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1. INTRODUCTION
The purpose of this report is to evaluate and discuss the service provided in a hotel organisation, its quality management and continuous improvement as well as how the hotel adapts to the changing consumer preferences and how these changes impact guest service management. 
Hospitality within an organizational setting represents a certain kind of relationship between two parties, respectively a host and a guest. Within this connection, the host strives to find and understand the elements that would give satisfaction to the guest, what increases his or her well-being, pleasure and comfort, as well as how to deliver it in the most appropriate and respectful way (Kozak and Kozak, 2016:128). According to Lashley and Morrison (2000), the main distinctive characteristic of hospitality is the solid relationship between hosts and guests, from which several other dimensions emerge.
According to Arrifin (2013), hospitality hosting behaviour is seen as being vital to enhance services especially for hotels where guests and service providers are extensively interacting. The biggest advantage in nowadays’ competition between hotels relates to the additional services they are able to offer in order to add value to their main services. This high level of hospitality can easily lead to stronger emotional connections between the hotel and its guests. These connections cannot be fostered by competing hotels, and this is the reason why hospitality is anticipated to significantly increase the satisfaction level with the overall service provided. 
Therefore, the importance of the adoption of certain guest service strategies is immeasurable. Having knowledge of the product and services available as well as understanding clients’ motivations and expectations can generate unmitigated service satisfaction. Thus, impressing customers with the provided services can result in repeated purchases and positive word-of-mouth. The good service quality will increase the hotel’s profitability and market share. This is the reason why it is incredibly important to ensure that the satisfaction level is high through constant exceeding customers’ needs and expectations (Choi and Chu, 2001). For instance, any reputable hotel would offer special services like fast wireless internet or various meal options and amenities such as a modern gym and spa. More than that, achieving and projecting skills, knowledge and abilities of a travel professional is equally important in adopting adequate guest service strategies. All of these components can lead to the most suitable determination of the hotel objectives in order to meet and exceed the expectations. 
With a portfolio of 18 world-class brands which is currently comprising more than 6,100 properties with more than 977,000 rooms, in 118 countries and territories around the globe, Hilton is a leading global hospitality company totally dedicated to its mission to become the world’s most hospitable company. In its 100-year history, Hilton welcomed more than 3 billion guests and as proof of its qualitative services, it earned a high place in the ranking of the 2019 World’s Best Workplaces list, and was entitled the 2019 Global Industry Leader on the Dow Jones Sustainability Indices. Its guests’ loyalty is undeniable as its award-winning guest loyalty program Hilton Honors counts more than 106 million members (Petruzzo, 2018).
2. SERVICE PROVISION AND QUALITY MANAGEMENT
All of the Hilton hotels have various amenities and facilities and most of them include guest rooms, executive rooms and suites, fitness areas, saunas and spas, as well as other flexible function rooms. For example, Hilton provides special rooms for business executives that can hold conferences with up to 1400 people. 
According to Johns (1992), quality is defined by the British Standards Institute as being the sum of the features and characteristics of a product or service that facilitate the ability to satisfy indicated or implicit needs. Because of the fact that within hospitality operations the customers are involved directly in the performance of the service, the expectations and perceptions of the guests are intensified. The hospitality products have a tendency to be destandardized by personal consumer requirements and through the relationships fostered between customers and employees. Specifically, researchers have pointed out that the variety of expectations can increase the parameters through which the perceived service is measured. In other words, researchers recommend that quality should be defined in terms of consumer expectations. 
Johns (1993) is describing the list of service quality attributes which has been adapted from other researches as including the following: reliability, responsiveness, competence, access, courtesy, communication, credibility, security, rapport and appearance. Briefly, from a consumer’s point of view, the quality of services offered by a hotel organisation stands in the consistency of organisational performance which creates reputation and credibility, the willingness and satisfaction of employees to deliver the services, as well as the knowledge and skills of both of the operational staff and the contact personnel, including their approachability, politeness and respect.
