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1. Introduction

This assignment is an evaluative report based on a hotel organisation and for the purpose of this assignment I have chosen The Ritz- Carlton Hotel (Ritz). In my report I will discuss the service provided in the Ritz, quality management (continuous seamless improvement) and how this hotel adapts to changing consumer preference and how these changes impact guest service management.
2. Definitions
According to (Waters, 1990) Tourism is the activity of travellers travelling away from home and an industry which has developed to respond and capitalise on this temporary movement and activity.  
(Hunt and Lane, 1999) suggests that these  temporal movement of travellers outside of their normal abode is met by an industry seeking or responding to the activities that go hand in hand to facilitate and cater for their temporal needs during these temporary stays and tour.  This includes a segmentation of the industries into   Accommodation and Lodging, Adventure and Recreation, Attractions, Events and Conferences, Food and Beverages, Trade Travels, Transportation and Tourism 
UNWTO, 2014) states that ‘’tourism is a social, cultural and economic phenomenon, which entails the movement of people to countries and places outside their usual environment for personal or business/ professional purposes. These people are called visitors.... and tourism has to do with their activity, some of which involves tourism expend’’


Hospitality has been defined as the act of kindness, welcoming and looking after the basic needs of strangers and guests. (Dictionary online, 2020)For the purposes of this assignment l will choose the Ritz-Carlton Hotel (Ritz) which mainly provides guests accommodation and lodgings and also provides hospitality and other services within the tourism industry.

