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Executive Summary



	The aim of this report is to outline the importance of Guest Service strategies, the role and the way it is used in understanding of guests needs, its critical evaluation on different brands, in comparison; how to manage reputation of a business company; the value of personnel empowerment and how to appreciate and eventually improve the results of Guest Service. After explains of terms as ‘brand consistency’, classification and evaluation of range of hospitality services and how to use those in the changing nature of guests demands, will explain the meaning of operational systems, hotel standards and resource provision to deliver guest service excellence in different companies. Also different ways to manage reputation effectively, how to build and retain guests loyalty, with examples. In conclusion, to put in evidence what is most important about subjects in discussion, and finally some personal recommendations for hotels regarding the actual market tendencies and trends.
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Introduction

Hospitality domain is known as fairy land for few success stories, any of this, taken individually cannot be copied or reproduced one to one, the results will never be the same but inspirational make it possible to analyse and to select that positive side and repeat, to apply in other circumstances as a recipe or formula of success. Few examples could be the Marriott way “to serve” or Ritz Carlton “we are ladies and gentlemen to serve ladies and gentlemen”, all of these stories have in common policy to put the customer first, in centre of attention, everything is happens under this stigma of guest as main factor. Hospitality science developed around the guest needs and desiderates, his expectation and satisfaction. “Understanding how customer satisfaction is constructed helps to predict whether a consumer will buy a product again” (Wood, 2013, p.18) because “Consumer satisfaction is a balance between perceived quality and expected quality” (Wood, 2013, p.18)


Definitions


The terms in reference are hotel standards, brand consistency, reputation management and customer loyalty. To not develop the idea in two places, will examine each one in its place in a single place in report. “Hotel service standards are guidelines for services to meet customers’ expectations. Hotel managers often refer to these standards as standard operating procedures (SOPs). Given the intangibility, perishability, complexity, immediacy and heterogeneity of service characteristics, ensuring high service quality” (Chan, 2021,1689). To connect them in a whole idea, could say Hotel Management is responsible to choose and to edit a list of Hotel standards, to impose these standards to personnel through training as SOP for interactions with guest, tangible or not, and to act in such manner in time to become Brand Consistency as strength for the brand, also to check continuously for results as feedback from customers taking the measures and improvements to build in time a Brand Reputation; all these measures and decisions been considered a Reputation Management having as main goals the Guest, his satisfaction and delightful experience of a pleasant stay to determine him to always come back, his perpetual return is Customer Loyalty, this is the culture to insure a bright future for the Brand.

Main Findings

Hotel Standards

Every institution own a Conduit Book, an internal Regulation with a list of rules and policies to follow in day by day circumstances and interactions. Is a duty for Management to elaborate them and to implement in FOH operations, to train the personnel in such way in hotel operations to become in time a conduit, a lifestyle for the institution. About Customer Service Training: “An inclusive training program is the engine behind stellar customer service and guest loyalty” (Rutherford, Denney G., et al., 2006, p. 60). This certain lifestyle make the difference between two different brands, offering consistency, been constant and defining an own style.
“The main purpose of branding, however, is to create a long-term loyalty which in turn is meant to add value to the guest experience and to the hotel company” (Wood, 2015, p.108)
This is how successful brands was turning in decades in legends, in main players. Is not just to choose a conduit and a way of how to do it, it is to stay in that line for many years, in a such way your guests to not be in any situation unpleasantly surprised or the offer to not be at the height of Guest expectations. It is about to exceed the Guest expectations, to make their experience delightful.


Reputation Management

The Consistency Plan is in place, all the Hotel Standards implemented and all the personnel in front of house and behind the scene acting as decided. Is not enough, is not how it finished. Reputation should be built. And this takes years, decades. And every guest should be treated as a King, and more important should be listened. When is happy and thankful, when is unsatisfied and has a complain. In both cases his voice could show how your brand is perceived, how the reputation of the house gained or lost few points. Reviews, comments, complaints, all these bring information about how the brand image is perceived and how Guest experience was received. A big advantage that should be exploited.



	Customer Loyalty


A big purpose for hospitality industry is to attract customers from a shared market. Shared because your brand is not the only one in the market. Could be singular, unique, could offer an exclusivist package or serve in a niche, but your future guests lived without Your services even before you. More than to attract customers is to retain, to obtain their loyalty.
“Another key objective in the service equation is to encourage guest loyalty. We not only need to keep guests happy during their stay but also to keep them” (Walker, 2013, p.24) or said by
“legendary Horst Schulze: Keeping guests delighted equals loyalty, meaning guests trust you and are happy to form a relationship with you.” (Walker, 2017, p.595)
A certain way to conquer their loyalty is to play in a intangible plan, to manipulate emotions:
“Emotional Branding as a Strategy in Promoting Customer Loyalty” means “to recognize the potential nature of emotions in creating strong brand attachments between consumers and brands, and promote active participation as it leads to customer loyalty” (Brand Culture... 2019, p.183) Old school, few authors before 2000 was approaching loyalty with satisfaction. But things evolved in times. A satisfaction is something to check in a life time, not necessarily to repeat. New accomplish of hospitality offers a new light of loyalty, determined by more than satisfaction, “More recently, it has been suggested that delighting customers, rather than satisfying them, is a better way to engage guests and ensure loyalty. It has also been proposed that as the level of satisfaction increases, so does customer loyalty” (N. Torres, 2013, p.645)
On different words, difference between satisfied and delightful bring loyalty to your brand, 
“the link between satisfaction and loyalty has been called into question (Skogland and Siguaw, 2004)” (N. Torres, 2013, p.643).





Conclusion

How the brand is seen by his clients, not just the naked offer, condition, limits, price and promotions, how the brand is perceived this is the main fact, all these information could be found online, in reviews, via emails and messages, through various posts, summing all feedback, tracking of any suggests or complaints or analyse, how’s website optimised (and asks for surveys) and many more. All this image reflected by your guests could give you an idea of where your position on the market, how’s your position against competitors and similar brands, but there are certain ways to improve your situation.

Recommendations

Stay active in social media, build relationships with your partners, actualize, update.
Add a live chat to your website, engage with guest, with audience, guests, in real time, this will be appreciated.
Optimise your website, add and improve your search function, make you easy to be found, stay relevant.
Keep an eye on customers feedback “Develop and use a continuing survey to get a reliable measure of guest satisfaction levels” (Rutherford, Denney G., et al., 2006, p.318). Put in evidence good reviews, listen to bad reviews, respond, answer to both, encourage personnel to obtain reviews every time a guest is expressing his satisfaction; remain focused on digital marketing, this is the future; and the most important, AVOID BAD REVIEWS
Empowering people (personnel) “In the culture of Ritz-Carlton, which emphasizes Service Values like “I am empowered to create unique, memorable, and personal experiences for our guests” and “I own and immediately resolve guest problems”, the choice to shift responsibility to someone else is not an option.” (Michelli, 2008, p.86) because “Trust each other again and again. When the trust level gets high enough, people transcend apparent limits, discovering new and awesome abilities for which they were previously unaware. DAVID ARMISTEAD” (Michelli, 2008, p.75)
Project sustainable loyalty programs/scheme which will strength the bond with your guests; it’s an investment, will be costly for a while, will be way profitable on the end.
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