[bookmark: _Hlk43286206]Hilton’s Chief Human Resources Officer, Matt Schuyler, had clearly stated that the main objective is for Hilton to become the world’s most hospitable company and this is not possible without assuring an excellent working environment that can attract and retain experienced staff. This strategy used by Hilton is known as ‘The good jobs strategy’ as it relates to the strong connection between its employees’ happiness and the overall customer experience. Under the guidance of CEO Christopher Nassetta, the management’s priority was to create a company culture focused on customer service (Staley, 2018). Elevating the whole employee experience implies a combination of cultural, physical and technological aspects of the work environment and leads to a visible qualitative improvement of the guest services (Bolden-Barrett, 2018). Besides enhancing the so-called Team Member experience, many workplace innovations such as improved common areas, high-tech recruitment and training, as well as new performance-geared wardrobes, the Thrive@Hilton programme became a visible proof of the continuous improvement efforts. (Petruzzo, 2018)
Starting from 15th of June 2020, Hilton has announced the beginning of a worldwide implementation of a new program with the purpose of delivering an upgraded industry-leading standard of cleaning and disinfection to all of Hilton’s properties. The name of the program is ‘CleanStay’ and it is the result of the collaboration with Lysol and Dettol maker RB, to ensure that Hilton guests can benefit from a much cleaner and safer stay starting this summer. The main objective of the company remains creating the unforgettable experiences that the guests are expecting. Moreover, during the development of Hilton CleanStay, the company will benefit from the medical expertise of a non-profit organisation called Mayo Clinic with advice regarding quality assurance through training techniques and cleaning procedures, which will be constantly updated on property websites. In addition, the latest healthcare technology and methods will be implemented on clinical recommendation to support the cleanliness and disinfection systems. (Wells, 2020)
There are several ways through which Hilton can adapt its operations to the changing customer preferences: improve its operations as food and restaurant and customer services. Performing various operations is relevant to adopting operations per market changes as it is very helpful to attract, impress and retain customers as well as improve services through training and hiring skilled staff. Hilton can adapt to the market changes through an effective and innovative way of using technology and a better operational service. Impacts on guest service management can be managed through various strategies and it is highly recommended to have complete knowledge and understanding about customer preference. 
3. CONSUMER PREFERENCE
When the competition within an industry is rising fast, service innovation capability becomes highly relevant in order to deliver service excellence and memorable experiences. Being able to create and maintain competitive advantage is essential and it is supported through activities such as identifying and meeting customer needs, as well as changing, exploring and selecting feasible opportunities (Hariandja et. al, 2014). A relevant example, would be the fitness facilities which are currently a major concern and in high demand from hotel guests, becoming fairly standard in the most hotels. Service provision for fitness is frequently found even in economy hotels. For this reasons, new trends and preferences are appearing from which one of the latest is hotels providing equipment that can be used in the guests’ personal booked rooms. Hilton is properly investing in portable equipment, such as StairMaster or treadmills that can be easily carried to the guest room upon request for private and flexible workout routines (Barrows et. al, 2012:400).
There are several ways in which Hilton Hotels are adapting to the continuously changing customer preferences and trying to keep up with the latest trends in terms of technology or with the increase in sustainability activities. It is well-known the fact that digital technologies are changing the future of the hospitality industry. Since 2015, Hilton Worldwide introduced the Digital Key as an innovative feature of the Hilton Honors app. The Digital Key gives regular guests the possibility to bypass the hotel check-in counter and access both their personal rooms and any other hotel area that requires a key. It is also important to mention that only one year after the introduction of the digital check-in (which happened in July 2014), HHonors members have downloaded the app more than 2 million times have digitally checked-in more than 5 million times. Customer feedback has been significantly positive as over 90% of guests said they have felt pleased or very satisfied with the overall experience (Rouhani, 2015). Modern guests are travelling for various reasons, including business or leisure, and they are more likely with 13% to return if they feel that they have been heard, engaged, encouraged and pleased by their host. The constant improvement of their mobile app’s technological features has been the top priority of Hilton hotels. The latest updates includes location-based services that guarantee a more personalized service. Specifically, if a guest is located in the hotel bar, they can receive a push notification with the offers and deals on drinks. More than that, the guests’ preferences can be notified to the hotel staff based on the places frequently visited. Hilton’s been using this type of services to inform guests of the nearby events or activities based on where on the property they spend their time (Morgan, 2020).
In terms of sustainability, the most relevant proof that Hilton is continuously engaging within Corporate Social Responsibility activities is the fact that it received the recognition of the the global industry leader in sustainability on the Dow Jones Sustainability Indices (DJSI), marking 2019 as the third consecutive year since it has been present on that index. Hilton’s main CSR strategy is entitled ‘Travel with Purpose’ with the aim to drive responsive travel and tourism worldwide. Particularly, Hilton is committed to increase its investment in social impact and reduce its environmental footprint by 50% by 2030. Also, its most important global philanthropic branch is The Hilton Effect foundation which is supporting numerous grants that have a positive impact on travel destinations all over the world and to ensure that they are preserved for future generations (Petruzzo, 2019).
4. CONCLUSION
The report illustrates that companies operating in the hospitality industry like Hilton must adopt certain tools, techniques and strategies to provide better services. Essentially,  the company should manage services and personnel in the most effective way and the desired goals and objectives can be achieved only by performing tasks accordingly to current customer preferences. 
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