Module Name: Hospitality & Guest Services
Module Code: BMIH4003
Student Name: Sorin Bindea
Student ID: 2246420
[bookmark: _GoBack]Work count: 1451





The importance of 
effectively monitoring 
guest service approaches



[bookmark: _Toc486593158]Executive summary
[bookmark: _Toc1126284368]The hospitality industry relies on its adaptability so as to remain within profit zone. This study examines closely, the main determinants of success in a competitive marketplace. Hotel managers are urged to ensure that the four main pillars of reputation management are always put into practice since they play an important role in increasing guest satisfaction as well as boosting operational efficiency. Satisfying Customers, exploiting the cultural peculiarities, and improving ORM has been stressed in reputable resources. These proposed solutions stress upon the importance of developing employees’ involvement, complete coaching programs, and efficient online reviewing mechanisms. Hoteliers should focus on those aspects of their businesses that may give them a competitive edge in the ever tough hospitality industry.
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Introduction
Firms operating in a highly competitive industry of hospitality should stay ahead with new trends in order to continue providing their customers with best quality service. Yilmaz (2009) maintains that one must do more for clients in the ever-changing career. Reputation management, service culture, brand consistency, and hotel standards among others are discussed in this article as they relate to the hospitality industry. All these aspects influence what people think of the site as well as the quality of the services delivered hence, they support both customer contentment and business profitability. The impact of these features upon competitive advantage and services quality in the hotel industry will be demonstrated using facts and recommendations.
[bookmark: _Toc533523302]Reputation Management
Successful operations in the hotel industry heavily depend on reputation management. Reputation management, which involves artfully depicting an institution’s image before its numerous clientele. This implies a great deal of importance that should be accorded to the consumer’s perspective, an essential aspect in the hotel industry. As noted by Helms et al.(2011), reputation management is a planned process meant for safeguarding an organisation’s image from possible damages that are associated with negative perceptions of guests about it.
Modern-day whereby customers can easily access information at the speed of light; maintaining a good reputation is significant. An online reputation of a hotel is critical for its success. Positive online reputation draws new customers and creates customer loyalty. On the other hand, a negative one can affect an enterprise’s bottom line. As Qoura and Khalifa (2016) state, reputation management does not only involve addressing external clients. Various factors affect guest satisfaction in the hotel as well influence the hotel’s reputation among its own staff members and other stakeholders internally.
Let us take selected cases in which famous world hotels were involved, By engaging in dialogue with customers who post their comments through various social media, Marriot International has proved its skill of handling reputation. The Ritz-Carlton therefore serves as an ideal example in reputation management since speedy resolution to issues coupled with fast response have led to increased levels of customer satisfaction and loyalty. The phrase – “Ladies and Gentlemen serving Ladies and Gentlemen” captures all that the firm stands for, and underpins its commitment to treating each customer as an individual person with special needs. This achievement has attracted numerous accolades and also high levels of customer loyalty that have raised the bar for the entire field.

