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Executive Summary
Hospitality is a complex industry that requires significant attention to details, customer experience and service as customer behavior have a major role in business reputation, image and future. Service culture, reputation management, customer satisfaction, loyalty and guest strategies can help a company to develop or decrease in income and customer satisfaction.
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Introduction
In today’s digital era, customer service strategies are moved forward from ‘’goods-dominant to quality of service-dominant, continuing with the supplier's perspective that is now a service perspective when a product is evaluated leading to crucial importance of service in the economy of all industries (Sang and DonHee, 2020, pp.4). 
The purpose of the following report is to analyze the factors that influence customer behavior, examine the importance of culture and management, understand the importance of strategies and guest satisfaction, loyalty and reviews. Using expert opinion and industry examples, a conclusion of the report will be presented to summarize the key factors that are crucial for a business future.












 









Main Findings

· Importance of guest strategies, needs and satisfaction

An important example that Solomon (2016) evidenced is Ritz-Carlton, sustaining that the hotel is in top ranks of customer satisfaction, luxury travel and beaten their own targets with a significant margin naming their standards ‘’picky and valuable’’.
Based on the above phrase, the source evidenced the theorem of ‘’The Chocolate Tastes Better When It’s Being Shared’’:
· Facilitating the relationship between guests and the people that guests care about within the business and out 
· Facilitating the connection and sharing between customers and their friends through the current technology
· Facilitating the relationship between customers and actual world
The above source suggests that this theorem applies to all types of customers as they share most of their actions online, meaning that while customers visit a business picture of food, beverages and location are in place leading to the actual type of commerce that is applied today, their experience and photos help all consumers in decision making building business reputation and future visits of potential customers (Solomon, 2016, p. 113-126).
According to Minwoo, Seonjeong and Yoon (2019) sustain that to help customers visualize their experience prior to their visit, marketing strategies based on sensors are recommended creating virtual guest memories for their future needs using actions of brain simulation including all five senses to reach the intangible aspects of hospitality and enhance future customer experience. 

· Customer Engagement and Innovation
 Gaining knowledge using customer engagement is essential as understanding customer needs through innovation processes will help the industry reach to the ‘’unmet needs of the guests’’ and develop customer-oriented approach with an increased percentage of meeting the current customer needs allowing technology to help with reviews and experience sharing building engagement and stronger relationships between business and consumers (Hakseung and Perdue, 2022).
The source confirmed that ‘’online brand communities’ are part of the innovation process as they have maximum knowledge of local services and brands using their reviews and opinions to build business reputation meaning that performance of innovation is measured on how effective businesses obtain knowledge and manage their customers through online brand communities, however, is important to understand how well customers engage in the activities of the communities .
The authors sustain five hypotheses of customer engagement / empowerment as follows:
1. High versus low empowerment guests (using intrinsic and extrinsic motivation)
2. Creative performances through social recognition rewards (positive behavior of guests in sharing ideas)
3. External rewards using extrinsic motivation with the role to mediate relationships between open innovation and social recognition)
4. Using intrinsic motivation to release innovation behaviors of guests and become creative
5. Higher creativity and open innovation using guest empowerment

· Guest Service Measurement 
The forecast is based on average spending per head (SPH) that is calculated by dividing all sales total to the number of customers. Daily forecast of guests is calculated by multiplying the number of individual beverages and meals of guests to obtain total daily forecast. Every day the obtained totals are compared to forecasts. The accounting period is formed from four weekly forecasts and 13 periods of accounting become the annual total forecast (Walker, 2021, p. 183).
· Further technological impact
Ramos et al. (2023) affirms that customer (capital) relationship management (CRM) is a strategic tool to increase profit, customer satisfaction and retention as based on social media, hospitality has lost control on the proper communication with customers causing changes in guest behaviors as business image is now built by social networks, making companies to urge the acquisition of current technology and AI to maintain and ensure that guest journeys are smooth using the new line of CRM that is improved by integrating the use of metrics such as company and social media analysis with the classic metrics used in the past (Fig. 2).
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(Figure 2- Ramos et al. 2023, ‘’The framework of the relationship between guest and performance indicators’’)
· Operational System
According to Walker (2021) the operational system of a restaurant is built from back and front of house departments both having management and specific responsibilities throughout the workplace as shown in Figure 1.
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           (Figure 1- Walker, 2021, ‘’Organization Chart’’)

· Customer Loyalty
According to Oreol et al (2020), in the current digitalized environment, Corporate Social Responsibility (CSR) is essential in developing customer trust and building relationships with transparency and accuracy of CSR. The source suggests that CSR impacts direct and indirect customer loyalty and development of trust through CSR practices will influence customer loyalty.
Another aspect of increasing customer loyalty is through loyalty programs such as Marriott (2023) where loyal customers are cumulating bonus point for every stay and those can be used to purchase items from their shops or to enjoy a free night stay.


