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The Importance of effectively monitoring guest service approaches 

Executive summary 
This report covers the importance of Reputation management, and compares Britannia and HolidayInn, tow hotels on separate sides of the reputation coin. Moving on the report will also touch on service culture and how it can impact the industry with an example of good service being displayed. Although next brand consistency & brand standards are also mentioned in this report with the importance of building brand standards to be able to maintain a hotels consistency, and the idea of how both concepts tie together. Other concepts such as Future technological impacts, customer loyalty, and service failure are mentioned, as the report aims to provide a clear picture of what hotels need to be keeping up with. Although service failure is an exception, as brands need to keep up with failures in the industry and take notes on what not to do. This is followed by a conclusion and several recommendations, with one for each point.
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Introduction 
This report will cover the impact of changing trends and the importance of keeping up with the hotel industry as a whole, to better serve guests and maintain market share.
Main findings 

Reputation Management 
Managing a hotel's reputation is essential in ensuring the success of the business. (Lai, 2019) Apps like TripAdvisor have made it easy for customers to quickly filter out hotels and see which hotels have great reviews, and which hotels have poor reviews. By underestimating the impact of reputation, it can devastate a business. A good example is Britannia and their hotel chain being known as ‘’UK’s worst hotel chain’’. The Independent states guests often run into cleanliness issues leaving an average customer score of only 49%. This type of reputation will only drive potential customers away as no person would be happy to pay money to stay at a place filled with complaints, cleanliness issues, and mass critique. Comparing that to a hotel on the other side of the coin, Holiday Inn, widely acclaimed for their value for money and cleanliness and combined with the ease customers have of comparing hotels in seconds, it’s clear Britannia is losing market share and capital due to their reputation. For a hotel such as Britannia, cleanliness issues can be easily fixed by proper staffing and training. 
Service Culture 
Service culture also plays a big part in a hotel's success, and it's crucial hotels keep track of what competitors are doing to improve their own service culture. To understand this concept, it needs to be defined first, as service culture means building an environment where the staff are working hard to provide incredible customer service for the hotel guests, meaning the employees are an essential part of this aspect and must enjoy working to be able to provide good service for the customers. (Baradarani, 2018) A good example of this is a story Forbes listed in an article describing great customer service. The Article describes a journalist who told customer service at multiple hotels ‘’I always wanted a Pony’’. And while most chains would have their customer service roll their eyes or awkwardly laugh at the joke, the Four Seasons Hotel staff slipped four pages, in colour, of horses available within twenty-five miles for purchase. This example demonstrates how much attention Four Seasons dedicates towards customer experience, as they take every request very seriously. As opposed to general customer services at other hotels that work hard to avoid doing any work for the guest.  (kadampully, 2015)
Brand consistency & Hotel standards
Brand consistency is another essential part of providing an unforgettable experience for customers that ensures they come back for more, A hotel best known for this is Holiday Inn. As they enter their 72nd year in the hotel industry it is made clear they offer a service that guests have become accustomed to because HolidayInn offers a great service albeit without any personalisation to it. (This deliberate system allows them to provide consistent quality to all its guests, as it doesn’t attempt to make a super personalised experience, of course, there are exceptions made for disabled guests and other things like allergies, but apart from that the service often stays the same in a robust system. (Sandoff, 2005) This factor has made it clear to guests revisiting that they can expect no unpleasant surprises. This idea ties into the concept of hotel standards, as hotel chains must maintain standards to provide a consistent experience, and staff need a process to follow to avoid any disruptions in service delivery. (Jeong, 2023)
Future Technological impacts 
Another factor hotel chains need to keep an eye on is the Future technological impacts that could hit the industry. For example, if a hotel chain finds a way to automate certain aspects of the front desk and decides to incorporate AI to save time, money, and inconveniences, it could put them ahead of the competition until the rest of the industry scrambles to copy the innovation. For example, the first UK hotel chain to start offering internet connectivity was the Berkeley Hotel in London, as they started providing this service in 1995 making them pioneers of the hotel industry. By being the first to provide Added value such as this, it only made the Berkley Hotel more popular during this time, as the innovative idea provided them with publicity and free positive word of mouth from its guests. Making it a hot spot for travelling businessmen especially as they needed the internet on the go the most. (Iranmanesh, 2022)
Customer Loyalty 
Next is Customer Loyalty, as some hotels in the market have dedicated customers that if their destination fits they will always pick the same hotel over and over again, giving little attention to other hotels that may even be subjectively ‘’better’’. But why? This type of behaviour is only possible if the original service provided blows the customer away, turning them into dedicated customers. While great service is the best way to keep customers loyal, other factors such as loyalty programs, referral programs, and other added value can keep customers coming back. The bottom line is that customers at any hotel seek to get the most value out of the money that they spend. Many Luxury hotels especially tend to add extra value through free spa treatments, wine tastings, or free gyms available in the building. Hotel Terra Jackson Hole in Wyoming does exactly that, as if the guests decide to stay more than four nights they will be treated to complimentary three-day lift tickets for two adults, essentially giving the guests free skiing tickets. (Ding, 2022)  Although this move is smart, the guests will need to buy an initial four-night stay, and an additional three nights to even get to enjoy the free tickets. Other hotels in Skiing areas may need to take note of this due to the value proposition of Terra Jackson. 
Service failure 
And lastly, another factor that can impact a business severely is Service failure. While businesses should be monitoring the market for insights on what to do next with the other factors, with service failure they need insights on what not to do. In 2018 Marriot International experienced the largest data breach in history, with over 500 million guests having their information leaked. This of course made guests blame Marriot for the breach as they were trusted to keep sensitive information secure. This data leak made guests a lot more cautious with the information they were handing over, and the rest of the hotel industry rushed to improve their security systems to make sure they won't suffer the same. This is a great example of service failure and also the industry learning from its mistakes as a collective. (Aivazpour, 2022)
Conclusion 
In conclusion, hotels must learn from the mistakes but also from the innovations that other businesses in the same industry are making, this is all to ensure hotel services improve and guests can have a pleasant, yet secure stay, to sustain the wider economy. Threats like data breaches always around. The hospitality industry is unforgiving and being behind on new innovations or trends can cost a business millions, especially with the rise of comparison websites, which make each mistake unforgivable. (Guchait, 2023)
Recommendations 
Firstly, Hotels are recommended to spend as much as needed to improve their security systems to avoid data breaches, due to these breaches potentially leaving a spot on their reputation for decades. (Panai, 2018)
Another recommendation is to review the value proposition of the business and review how customers perceive the value they are receiving compared to the monetary value they are giving. By seemingly offering more than taking hotels can have customers eagerly booking rooms. While loyalty programs may also be a good idea to incentivise guests to keep coming back. (Latif, 2021)
Thirdly, Hotel chains should keep an eager idea of future technological advancements and seek to incorporate new systems into their rooms. By incorporating AI into customer service hotels can save money on staffing, by having the AI deal with general queries, and have a real person intervene for a more specific request.  (Lukanova, 2019)
Furthermore, Hotel standards and brand consistency come hand in hand, so to maintain Brand consistency hotels must incorporate a standard way of doing things, and train staff on this very concept, to deliver a robust service, and keep their consistency high. (Seric, 2020)
Another recommendation is for Hotels to have a spokesperson that regularly attends interviews or delivers messages when the hotel is in hot waters, to keep the reputation clean and to maintain the positive opinions customers have on the brand. (Jalilvand, 2017)
And lastly, Hotels should incentive staff to provide guests with a positive experience through rewards, and foster an environment that promotes hard work and politeness. By keeping staff motivated it can improve their overall performance. (Uka, 2021)
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