor customer service. Hilton is working towards making a process which helps the company to remove the problem of service failure. 
Technological impacts – Technology is used by modern day companies to make things easier for guests. Hilton understands the importance of technology in the hospitality. Hilton provides its customers with tech enabled service like online bookings and self-check in and check out options. 
Suggestions – Monitoring guest service can help Hilton identify the customer taste and preferences. With researching on the needs of customers, Hilton can make changes in its services and operations to make it more suitable as per the needs of the customers (Goryushkina, Et al., 2018). For example, Hilton can change the prices of their room depending on the customers willingness to spend. Hilton can integrate technology in the service approach of the company by using software automations for recommending customers rooms.
Obstacles – Economic challenges are faced by all companies and Hilton is also not immune to these challenges. In order to continue to serve customers with high quality services Hilton needs to continue to spend a lot of money. This can become a challenge for the company in the long run and will force the company to cut corners. Also, Hilton cannot increase its prices otherwise it will lose a lot of valuable customers. 
Comparison of Marriot and Hilton
	Features
	Marriot
	Hilton

	Complaint resolution
	It has an effective complaint resolution system which helps in reducing the number of open complaints for resolution. 
	It monitors the complaints of its customers and uses its support team to help its customers resolve their problems.

	Use of technology
	Marriot uses technology to enable customers to make online bookings and self-check in and check out.
	Hilton uses technological integration to provide online booking and smart room features to its customers,

	Loyalty program
	Marriot Bonvoy is a customer loyalty program of Marriot international. Under this program the company rewards its repeat customers by providing them with discounts and offers,
	Hilton Honours is the customer loyalty program of Milton using which the company provides rewards on repeat sales to loyal customers.

	Reputation
	Marriot has successfully maintained a positive reputation among the customers. People perceive the company to be luxurious and trusted.
	Hilton relies on customer feedback and review to build a good reputation (Chang Ku and Chen, 2019). It also uses reputation management to make a sustainable positive brand image.


CONCLUSION

For a company working in the field of hospitality business should have an understanding of the importance of effectively monitoring customer approach. To succeed these companies should focus on maintain a good reputation and integration of technology in this field to improve quality of experience. To conclude, monitoring guest serving approach can benefit a company to make changes in the business strategy and values so that customers are treated as top priority. This enables a company to grow and achieve its desired goals.
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