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Executive Summary
The aim of the report is to justify the importance of effectively monitoring guest service approaches. The main focus of the report was to justify the effectiveness of reputation management, service culture and customer loyalty in the hospitality sector as they are also significant components of guest service approaches. To meet the aim, guest service approaches were analysed from the practices of some renowned organisations worldwide. According to the analysis, all of them have a significant impact on business success. The report also includes a recommendation where brand reputation has been provided the highest priority. When it comes to matters of the utmost importance, an organization needs to think about managing its brand reputation. But other approaches are also significant. 
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[bookmark: _Toc148033755]Introduction
Hospitality industry is a dynamic industry as the preferences of guests are changing with the flow of time. That is why organisations in this industry need to analyse the trends and get insights into the needs of customers to meet their needs as well as satisfy them. It is also needed by an organisation in this sector to differentiate itself from other organisations in this sector. As part of this, an organisation develops a unique service culture that helps in making the organisation exceptional (Molose and Ezeuduji, 2015). Additionally, they need to manage their reputation by adhering to appropriate marketing strategies for creating value for the guests. However, the purpose of the report includes identifying reputation management approaches, service culture and customer loyalty approaches by different organisations in the hospitality sector. The report also includes recommendations for hospitality organisations based on the analysis of effective hospitality practices within the sector.


[bookmark: _Toc148033756]Effective guest service approaches in the hospitality sector
There are several guests service approaches can be notice in hospitality sector. But all the approaches are not effective. Effective gusts service approaches help in building positive image of an organisation in hospitality sector. However, different types of approaches and effectiveness have been discussed as follows:
[bookmark: _Toc148033757]Reputation management
Reputation management is the process of influencing the perceptions of the public as well as customers of a particular sector, providing feedback to their perceptions and grabbing various opportunities based on socio-economic situations for the purpose of enhancing the reputation of an organisation (Yao, Han and Bi, 2023). It is a vital approach in the hospitality sector, as the demand for hospitality services is increasing and changing day by day. One of the examples of reputation management is Guest Voice undertaken by Four Seasons Hotels and Resorts. 
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Figure 1: A survey conducted by Statista in 2014 (Statista, 2014).
 

By this approach, the organisation collects, and analyses the opinions of guests through interviews, social media and surveys. This approach has a huge implication for the success of the organisation. According to TripAdvisor, 95% of guests of the hotel reviewed that they are satisfied with the service of Four Seasons Hotels and Resorts (Ding and Legendre, 2022). The importance of guest reviews in the hospitality sector is phenomenal as they play a vital role in providing insights about their needs to the organisations in the hospitality sector to be 100% satisfied. Another popular hotel chain Ritz-Carlton promotes a “Gold Standard” service approach for managing and enhancing its reputation (Bacon and Pugh, 2017). The employees are provided sufficient training so that they can handle the issues of guests properly and make them satisfied. As a result, the customer satisfaction rating is so high that 40% of the guests are repeat guests of this hotel chain. Walt Disney World Resorts is also known for its unique brand reputation approach. The approach is known as “Magical Moment” which plays a vital role for the company as the satisfied guests recommend the company to others (Schueler, 2020). Radisson Hotel Group also undertakes several activities to make the reputation management approach effective. Responsible business programme is one of the most effective approaches for the company. As part of this, the organisation focuses on sustainable and ethical business practices, employee wellbeing, community engagement etc. to ensure brand reputation (Murray and Ayoun, 2021). Considering the above discussion on various well-known organisations in the hospitality sector worldwide, it can be said that every organisation takes the reputation management approach seriously, as it helps in ensuring profitability for the organisations.
