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Introduction
The Aim of this report is evaluate and discuss the service provided by a Hotel Organization, analysing its components, service quality, the market environment, guests preferences, quality management systems employed within the establishment, continuous improvement made by the hotel,  how this hotel adapts to changing guests preferences, and how this changes impact the guest service management. 
Definition of terms
Guest Service:    service or set of services (tangibles and intangibles) provides for any organization within the Hospitality and Tourism industry to build a relationship and create values between the service provider and its customer, client, or guest. 
The organization’s strategy, staff, and systems are aligned to meet or exceed the customers’ expectations regarding the three aspects of the guest experience: service product, service setting (also called service environment or servicescape), and service delivery. These aspect or elements are carefully woven together to give guests what they want and expect, plus a little bit more. "It all starts with the guest" it is not just an inspirational slogan; in the service-centred hospitality organization, it is the truth and everybody accepts and live up to it.  Robert C. Ford, Michael C. Sturman, Cheryl P. Heaton, (2012, P.35).
Service product: complete set of tangibles (a hotel room) or intangibles (a rock concert) in a transaction with significant service component.
Service Setting or environment where the guests experience takes place ( designs of buildings, decoration inside the restaurant, the background music, tables and menu designs) everything ready to create unforgettable moments to the guests.
Service delivery system including the human components (like the restaurant server who places the meal on the table or the sound engineer at the rock concert) and the physical production processes (like the kitchen facilities in the restaurant or the rock concert’s sophisticated amplification system) plus the organizational and information systems and techniques at help deliver the service to the customer.
Overview of the hotel analysed.
CQ Hotel London
Club quarters Hotels are a full service hotels located in world-class cities in U.S and London. Designed for business and urban travellers. The hotels have the accommodations, amenities and services needed to make the guests stay productive, enjoyable, and hassle-free.
CQ Hotel London is located in the heart of London, close the St. Paul’s Cathedral (1minute walk), The Strand (10 minutes), Barbican Arts Centre. The neighbourhood where St. Paul London Hotel is located is well known for its monuments and museums. St. Paul’s London is a 4 stars Hotel, It has 265 expertly designed rooms and suits equipped with everything for a comfortable stay, lightning fast Wi-Fi, mobile enabled locks, Smart TVs with streaming capabilities,24 hours service with friendly, knowledgeable, and helpful team member, equipped Fitness Centre, bar and restaurant, collaborative work spaces called “Club Living rooms” equipped with Mac and PC work stations, parking, daily housekeeping, self-service laundry, coffee/tea in common area, front desk safe.
Among it offers and discounts we can see discounts  such as Senior Citizen Discount for guests 60+, save 10%* on one of the best available room rates and Advanced Purchase where customers book in advance receive 10% off their booking (for being super organized!). 
Discussion/Evaluating and Critical Analysis of St Paul’s London Hotel
Managers of outstanding hospitality organizations try to develop measures for every part of the guest experience so that they can monitor where they are meeting or failing to meet their own definition of quality service. These measures are critical to ensure that the service is delivered to the customer as it should be. Managers of Club Quarters Hotel St. Paul's last years have known how to monitor its guests, taking advantages of the new technologies enable to know customers preferences. Club Quarters Hotels follows up its customers reviews actively through different tourist platforms such us Trip Advisor, Booking, Expedia, or through social media such as Facebook and Instagram, for this firm all  posted comments are a mechanism to identify and solve customer problems and becomes customer reviews a part of a communications strategy. Club Quarters is committed to providing exceptional experiences to all its guests, including those with disabilities, the goal of the organization is to provide individuals with disabilities equal access to its goods, products and services, including through an easy to use website,   Moreover, Club Quarters Hotel have developed an APP where customers can create a profile and receive bonus points, access to the best rates on hotel rooms, book the next day, check in and check out, access food, drink and must-see sights recommendations around town, get exclusive details on the city in which the guests are staying and unlock the room door with the smartphone. 
Guest data has long been leveraged for luxury properties to discerning guest, but now is used by all types of operators in the hospitality, lodging from motels to B&Bs are recognizing the value in utilizing  guest data to build stronger guest relationships that differentiate a company from its competitors.
 Club Quarters Hotel knows how to gather guest data with the objective of customized its customer and know its preferences, expectations and provide an excellent service before, during and after guests visit.  In our increasingly connected world, today’s consumer expect more personalized service from brands and it is especially true of the hospitality industry. To stand out in such competitive market hotel need to provide personally relevant and memorable guest experience.
