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Executive Summary
The significance of efficiently monitoring guest service approaches in diverse UK hotels. Due to the nature of the hospitality industry, customer service representatives are often the first and last people that guests interact with. Implementing a system to measure how pleased consumers are with the products and services delivered is the best approach for companies to boost customer satisfaction. Strategic public relations and media relations campaigns may help enhance a company's image. For hotels to successfully acquire new clients, retain existing ones, and grow their revenue, they need to have a solid online presence and favourable guest reviews. Employees will acquire the ability to think quickly on their feet and react precisely to consumers when the atmosphere at work is one of service. For example, JW Marriot knows that its success depends on maintaining a company culture that values its clients and treats them respectfully. To begin, JW Marriot does all it takes to ensure customer satisfaction. Brand standards include a wide range of factors, including the friendliness of the staff and the tidiness of the rooms. The British hotel operator Holiday Inn prioritises maintaining brand cohesion by making sure its online and brick-and-mortar locations adhere to the same principles, aesthetics, and quality of service.
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[bookmark: _Toc148373456]Introduction
Customer service is particularly important since it is often the first and final point of contact between a visitor and a company in the hotel sector (Walker, 2021). Since first impressions last, it is crucial for firms to train their customer service staff to be friendly and helpful (Walker, 2021). To track whether or not customer service is becoming better or worse over time, important metrics need to be identified and tracked over time. The objective is to spot problem areas before consumers start complaining about them (Xu et al., 2017). The greatest way for businesses to increase customer satisfaction is to implement a system to track how happy their customers are with the goods and services they deliver (Khan et al., 2015). Moreover, this report will analyse the significance of effective monitoring approaches to guest service with respect to diverse UK hospitality businesses. 

[bookmark: _Toc148373457]Main Findings 
[bookmark: _Toc148373458]Reputation Management
A company's reputation may be improved by strategic efforts to shape public opinion and media coverage. Reputation management is keeping an eye on how people talk about hotel brands, figuring out how to counteract any negative feedback, and making the most of positive publicity. Hospitality businesses having a strong internet presence and positive guest ratings is crucial for hotels looking to attract new guests, keep current ones, and expand their client base and bottom line. Because of this, a growing number of lodging establishments are using ORM strategies to maintain a good name for their company (Soloman, 2018). 
For instance, Premier Inn is considered the highest-rated major hotel chain. It has maintained its position as the best hotel chain in the United Kingdom, with an aggregate score of 79%. Due to the effective reputation management of Premier Inn, 's internet reputation is impacted by guest reviews. Premier Inn boosted its brand reputation, built audience trust, and attracted new customers by capitalising on good reviews (Proserpio and Zervas, 2017). To increase the effectiveness of good client feedback and solidify Premier Inn's online presence, the hotel should use the aforementioned reputation management measures. Moreover, the reputation of the hotel chain might take a hit if guests have a bad time during their stay and share their unpleasant experiences online. When given the option between two similar hotels, 79 per cent of TripAdvisor customers said they would choose the one with the better rating. Good customer service has the dual effect of decreasing the number of complaints and increasing the number of satisfied customers (Mmutle and Shonhe, 2017).

[bookmark: _Toc148373459]Service Culture
When the tone at work is one of service, employees will learn to think on their feet and respond to customers with precision (Wood, 2015). The customer-first mentality informs their relationships with both customers and co-workers. An effective service culture is crucial for every business. For JW Marriot to succeed, for instance, it is also the reality that its organisational culture and its dedication to its customers go hand in hand. To start, JW Marriot does everything it takes to make the client happy. JW Marriot's standing will improve as a result of the hotel's increased attention to its guests. There is more at stake than just increased customer loyalty when service is tied to a company's culture. An enhanced work environment and happier customers are the direct results of a strong service culture. Many workers would like it if they weren't constantly being reprimanded by their superiors and clients. Customers are less likely to return to the Hotel if they see that the staff is unfriendly or unable to assist them. For businesses operating in highly competitive marketplaces, this might be the difference between success and failure (Bavik, 2016).
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The hotel's service and cleanliness are only two of the many aspects that fall within the purview of brand standards. Adhering to these guidelines can guarantee that all hotel guests will have the same great experience no matter where they choose to stay within different brands (Ford, 2020). The hotel's service and cleanliness are only two of the many aspects that fall within the purview of brand standards. By adhering to these guidelines, we can guarantee that all of our guests will have the same great experience no matter where they choose to stay within our brand. The degree to which the operation of a hotel and communications are consistently "on-brand" is what is meant by "brand consistency." Holiday Inn, a hotel chain in the United Kingdom, strives for brand consistency by ensuring that its online and offline presences share the same values, visual style, and service standards with one another. In turn, this increases patrons' confidence in and familiarity with the hotel brand (Tsai et al., 2015).

