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This report is titled “The Importance of Effectively Monitoring Guest Service Approaches”. The hospitality industry is very competitive for which businesses needs to continuously adapt with the changes in the market. This adaptation with changes gives them chance to grab the lead position in the market. To ensure the business has these quality they have to maintain some managing options including, reputation management, service culture, brand consistency, hotel standers, and many more.
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[bookmark: _Toc150973296]Introduction 
Hospitality industry has become a highly competitive and attractive field. In this rapidly growing environment, staying one step ahead of others is crucial. Coping up with the advancements in the field is not a choice; it’s a must to do task. Trends in the usage of technology, service standards, and guest preferences are changing promptly which results in the changes in customer preferences (Khatri, 2019). To be one step ahead of the competitors in the field a business must acknowledge and accommodate these changes. Efficient guest services are the key factors to be apart from the competitors. Unique service is just not a quality, it is also an advantage. In this digital age positive interactions are priceless, as customers share their experiences across social media almost instantly. These positive reviews develop brand values, establishes positive reputations, holds customer loyalty, and most importantly provides a leap from the competitors.


[bookmark: _Toc150973297]Reputation Management in Hospitality Industry
In this highly competitive hospitality industry holding the reputation is not a mere task; it is a must to stay one step ahead of the competitors. Reputation management is a strategic process for shaping and driving people’s insight about the business (Alrawadieh, Alrawadieh and Cetin, 2021). This is a major role-playing factor while deciding if the business is a success or not. In this digital era people emphasizes on online reviews of a product or services. A positive insight generates customer loyalty, develops reputations, and leads to customer repetition. In the meantime, a negative review does the contrary (Hussain et al., 2020). 
[image: Proactive vs. Reactive: Understanding Reputation Management Approaches]Efficient reputation management needs the continuous monitoring of digital platforms, which includes, social media channels, reviews on website, and online forums. Responding to the positive revies in a generous way is a proactive approach to customer services. This can be transformed into a marketing plan, such as, the business can reply to those positive by thanking them, by giving discount coupon, or by any other means which can create good word of mouth. This is also same in the negative review; businesses can reply with apology and ask for their feedback (Myo, Khalifa and Aye, 2019). This is a possible way to minimize the bad reputation caused by that negative review. This connection or engagement with the guests and customers is a key factor for the development of customer satisfaction and reliance.[bookmark: _Toc150973226]Figure 1: Reputation Management
Source: (blog.reputationx.com, 2021)

Businesses can also integrate their digital channels with search engine optimization (SEO) strategies to promote quality contents, emotionally connecting contents to motivate the customers to provide positive reviews and drive the social media presence in a positive way is fundamental strategies to maintain a desired reputation (Bhandari and Sin, 2023).
A business which gives prompt responses to negative review and collection of feedback from them show the dedication toward the customer satisfaction. This dedication results in the minimization of bad word of mouth and instead create a positive reputation. On the other hand, not responding to the feedback results in more negative reputation (Rhou and Singal, 2020). As it doesn’t show any dedication toward the customer satisfaction in the business. So, it is crucial to maintain an engagement with the customers to hold reputation.


[bookmark: _Toc150973298]Service Culture in Hospitality Business
[image: A diagram of a service culture model

Description automatically generated]Service culture is the accumulated standards, promises, and engagements that drives every member of the organization to provide unique and exceptional services. In the competitive field of hospitality industry, establishing a strong service culture is not a mere task to be fulfilled by the managers; it is a must be fouled rule to have a significance in the market and get hold of the lead position (Kuo, Fang, and LePage, 2022). A service culture which is positive ensures a various thing to enhance the experiences of customers, such as, providing consistence services to the customers, ensuring the have created a memorable experience, and leading them toward ultimate satisfaction and loyalty (Sarhan et al., 2020). [bookmark: _Toc150973227]Figure 2: Service Culture Model
Source: (Wilowe Management Consulting, 2020)

Maintaining a mindset which is service oriented among the members of the organizations includes various methods, such as, comprehensive training programs to discuss about the positive service culture of the organization, taking feedback from the customers continuously to enhance the service quality and respond according to the needs and desire of the customers, etc. Motivating employees to hold a service-oriented mind set ensures the overall growth of the organisation (Gelbman, 2021).


