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Executive Summary
Guest service is at the core of hospitality industry because guest service defines the guest satisfaction and the success of the business. The importance of monitoring guest service is undoubtedly high for hospitality industry and more importantly for hotel businesses. There are different findings can be addressed to realize the importance. Reputation management can be ensured only when guest services can be monitored effectively, where customers get wider access using online and social media to get the idea of reputation of a hospitality service provider. For developing a better service culture, it is also important to monitor guest service approaches. Along with that, brand consistency and customer loyalty can be achieved by effective monitoring of guest approaches in hospitality sector. It is recommended to invest in reputation management by highlighting the online and social media along with investing in advanced technologies.   
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Introduction: 
In hospitality business the competition has increased significantly, where the competitiveness of this sector is influenced by multiple factors and trends that are identified and assessed with the support of relevant findings. The findings will be identified, discussed and analyzed in this report.  
 
Main Findings 
Reputation management: Reputation is the most valuable asset of hospitality business as the customers look for reputed service providers to meet their hospitality needs. According to Kadieva (2017), reputation of a hospitality business organization is not measured or valued by the physical assets or establishments rather it is all about the services delivered and approaches made towards guests or service users to meet their needs. On that occasion, the recent trends in hospitality business is to find the reputed service providers who can keep their commitments and can provide value for money. For example, guests in recent days look for customer or guest reviews before choosing a hotel so that they can get a real idea about the reputation of the hotel. On that occasion, the timeline of the guest reviews helps the guest to address the quality of service and the differences throughout a certain period of time. In this regard, the social media sites and online platforms play an important role to define the reputation of particular hospitality organization (Silva and Belo, 2022). As a result, it can be addressed that most of the hospitality businesses emphasize on reputation management, where the digital, off-line and online-based platforms and channels are used to develop and maintain a positive reputation. For example, the travel sites such as TripAdvisor, Booking.com and other international and national website and applications allows a guest to review the quality of service and overall reputation of a hotel to make the booking decisions. Kim et al. (2015) the ratings on different categories of service provided by a hotel help guest to make his decision as the previous and recent service quality are reflected through the review ratings.   

Service culture: Service culture is the foundation of hospitality business as its set a tone to the quality of service delivered top guests. Hudson and Hudson (2022) mentioned that service culture refers to the internal code of conduct, process and approach followed by hospitality service providers to deliver services to guests in meeting their needs. For example, Four Seasons Hotel and Resort empowers their employees to make decisions for addressing the guest priorities and satisfy them without making any delay (Jackson and Naipaul, 2008). It means, less formalities are followed or the process of decision making is shortened to foster the service delivery process so that the staffs and employees of Six Seasons can quickly respond to the needs and requirements of their guests.    
Brand consistency: It is common to know about branding but it is less common about brand consistency as most of the companies are serious about branding but not very much concerned about maintaining the consistency of their branding. The scenario has changed in hospitality sector as customers are connected and engaged with the developments of hospitality businesses through online and social media platforms. As a result, branding is not a one-time job rather it became an around-the-year job for hospitality businesses to influence their customers positively. For example, the hotel chains such as Inter Continental carry on year-long branding and promotional initiatives to keep their guests influenced (Schuckert et al., 2019). Foroudi (2019) stated that brand consistency is very important for developing a big loyal customer base as the loyal customers can find values to be loyal to the hospitality organization or a particular brand that remains active throughout the year.    
Hotel Standards: This is very important in monitoring guest service approaches as to support as to meet the expectation of guests. Maintaining a standard of service and quality by hotels is not a new concept rather it is a classical concept where some new categories of standards are added by addressing the expectations of guests. For example, boutique hotel concept was developed back in 1981 by Bedford Hotel that is now getting popular as people now focusing on having a unique hospitality experience being within the unchanged socio-cultural environment (Gestalten ‎and Klanten, 2019). From that perspective, it was necessary for the hotel industry to address this need by monitoring the guest services. It is necessary to monitor the guest service and match with the delivered service by hotel to know whether there is a gap or not. In the case of finding any gap it is necessary to find or design a preferred service to fit the gap. For example, when committed standard of service provided by a hotel to its guests, there is high possibility that the guest will choose that hotel again as trust is developed.  
Customer Loyalty: This is a valuable asset for any hospitality business and for hotels loyal customers play the key role to generate lion’s share of the revenues during on and off-season. To increase customer loyalty and develop big loyal customer base different kinds of initiatives are taken by different types of hotel and hospitality businesses. Carev (2018) mentioned that in any kind of initiative or approach taken by hospitality business to increase customer loyalty must consider the value, respect and dignity given to its customers so that they feel valued and get influenced every time they make their purchase decision. For example, Hilton Hotel offers loyalty programmes to its regular guests such as free room upgradation, extra discounts and free stays so that they remain loyal to the brand (Chen and Bowman, 2022). The important factor to address is that through customer loyalty it becomes also easy to monitor guests and gather data to analyse their needs and preferences to ensure better service to them.
Future Technological Impacts: The future of hospitality industry is linked with technology as the technological advancements can improve the quality of service as well as improve guest experiences. It has already seen that the technological advancements in hospitality industry has set a new expectation level for the guests as they look for better services where there is technological integration with guest service. In the upcoming years the key technology will be AI (artificial intelligence) and robotics to give guest a unique and existing hospitality experience (Kansakar et al., 2019). For example, Hilton has appointed Connie- a robot concierge to assist the guests in booking their tours and managing their restaurant reservations (Baiju, 2019). The important factor to mention is that the inputs gathered by this kind of technologies will be used by AI to monitor guest approaches and ensure better quality of service. 


Conclusion
To conclude, guest service approaches must be monitored by any hospitality business as to identify the areas of improvements as well as to develop loyal customer base. From the discussion and analysis, it can be addressed that the recent trends in hospitality sector is relevant to the online and social media where guests significantly consider the guest feedbacks and reviews for making their choices. Along with that the emerge of AI technology is also empowering hospitality service providers to monitor guest approaches for offer better services. At the same time, it is important to monitor guest approaches to for setting standards for meeting the expectations and make them loyal.         

Recommendations:
Realizing the importance of monitoring guest service approaches it can be recommended that the hospitality businesses should-
· Focus on investing more in reputation management and the majority of the investment should be on online and social media. It can be found that the online visit to Hilton’s website was 38.3 million in October 2023 and it was 54.1 million for Marriott’s website in the same time (Similarweb, 2023). As a result, it is necessary to develop year-long strategies for improving reputations to attract more customers.
· Focus on developing a strong service culture within organisation by involving employees from all hierarchical level as to ensure that guests can experience similar quality of service while interact with employees from different hierarchical levels. 
· Invest in advanced technologies especially in AI and robotics to foster the service delivery and also gather more data to facilitate guest service approach monitoring.      
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