 Walt Disney is  known as the father of Guestology  a concept as defined by Bruce Lavel of The Walt Disney  as  of the Walt Disney company in the organisation from the guest’s point of view.//////////
Guestology is the art and science of knowing and understanding your guests ffrom their perspective.  It can also be defined as the scientific study of your guest.
3 Main Body
 In the Ritz hotel the service provided as noted on their website (www.ritzcarlton.com) ‘A Gold Standard’ which is cutting edge adapted “SERVICE”  Model of The Walt  Disney World.    There are many definitions of quality. (Duran, 2007) defines quality as fitness for purpose. The concept of the Disney Model aims at quality performance focussing striving for the implementation of  a diamond service quality and brand which ifs fit for purpose.
The Disney Model from an organisation which has been in operation for about century and still succeeding, sets the benchmark for quality service and  consumer experience , performance, enhancement and continuous improvement. By adapting the Disney Model concept, the company adheres to the conformance of its measured quality. The quality service provided to customers and its attributes contributes to the positive perception of the customer experience. Therefore, this quality benchmark is a measure of how well the service standard delivered matches the customers’ expectations of value for money. (Heppell. M, 2010). 
The Ritz has also adopted cutting edge technologies which all adds to the customer experience. It uses innovative computer technology, innovative marketing information systems, innovative internet and social media and also websites that makes access to their hotel, the post experience and the after care one of its gold standard trademarks. Unlike Kodak, which failed to invest in technology, the Ritz has embraced technology and applied itself to its benefits to embrace what innovation technology has to offer and what it can in turn offer to its consumers and potential consumers through technological delivery of what its Brand offers. Reaching out to customers face to face,  allowing customer care , contacting and building  whilst  maintaining customer relationship is key to its success using both internal and external computer and internet  information management.  
Hospitality is defined as the liberal and generous reception and entertainment of guests visitors or strangers in good will (Oxford Dictionary, y2014)Hospitality is the relationship between the guest and the host
This industry is a broad category of industry segmentation that includes; ;Accommodation and  lodgings,  food and drink service, event planning, theme parks, transportation crews line travelling airline and additional fields within the tourism industry. Food and beverages sector are the largest sector of the hospitality industry. Hospitality has four segments food and beverages travel and tourism lodging recreation. 
The Disney SERVICE Model stands for:
· Smile
· Eye contact
· Respect and welcome all guests
· Value the magic
· Initiate guest contact
· Creative service solutions 
· End with a thank you
One of Disney’s secrets to gold standards is putting their employees first. Give people purpose not rules. Disney’s gold quality supply staff with a common purpose backed by clear quality standards who will go an extra mile through personal passion and not just by authoritative compliance thereby developing trust between the brand and customer relationships that last a long time creating loyalty.
4 Analysis
According to the world bank the world travel industry gross bookings achieved $1.6 trillion marking it as one of the biggest and fastest growing sectors globally making an indirect economic contribution accounting for up to 10.2% of GDP globally (World bank, 2017) this highlights the global market share and  the  strength and growth of the industry. This market is embraces millions of travellers from developed and emerging markets tracking the timeline of the historical development of the traveller from the ancient ages to Modern Era  whereby disposable incomes are rising hence new found affordability to travel the world. This has become the awakening of a sleeping industry giant. An impact which should not be underestimated in the light of this is the awareness of the market share availability. the shareholders in mind and the awareness of one’s competitors in the field.
With the growing trend of the growth of travelling to experience the world, World Bank notes that spending on tangible things over the last decade has dropped noting the rise and increase towards expenditure in non- tangible and experiential spending on travel, recreation and outside eating is  steadily rising (world bank,2017) Experiential purchases and expenditures comes hand in hand with the consumer’s perception and expectations of their value for money,  The affordability for luxury and the changing and the evolving needs of the customer are at  the heart of marketers striving to understand their consumers to meet their expectations for a profit. The Ritz hotel has a target market of and with its insight into market intelligence utilises technology for quality management to meet problem  solving in competitive marketing . promotions, bookings governmental policies communications and consumer and employee communications all in real time. 
Wihh travel Lodge announcing an expansion of up to a hundred million pounds and plans of a hundred more hotels by the year 2024 the future of the hotel industry and market share  looks promising. The Ritz hotel in order to grow and  maintain its firm place in the market  strives to create an excellent brand in providing to this market by adopting cutting edge concepts, systems and technologies.  To capture its market share excellent cutting edge  technologies and  innovative tools an systems like Marketing Information System,  social media platforms as well as traditional physical  contact marketing  all play a role in pushing seamlessly for excellent quality service including the Model and Concepts of the gold award winning Disney service brand model to provide excellent services to their customers/guests 
They have taken advantage of the marketing information systems to understand research, intelligence on their market target and the evolving changes of their consumers to problem solve and to meet their expectations in a competitive arena. Internally they also maintain their customer relationships through their Customer Relationship Management ( CRM) to enable  maintaining their custom and loyalty for as long as it is possible. This internal database of the CRM allows contact with the customer by emails loyalty cards etc and also  to understand their customers better for that personal touch and better service delivery to meet their changing needs. This offers cost  and  time effectiveness for both the consumer eliminating the middle man and for  the hotel  the customer receives enhanced services i with a more personal touch and  addeed requirements e.g. services such as transport. recreation and a birthday note. Ffor the hotel sourcing new guests is more expensive and so an advantage in maintaining their guests as long as possible is essential.It is also less time consuming for the loyal customer who wants to return to go straight back and for the new customer innovative technology makes access easy with an availability of feedback and reviews for their decision making of what they perceive in the choices they make.
The Ritz website is accessible and available for their guests, potential and loyal customers to access for bookings and reservations and feedback in realtime.  They are also availed themselves fully on new innovative technology social media platforms for reviews via TripAdvisor's, Booking.com etc. The customer reviews provide their ratings and the perception of the customer as well as the expectation  of a potential consumer in a very competitive market. 
This review also helps the Ritz to improve their services from the customer feedback This helps with the hotel’s evaluations and quality management thereby continuously improving and also meeting to the changing preferences of their consumers. The Ritz has therefore adapted and transformed cutting edge quality benchmarks into the “Ritz’s- Carlton Gold Standards”.  As mentioned earlier the Ritz has also adapted the gold award winning success concept of the world SERVICE Model ensuring that quality service is at the heart of their delivery and performance. These gold standards are evident in their success in their share takings in the market share reporting $4.0billion in property transactions in 2018 and 2019   an attractive amount showing their performance in the market place which is yielding very positive results. This takes into account their market dividends and their shareholder interests to be a profitable company.  Unlike Kodak they embrace technological innovations and changes  apply themselves to the computer era, computer trends, social platforms which enables it the current market place. 

5 Conclusion
In conclusion adapting cutting edge guest service enables quality management and a continuous improvement to guest services and meeting the changin preferences of the consumer these have positive outcomes and impacts in guest service management. This is beneficial to both the consumer/ guest and the maret shareholders as they strive to provide excellent guest services to meet the evolving needs of the consumer and to remain in a competitive growing market place not forgetting that their consumers buy experiences which are intangible and a memory experience they take with them that they wish to value and hold. Hence the need for quality management and continuous improvement in the competitive industry. 
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