[bookmark: _Toc148373461]Hotel Standards 
Hotel standards include a set of criteria pertaining to the degree of excellence in operational procedures, architectural design, upkeep, and interior appointments,  the norm but fall short of the opulence associated with luxury accommodations. The criteria by which a hotel conducts its operations are sometimes referred to as Hotel Standards. Travelodge's quality standards include cleanliness, service to guests, and convenience. To enhance consumer satisfaction and foster loyalty, it is essential to consistently uphold these criteria (Dzhandzhugazova et al., 2016). Hotel standards refer to a level of quality in operation, building, maintenance, and furnishings that is higher than average but lower than deluxe. Cleanliness, service to guests, and convenience would all fall within Travelodge's quality requirements. In order to increase client happiness and loyalty, it's important to maintain these standards at all times (Radojevic et al., 2015).

[bookmark: _Toc148373462]Customer Loyalty 
Loyalty from customers is the result of consistently satisfying experiences with a company. It's what makes clients come back for more and choose one over the competition when both provide the same services. Brand loyalty is a useful lens through which to analyse customer devotion (Kim et al., 2015). Earning a customer's loyalty requires regularly surpassing their expectations. Excellent service, high-quality lodgings, and generous loyalty programmes are what it takes to keep guests coming back for more in the hotel sector. Someone who always books one of their hotels when they travel can be considered a loyal client. (Kandampully et al., 2015)

[bookmark: _Toc148373463]Future Technological Impacts
The hotel business is profoundly affected by the ever-changing nature of technology. Possible future effects of technology include the widespread use of AI in customer service, the introduction of VR for virtual tours, and the application of data analytics to the practice of personalised marketing. The hotel business may gain a lot from technological advancements. Artificial intelligence (AI) chatbots, mobile ordering, and robotics are all examples of technology that may enhance the customer experience, streamline operations, and save costs. Hilton Hotels might get an edge in the market by anticipating and adapting to such developments (Buhalis et al., 2019).

[bookmark: _Toc148373464]Service Failure
When a service's real performance falls short of a customer's ideal, it leads to failed service. Customer frustration during service interruptions may be mitigated by taking these measures. When a service falls short of what the consumer expects, it is considered a failure (Koc, 2017). It might be anything from an unclean room to an unfriendly service if one works in the hotel sector. To keep customers happy and loyal, JW Marriot must respond quickly and efficiently when service issues arise. This might be done by providing a complimentary accommodation upgrade or a price reduction on a subsequent visit (Koc, 2019).

[bookmark: _Toc148373465]Conclusion
In conclusion, customer service is crucial in the hospitality industry since it is often the first and last interaction that guests have with a business. Companies should invest in training their customer service representatives to be pleasant and helpful since first impressions tend to stick. To provide just one example, the Premier Inn is often regarded as the best of the big hotel chains. Premier Inn capitalised on positive feedback to increase brand awareness, gain the confidence of its target demographic, and win over new customers. When the culture at work emphasises helping others, people pick up on cues quickly and react to consumers with more accuracy. They approach their interactions with clients and internal partners from a customer-centric perspective. Brand standards include a wide range of factors, including the friendliness of the staff and the tidiness of the rooms.  

[bookmark: _Toc148373466]Recommendation
With the rise of digital platforms, hotels need to use technology to track customer service. This includes introducing customer relationship management (CRM) systems to track guests' preferences and feedback and using AI chatbots to provide around-the-clock service. Personalised service is a growing industry trend. Hotels should be aware of their guests' specific requirements and preferences in order to provide them with individualised service. Data mining and predictive analytics may help with this.
Regular training programs should be implemented to keep staff up-to-date on the latest industry standards and service technologies. The result will be constant, high-quality service for hotel customers. As awareness of environmental issues grows, hotels should adopt more sustainable practices. This not only aids in environmental preservation but also draws eco-conscious tourists. In addition, the use of technology presents several obstacles in guest tracking, one of which is the worry over guest data privacy. Hotels should make sure they are following data protection laws. It may be expensive to train workers on new technologies and implement them company-wide. Hotels should strike a balance between their expenses and profits. Workers may be reluctant to embrace novel approaches. With the right kind of training and communication, hotel businesses can overcome this.
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