[bookmark: _Toc148033758]Service culture
Service culture in the tourism sector can be defined as a set of rules, beliefs, and shared values that an organisation encompasses while delivering excellent guest service. It also includes how the employees of an organisation interact with guests while delivering hospitality as well as services (Michaelides, 2017). To make this approach effective, there should be consistency within an organisation in service culture. It means if service culture varies year by year, it will not create value for the guests significantly as well and the repeat guest also will not be able to distinguish the organisation from others in the hospitality sector (Walker, 2021). However, the effectiveness of service culture in organisations in the hospitality sector has been discussed as follows from a case-study of some renowned organisations:
Ritz-Carlton is one of the most popular organisations in the world has a good record of service culture and it is static. Through its “Gold Standards” the organisation trains the employees in such a way, that they can easily deliver cordial and friendly guest service by maintaining similarity with the previous years (Bacon and Pugh, 2017). Although this approach is also effective for maintaining the brand reputation of the organisation, it has a crucial role in maintaining a static and unique service culture for the organisation as well. In the case study of Four Seasons Hotels and Resorts, it can be found that the hotel has developed a “Service Culture Committee” that plays a crucial for developing their service culture as well as making the guests satisfied (Hallowell, Bowen, and Knoop, 2020). As a result, the organisation has been able to grab the top rank among the organisations in the hospitality sector in terms of guest satisfaction over the years.  Hyatt Hotels Corporation another popular multinational hotel brand in the US has also developed a service culture in the organisation. The name of the programme is “Empathy” through which the employees of the organisation show a caring attitude to their colleagues and the guests as well (Sin et al., (2019). It has a huge implication for the success of the organisation. According to a study published by Harvard Business Review in 2020, good relationships among employees within an organisation enhance both customer satisfaction and employee productivity. In another case study of Hilton Hotels & Resorts, it was found that the service culture of the organisation is based on Hilton Hospitality. As part of this, the organisation imposes on friendliness among the guests and employees, personalised services etc. to make the service culture of the organisation effective (Padma and Ahn, 2020). Analysing the case-study of some popular hospitality organisations, it can be said that service culture also plays a vital role in guest satisfaction as well as ensuring competition among the organisations in the hospitality sector.
[bookmark: _Toc148033759]Customer Loyalty
Customer loyalty denotes the conditions when customers are likely to return to getting products and services once. It is also a demonstration of satisfied customers when they prefer a particular hotel brand for their stay. According to a study published by Bain & Company, a 50% increase in customer retention may cause 10 times more profit for an organisation which is possible by developing customer loyalty programmes (Hikkerova, 2020). However, some case studies of renowned organisations in hospitality in regard to customer loyalty programmes and their effectiveness have been discussed as follows: 
Ritz-Carlton and some other organisations in the hospitality sector follow a popular customer loyalty programme named Marriott Bonvoy. This program includes some benefits to the guests in the hospitality sector such as exclusive rates for staying and other services to repeat guests, upgrade rooms, free nights and many more facilities. According to a study published by Marriott Bonvoy, more than half of all room nights reserved at Marriott hotels are made by Marriott Bonvoy members (Karagiannis, 2021). That means organisations who promote this loyalty programme earn half of their profit through this loyalty programme. On the other hand, InterContinental Hotels Group (IHG) has also developed a loyalty programme named IHG Rewards Club. In this loyalty programme, guests get points on their stay. Consequently, they also get free night stay in the hotels of InterContinental Hotels Group (Zuo, Xiong and Iida, 2017). The Radisson Hotel Group also offer a customer loyalty programme named Radisson Rewards. It is different from others as it provides several gifts and unique experiences to the members of the loyalty programmes. Whatever the loyalty programme is, it has a huge implication for organisations in generating profits. According to a study published by Loyalty Group, up to ten times as much is worth doing business with repeat clients as with new ones (Hotels, 2021). Therefore, loyalty programmes are also crucial for the hospitality industry.
[bookmark: _Toc148033760]
Recommendation
Brand reputation management, service culture, and customer loyalty all are important aspects of organisations in the hospitality sector. Without any of it, an organisation will not be able to generate profit compared with the industry standard (Ford and Sturman, 2018). That’s why an organisation should focus on every guest service approach. When it is a matter of priority where an organisation should give maximum focus, an organisation must consider brand reputation management. According to a study, the average hotels without having a good brand reputation earn less than a 10% profit margin. It demonstrates how important brand reputation is. Additionally, the hospitality sector is not only responsible for staying or taking food (Solomon, 2016). A bunch of events take place in various hotels including business meetings and conferences. That is why an organisation should prioritise brand effective brand reputation as an effective guest service approach and it should be monitored effectively.
[bookmark: _Toc148033761]Conclusion
In conclusion, an organisation in the hospitality sector should be guest-centric. To be successful in this sector, the competitive aspects should be considered as well. As part of this, organisations should effectively monitor the guest service approaches such as managing brand reputation, customer loyalty programme, developing service culture and many more. But brand reputation should be given maximum priority because organisations in this sector should focus on new guests as well. On the other hand, customer loyalty and service culture should not be avoided, as they are helpful for retaining existing guests.
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