[bookmark: _Toc150973299]Brand Consistency in Hospitality Industry
[image: ]In the highly competitive industry of hospitality, brand consistency is crucial for establishing a strong and renowned brand identity which develops customer reliance. Brand consistency is a set of strategic activities for maintaining all the aspects of a brand’s identity. This includes brand’s fundamental standards, tone of engagement, interaction with customers, and visible elements (Foroudi, 2020). Brand consistency in the context of the hospitality industry means the consistency of the brand’s customer engagements, fundamental values, experiences delivered to the customer across all the platforms and places. [bookmark: _Toc150973228]Figure 3: Brand Identity Elements
Source: (Cameron, 2019)

This includes all the elements mentioned before. from the visible elements such as, brand’s logo and theme to the non-visible aspects such as, quality of services and guest interactions all are important elements of brand consistency (Liu et al., 2020). 
Meeting the expectations of the guests from the services according to the standards and promises of the business is fundamental to build and hold customer trust, loyalty, and reliance. When a service which reflects the brand’s standards and identity, develops a sense of friendliness and trust, leading towards customer satisfaction and reliance (Hsu, Liu, and Fan, 2020). Emphasising on the brand's promises with consistency ensures that the customers will receive the anticipated quality of service no matter the place they visit.
For ensuring consistence experiences businesses must apply various type of strategies. Such as, standardised training programs for the staffs which makes them have knowledge about the standard of service the business provides, establish a comprehensive brand guideline which includes all the guideline about how the business will operate, and lastly regular quality evaluation to maintain the quality of the services they provide (Lee and Oh, 2021). Integrating an effective communication channel to engage all the different departments as well as all the branches in different location to share the best services ensuring to maintain the vision and identity of the brand. By effective management of brand consistency business in hospitality industry establishes a renowned standing in the market, not just meets the expectation of the customers (Rather et al., 2021).


[bookmark: _Toc150973300]Standards, Customer Loyalty, and Technological Impact in Hospitality Business
Hotel standards: In hospitality sector there are various indexes which are the benchmark of quality and services. There are many organizations setting these standards, such as ISO and AAA, to ensure that the hotels meet some specific criteria and enhance the overall credibility and reliance. These standards are specifically based on how clean the service is, how safe the service is, and how satisfactory the service is (Jawabreh, Mahmoud and Hamasha, 2020). 
[image: ]Customer loyalty: in the aspect of the hospitality industry customer loyalty refers to the emotional attachment and reputation of business with customers.[bookmark: _Toc150973229]Figure 4: Developing Customer Loyalty
Source: (www.lexer.io, 2021)

This part emphasizes the overall satisfaction customers got from the business, the build of trust among customer and the business, and a higher value which will be maintained for the lifetime (Myo, Khalifa and Aye, 2019). Customers who are loyal to the business are promoters of the business, their positive word of mouth generates positive insight about the business, resulting in increased bookings which generated higher revenue.
Technological impact: There are various technologies which are helping businesses. Such as artificial intelligence, virtual reality revolution, and AI driven chatbots. In the hospitality business these technologies have a very positive impact (Ivanov, 2019). Such as, AI chatbots can provide seamless communication services continuously without any break. Also, the integration of VR is revolutionary, guests can take a short trip or feel the environment through these VR tours.

[bookmark: _Toc150973301]Conclusion 
In conclusion, the hospitality industry is a very competitive industry which require very strategic planning about the services provided to the guests. To concur this competitive market some specific things must be stablished in the business. A positive and prompt service culture needs to be established according to the business standards. This strong service culture also needs to be managed by extraordinary leadership. Meeting the standers is not only a goal but a compulsory step to have a lead in the competitive market. Also integrating artificial intelligence, virtual reality revolution and AI driven chatbots are some crucial parts which makes the business leading in the industry. Business might want to create an emotional connection with the customers it will result in customer loyalty and reliance. 

[bookmark: _Toc150973302]Recommendations
The business might take some actions to secure a sustainable growth in this competitive industry. Business might try to take steps which enables a positive online approach of potential customers. As in this digital era online reputation influences people’s decision. Business might higher very skilled designers who will develop a visual theme for the business, which is pleasing to the customers and has resemblance with business. Also, the business may establish the business standards which generates maximum customer satisfaction. 
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