Because service is intangible and guest expectations are variable, no objective determination of quality level (and therefore of value) can be made. In some areas of business, a quality inspector might be able to define and determine the quality of a product before a customer ever sees it. In the hospitality field, only the guest can define quality and value. No matter how brilliantly the organization designs the service, the environment, and the delivery system or develops measureable service standards, if the guest is dissatisfied with any of these elements, the organization has failed to meet the guest’s expectations; it has not provided a guest experience of acceptable quality and value.
According to Trip Advisor Customer reviews, Club Quarter St Paul’s London Hotel has an acceptable service, most of these customer reviews are very good, and customer consider good values and good quality services, but the hotel should do some operational improvements related to the Housekeeping Department and Maintenance Department, some customer were disappointed and complaint about the cleaning, and some damages that were not reported on time to be fixed. Managers should supervise more frequently the state of the rooms, take notes about the damages and provide a training to the housekeeping staff about efficient rooms cleaning. 
Some communications problems occur between levels in the organization, between departments, between line supervisors and employees, and in most hospitality management situations. The norm for communication is one way from the top to the bottom of the chain of command. Feedback from employees and guests is rarely sought or used in management decisions. From job skills training to company-wide policy changes, ineffective communications affect product quality by adding to the problems of unclear expectations and inconsistency.
Hospitality firms and the products they sell have to adapt if they wish to survive. The industry has many examples of firms that were the pioneers of original ideas that have been subsequently overtaken by firms with better or newer ways of doing things
The concept of adaptation does not refer to what change will take place, but how it will be managed. It is clear that both process and product/service life cycles are generally getting shorter (Pine, 1993). But maybe the key change is the shift from service to experience. (Jones P., 1999, p.438)  
Club Quarter Hotels has a loyalty program by which reward its customers. This program is called CQ Rewards where customers can join and earn perks and benefits like room upgrades, late check-out and early arrivals, gift cards, free stays, exclusive member offers, and gather points for great travel vouchers, a night on the house or simply donate them to someone in need.
These last five years have been years of consistent  growth for UK hotels despite the uncertainties surrounding the exit of the United Kingdom from the European Union, as well as the terror attacks witnessed in London and Manchester. The country has experienced a boom in the tourism industry thanks to the weak pound, which has stimulated record-breaking visitor numbers. Hotels once again proved their resilience to the political and economic turmoil and were able to drive up average room rate nationwide whilst occupancy remained flat due to the increase in supply. Hotel Britain Report (2018)
Preference of guest and trends in hospitality has changed significantly over this last years and have become a challenge for some firms that due to advances in technology and subsequent guest-related amenities like movies,  the potential to improve the guest experience and also increase both guestrooms and ancillary room revenues. Innovative technologies will be one of the prime differentiator of hotel companies in the twenty first century. High speed internet connection are perceived more important for business traveller than leisure travellers. Hoteliers have to adapt its product to the new technologies, but even more find an accurate methods  to meet the preferences of its customers. Methods like data base a customer relationship management through social media has overcome successful for Club quarters to meet these preference and make some improvement on its products, and design new ones to create customer loyalty and attract new one.

Conclusion
The preferences of guests change constantly and will continue to change from generation to generation, some of these changes occur as social habits involve, other changes are results of advancements in technology or auxiliary segments of the travel experience. In turn, Hoteliers need to continue to monitor trends in guest’s preferences and adjust the physical facilities, service, amenities and experiences they offer. Quarters hotel have taken note of this and has known to take advantages of the technology and the management information system to design product / service really attractive with affordable prices.
The effective development and implementation of integrated quality management for tourist destinations lies in an integrated approach to problem solving through relevant fields of knowledge, such as urban and regional planning, cultural and heritage preservation, and economic development. 
The European Union and national governments should facilitate the configuration, co-operation and co-ordination of the required knowledge infrastructure between transnational clusters of tourist destinations. Partnership, including private and public sector collaboration between destinations, is viewed as a prerequisite to bring about innovation and renewal, that is required to achieve and sustain a European-wide competitiveness in tourism and generate employment in the medium to long term (Gribling, 1998).
The application of information technology would play an essential part in stimulating inter organisational collaboration within networks of tourist destinations to develop integrated quality management practice so as to ensure a competitiveness within tourism sector.
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