Reputation Management
Reputation management is an external, intangible factor of a business, social by its nature, based on perceptions, objectives, reputation and judgements that is linked to concepts of image and identity of a business (Zdzistawa, 2022).
Traphagen (2018) affirms that the dimensions of reputation management include social responsibility, leadership and vision, financial performance, emotional appeal, workplace environment, services and products (Fig.3).
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(Figure 3- Traphagen, M., 2018, ‘’The six dimensions of Corporate Reputation- Harris'’)
Perez et al (2019) instead, suggests that the six dimensions of reputation management concept are:
· Landscape reputation (websites that customers use such as Trip Advisor, Expedia, Yelp and other, should be monitored by the company to be updated on customer’s opinions and take the required steps to satisfy guest expectations)

· Continuously monitoring brand reputation based on feedback, stars cumulation and changes in ranks and ratings as the above impacts guest behavior and company’s future

· Strategies for responding to feedback and online reviews using positive approach, timely manner response and effectiveness on complaints

· Competition comparison (analysis and comparison with main competitors, defining strategies to beat competition)

· Methodologies for ranking including scales and evaluation factors for ranking websites

· Encouraging current guests to leave reviews, offering free Wi-fi and technological sources to increase ‘’reputational score’.

As Rezvani and Rojas (2022) suggests, the number of online platforms for travelling and reviews have increased substantially, meaning that it is crucial to respond to guest reviews and embrace the current technological changes.
Continuing the above statement, Erdemir (2018) argues that crucial factor for the future reputation and decision-making of a company is to measure the inputs and outputs of public online opinions and establish ways to develop relationships.

Service Culture
Service culture alias customer service culture is related and focused on customer service process and functions with the goal of motivating employees to place customer first (Louveau, F., no date).
According to Dawson, et al. (2023), organisational and service culture is important from the selection and recruitment process where HR decisions are crucial in understanding if the individual will fit in the organization with the shared values and beliefs as otherwise a ‘’no fit’’ member can waste resources and slow productivity until a great ‘’fit’’ will be hired as writer sustain that high turnover is with ‘’no fit’’ individuals.
The commitment in customer service refers to achievement of customer’s demand using unique high-quality service and commitments of the employee made for the organization and customer. As customers are the ‘’judgers’ of services and products employees must show commitment in their behavior to ensure that goals for customer expectations are achieved (Wang, et al., 2021).
· Service Excellence
The focus of hospitality is to achieve customer satisfaction obtained through services and products involving expectations, feelings of pleasure and well-being named as ‘’psychological concept’ (Gerdt, Wagner and Schewe, 2019).
Solomon (2016) instead, suggests that ‘’wow experience’ creation involves power and effort to fulfill guest expectations and transforming guest stay in to a memorable, unforgettable experience that will build brand image. Ritz-Carlton leadership mentioned for the above source that ‘’wow experiences’’ are emotional connections and transportation for the business itself.
Recommendations
Based on Scwepker and dimitrou (2021), hospitality industry is currently having ethical issues such as over-bookings, misleading information, workplace prejudices that lead to customer dissatisfaction and decreasing retention and their loyalty. The list continues to long working hours, ‘’impossible customers’’, policies like no pets allowed or no smoking that are ignored and other unbeneficial actions that unfortunately hospitality industry still have. The writers suggest that the use of ‘’ethical leadership concept’ can significantly reduce the working stress and have positive impact on the performance of a company improving policies and clear transparent lines within organization. 


Conclusion
As related above, the level of customer satisfaction can be measured using social media and platforms, engaging with brand communities to understand customer needs and expectations using the six dimensions of reputation management to determine the issues present within the business and increase customer loyalty using loyalty programs as Marriott and following the example of Ritz-Carlton for service excellence developing a healthy service culture, although hospitality is still facing ethical issues, the concept of leadership can help hospitality to increase loyalty and customer satisfaction improving current policies and using technological current concepts
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