Service Culture
The term "the service culture" refers to the practices, ceremonies and a set of beliefs utilized by establishments while delivering services to their clients whenever they discuss about the hospitability sector. The type of service provided to visitors has a significant impact on the creation of the atmosphere, as well as the relations between employees and patrons. This is not simply an ordinance, but a distinct culture aimed at getting workers give their best as they relate with customers for unmatched experience and excellent services.
As it has been stated in the chapter above, it is the strongest service culture, and its key dependant is based on hospitality. Guest pleasure, brand loyalty, and more generally an overall evaluation of performance by the hotel depends on this aspect. In a competitive culture, hotels adopt a customer-orientated culture, which focuses on clients’ needs and experience as major aspects. This concurs with Bagdan (2019). Service culture has many issues that include things like checking in and out, food, housekeeping, social interactions with hotel staff, among others, that impact on the guest experience at a particular hotel during their stay.
Many advantages are associated with hotels that highly cherish and nurture robust service culture among their clients. According to Ford et al (2012), Ritz Carlton was awarded the world leading provider of outstanding Customer satisfaction. In this case the ritz’s “gold standards” form the cornerstone of employees' empowerment and individualized services founded on Bagdan (2019) for four seasons hotels & Resorts. So far, our loyal customers have been satisfied with our service delivery.
[bookmark: _Toc528916454]Hotel Standards
The hotel industry must maintain quality standards in order for consumers to have a reliable and repeatable experience. The quality standards are the basis upon which the hotels operate and provide services such that the customers get certain grade of excellence in service (Grini, 2007). Cleanliness, hygiene, safety, quality services are among others under the stated criteria. They include factors that influence the hotel’s image and guest satisfaction, among others.
Successful implementation of quality standards in many ways depends on hotels’ external and internal circumstances. According to Tar et al. (2019), some of the reasons a hotel may have to put in place and adhere to strict standards include staying competitive, increase of visitors’ expectations, and government policies. Narangajavana and Hu (2008) mention that there exists a linkage between rating system and improvement of hotel’s quality of services that affect hotel’s overall performance. As shown in this evidence the upkeep of high standards benefits the financial line of the hotel and also the guest pleasure.
The findings of these studies would provide various recommendations for helping hotels overcome obstacles so as to attain and exceed industry standards. Hotels must, in any case, invest a lot in their training and development programs so that their staff members fully understand what these benchmarks are and apply them in all instances (Grini, 2007). Staff might require training on a daily basis to be able to properly react to the altering demands in quality and maintain high service standards.
Brand Consistency
[bookmark: _Int_ec9uz3L0]Brand consistency” is a concept that applies to delivery of services, contacts with guests, brand messages and recognition in the hotel sphere. According to Foroudi (2019), it becomes probable that there will be a positive total experience when all customer interactions with a company match the brand promises and the main values.
There’s nothing more important than consistency when it comes to maintaining a brand. Hence, Foroudi (2019) argues that this helps companies earn the due respect, loyalty, and trust from customers. To that end, it goes without saying that hotels need to run an effective and consistent branding strategy so that they can stand out from other hotels. Customers’ attitude and decision making are determined by this phenomenon because the phenomenon has been noted to increase brand awareness, build trust and ensure quality.
There are many benefits of establishing a branded hotel chain that maintains the same standards for each hotel. On seeing this statement—that is one of the Hotel’s unique selling points (USP)—visitors will feel more loyalty and confidence in the Hotel. As pointed out by Foroudi ((2019) a consistency in terms of the brands identities should be embraced as it has a direct relation with the performance, success, and revenue of such hotel. Consistent brand experience also builds confidence and meets the expectation of the guest for the hotels as found by Chung and Byrom, (2021).
They use many ways to maintain their distinctive identity of hotels. It is an outstanding example of a company using concepts of continuous service improvement and uniform branding for better hotel operations. Marriot has utilized total brand consistency among its hotel brands in addressing some of the market shortages. However, the brand standards upheld by Marriott ensure that customers always receive equally good service from any hotel they consider regardless of their choice (Narangajavana and Hu,2008).
[bookmark: _Toc147508854]Conclusion 
In the depth of this report, the key aspects of effective hospitality services have been underlined. Quality standards, brand consistency are some amongst the few keys to excellence like reputation management and service-oriented culture. This may also entail developing service culture, maintaining acceptable thresholds of quality, as well as continuity between brands consistency. As the most respected concepts globally, they demonstrate their effectiveness in raising revenues. The market for hotel service delivery is extremely competitive, hence hotels have to follow certain rules to remain unique and provide the tourists with unheard-of services.
[bookmark: _Toc310124301][bookmark: _Toc401752841]Recommendations
Considering the existing constraints and trends in the market, the hotel industry can put in place strategic actions, with a view to improving customer’s service plans as well as addressing key issues.
Moreover, hotels can offer cultural awareness training programs tailored for different levels of guest’s services expectation (Mok & Armstrong, 1998). The only way such initiatives can succeed is to take into account as many cultural factors in rendering services to clients as possible, assuring that needs are met on the part of all cultures. Mok et al., (2013) indicated that service-quality management entails complex procedural approach. In order to accomplish this, several instruments and approaches towards sustaining improvement have been applied. Routine evaluations should include culturally sensitive service quality indicators which would provide a tailored made and joyful experience for every client (Yilamaz, 2009).
As claimed by Perez-Aranda et al. (2019), it is paramount for hotels to be proactive and use Internet platforms and survey system to manage reputations. Effective, prompt systems for managing guest feedback provide an opportunity to improve online reputation and guest satisfaction. A team or service dedicated into monitoring and replying to consumer commentaries could help you enjoy the fruitful outcome of brand management.
Mok and Armstrong (1998) assert that including hotels’ employees at this stage strengthens the sense of service while sustaining consistency with the brand identity. A real service-oriented working climate is built by giving employees opportunity to match the brand experience. It may as well be possible to make sure that the brand is delivered through training programs that would be specially designed for the company’s employees to keep their minds on the values underlying the product or service offered by the company and continually remind them about such values.
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