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Executive Summary
Monitoring customer service and guest experiences goes beyond, simply identifying the key performance indicators and measuring the trends in the hospitality sector. it is all about identifying the intricate differences that make one customer different from another and then developing services so that customer satisfaction is ultimately achieved. Customer service and Guest service is all about catering to the specific needs and requirements of the customers. Identifying the concept of guest experience is also very critical. Guest experience is all about going beyond the expectations of the customers and offering services that contribute to a memorable stay of the customers in the hotels. The importance of effectively monitoring the guest service and the guest experience approaches is the primary focus of this report.
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Customer service and guest experience are the two most important, vital components of an organisation that is currently operating in the hospitality sector. Many times, customers complain about the poor services and bad treatment that they have got from the weapons and teachers of the organisation. These contribute to horrifying experiences with the customer service representatives and hence, the entire business has to pay the price of These experiences in the form of reduced profitability and growth. Reduced repeat purchases and loss of revenue follows. Hence, it is of utmost importance to monitor the customer service. 
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There are many reasons why it is very important for business organisations to effectively monitor the guest service approaches. The most important reason is definitely reputation management. The top performing organisations according to Walker (2021) understand that the service quality is of no use unless it is delivered properly. Customers are the very source of income for every organisation. As a result, they not only purchase the services from the organisations but also use their applications and tell their friends about the experiences they have with the organisation (Hoang et al. 2023). Hence, the happy customers lead to a growth of the brand. In recent travel sites, Expedia have rated Banyan Tree as one of the most preferred hotel groups for customers. With an average of 4.1 out of 5 rating among the customers, Banyan Tree hotel chain is a winner of 300 awards for innovation and offering unique experiences (Banyan tree group, 2022). To ensure that the customers are feeling happy and satisfied, and they are becoming an ardent advocate of the brand, it is very important to treat these customers royally and the monitoring of guest service and guest experience approaches leads to better reputation of the organisation in the market. The companies focusing on providing exceptional attention and personal care to the customers can have a positive impact on the guest experience and this leads to an increase in referrals and loyalty. Ford (2020) highlighted that in any organisation operating in the hospitality sector around the world, majority of all the income come from those customers who have been recommended the brand by friends and family members who have stayed in the property before. Hence, the monitoring of the guest service and guest experience approaches becomes extremely important to attract and retain the customers for better reputation in the market leading to better competitive advantage in the market (Rather and Camilleri, 2019).
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Figure 1: The service culture model
(Source: Wilowe Management Consulting, 2019)
Service culture as identified by Solomon (2018) is a company culture that primarily focuses on offering high-quality customer service. The needs and requirements of the customers are put above all the other activities that the employees perform within the organisation. Hence, this helps in creating a foundation for targeted customer experience. Under the service culture, the customer service and the organisational culture goes hand-in-hand for the organisation to be ultimately successful (Belanche et al. 2021). This means that the customers must be satisfied by all means. There are two important aspects of service culture that are enhanced when the guest service and guest experience is monitored. First, it stops the customers from churning the services provided by the organisation. Second, it improves word of mouth, marketing and recommendations.
Padma and Ahn (2020) highlighted that when the guest services and guest experiences are monitored, the employees within the organisation are chosen based on how well they can align with the service culture of the organisation. Hiring the people who can embody the values of the organisation can help in looking beyond the skills and experiences of the employees and identify how well they will be able to establish a service culture. The monitoring process can also be focused on determining the kind of questions that are asked in the interview Process and evaluate whether or not the candidate can embody the existing service culture (Tuomi et al. 2021). Teamwork experiences, values of the candidates and problem-solving skills can be a part of the interview questions that act as a very important tool for monitoring the guest experience and guest service.
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Monitoring the guest experience and guest service is critical in identifying how the organisation can increase their hotel standards. The survey that is given to each of the guests at the end of their stay not just provides insights as to how good or bad the services of the Hotel is, but they also identify the improvements and the level of customisation that can be added next (Mariani and Borghi, 2021). For instance, if the customer survey response said that there has to be much more personalisation of services required or a particular service needs to be added then it can be acted upon with immediate response. If the Hotel is noticing that some of the customers are not happy with the services then the survey can be used to identify why it is so. Hence, the quality of the services improves only when monitoring practices are carried out. This also helps the senior managers in the hotel to make better business decisions. The Guest experience and guest service survey can give insights into the customer needs and preferences. This information can reveal the products and services that can keep the customers satisfied (Heppel, 2015). This can help the senior managers to make appropriate decisions in terms of cleanliness and maintenance, increasing the amenities in the room, training the staff members to become much more attentive towards the needs and requirements of the customers and focus on technology that can help improve the overall guest experience. One of the biggest examples of hotels monitoring guest experience for improving hotel standards is witnessed in JW Marriott Hotel Berlin. Recently, the hotel is renovating 505 guest rooms to improve the hotel standards while keeping in mind the mindful experiences that the guests want to enjoy. 
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Figure 2: Dimensions of Customer Loyalty
Source: Nazari et al. 2014
Monitoring the customer service and guest experience can play a very critical role in improving the recommendations via the word-of-mouth marketing. According to Wood (2015), the customers show their loyalty by sharing their experiences with their family and friends. The loyalty of the customers towards a particular brand is identified regarding the word-of-mouth marketing. For instance, Hilton Hotels have focused on customer loyalty by offering customer Hilton HHonors loyalty programs. At present, there are 52 million members worldwide (Hantuli, 2016). The loyalty programs are the most important reflection of the customer's repeat stays and recommendations. When the customer experience and guest service is monitored using specific key performance indicators, there is a clear identification of the extent to which the service culture has been successfully established to reach a higher level of customer loyalty. A strong service culture leads to an increase in customer experiences because of enhanced employee motivation. As a result, the customers trust that the brand is going to cater to the needs and requirements of their friends and family members in the same way as it has catered to their needs. The reputation of the customers is at stake when they are recommending a particular hospitality organisation to their friends and family members (Tsao, 2018). Under such a situation, when there is a service culture established because of constant monitoring of guest services then the recommendations and word of mouth marketing increases drastically. This is the highest level of customer loyalty that can be manifested by the organisation in the hospitality sector. 
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The report identified that reputation, management and service culture are the two most important outcomes of effectively monitoring the guest service approaches. The other additional outcome is Hotel standards improvement and increase in customer loyalty. In a highly competitive business environment in which the organisations in the hospitality industry are currently operating, it is very critical to ensure that the business delivers customer experience so that they can remain ahead in the game and achieve a significant competitive advantage in the market against its competitors.
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One of the most significant obstacles in monitoring guest experience and guest service is the lack of technological advancements that have been implemented in the companies. The hospitality industry has experienced massive changes owing to the covid-19 pandemic expediting the digitisation process (Li et al. 2021). Under such a situation, it is recommended that the organisations use AI tools to monitor the guest service quality. Using AI, the senior managers can identify the performance issues and take actions that are required to improve the experience and services rendered to the customers. AI powered Chatbots also can play a critical role in identifying individual needs of the customers (Buhalis et al. 2019). Starting from customer enquiries to offering instant response to the customers, offering product recommendations and so on, AI can offer a significant competitive edge to the organisations. 
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