


Executive Summary

This report focuses on the importance of monitoring guest service in the hotel industry, based on important factors such as management reputation, service culture, brand consistency, hotel standards, and customer loyalty. The AI’s impact on the hotel industry, and why some hotels failed will be discussed in the report. Examples from the hotel industry are presented to illustrate successful and unsuccessful managerial approaches. The report emphasizes the significance of these factors in order to stay competitive in the hospitality sector. 
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Introduction
Providing excellent guest service is a crucial factor in the hotel industry as it directly impacts customer satisfaction, loyalty, and the establishment's reputation. Hotel industry is very competitive that’s why hotels should offer comfortable accommodations as well as a personalized and memorable experience to their customers. Good guest service impacts customer loyalty and positive reviews as well as attracting new potential customers. Therefore, in a highly competitive market, hotels must stand out by providing exceptional service consistently in order to succeed. 
Importance of Reputation Management
Legitimacy theory asserts that businesses have an obligation to operate in accordance with society's expectations. This expectation is based on a social contract, whereby companies are allowed to exist and enjoy certain rights, in exchange for meeting societal standards. This theory explains the importance of reputation management- if the hotel doesn’t satisfy guest needs, then the probability that the customer will leave is high. The reputation of hotel management directly influences guest perceptions and, consequently, the overall brand image. A positive management reputation promotes trust, encouraging guests to choose a particular hotel over competitors. It serves as a testament to the establishment's commitment to quality service and operational excellence. A strong management reputation also attracts talented staff, creating a positive workplace. It is important that managers use all possible tools such as communications, marketing, legal, customer experience, sales, and loyalty in order to promote their brand. Today, there are so many platforms and online resources that make this easier and more effective as managers can investigate and reply to customers' feedback quickly and in an accessible way. This way managers can distinguish real and fake reviews and make use of law where necessary in order to protect brand reputation. In this context, Travelodge's management has introduced technologies such as mobile booking apps and online reservation systems, showcasing a forward-thinking approach. This contributes to the positive reputation of Travelodge among other competitors. Travelodge also uses data analytics of guest preferences, allowing the management to adjust services and improve the overall guest experience. 

Service culture impact on business
Service culture is another key to business success because customers come and stay due to the brand’s philosophy, mission, values, and principles. It is mandatory to set these carefully and make every employee aware of them so they can deliver them to the customers. By fostering a culture of service, staff members acquire the ability to perform their tasks and make choices while keeping the well-being of the customer as their primary target. The focus of a service culture is to ensure that employees prioritize the customer when carrying out their duties and making decisions. This is achieved by instilling a mindset that constantly keeps the customer in mind. In order to promote service culture, it is important to provide regular training, communicate with customers, and see how you can improve as a brand. It is also mandatory that everyone within the company knows and implements the same rules, values, and standards. That’s why hiring the right staff influences service culture and customer satisfaction, because when booking a hotel, customers check to see if it meets their values, principles, and beliefs. It is what makes a hotel be That Hotel and influence customers to return. All these have a great impact on brand consistency. On the other hand, the business, especially hotel chains should remember that customers expect the same level of quality and service standards, reinforcing the brand's reliability and credibility.
AI influence on the hotel industry
As today, in the Artificial Intelligence era, the integration of technology in the hotel industry has become a must. AI is revolutionizing the hotel industry by providing innovative solutions to longstanding problems, operation systems and customer satisfaction. Hotels that make use of AI position themselves at the forefront of industry trends. For example, Travelodge has strategically invested in a user-friendly mobile app, allowing guests to easily book rooms, access reservations, and receive personalized offers. This not only attracts tech-focused travelers but also boosts the overall customer experience. Moreover, Travelodge's loyalty program, where guests gain points for each stay, is facilitated through an app. This digitized loyalty program not only provides convenience but also serves as a tool for a personalized approach in order to get even more closer to the customers.
AI is nowadays used in the hotel industry to cover such aspects as: Customer service and communication through online chats as well as translation services. Alibaba's FlyZoo Hotel in China integrates facial recognition for check-in, room access, and payments. Other hotels use robots in room service and housekeeping and even in their restaurants. The Hilton Connected Room employs IoT and AI to let guests control room settings via a mobile app. 
Even if this is a trend today, it is important to take into consideration that not all customers can make use of AI or simply they prefer human interaction.
Service failure
As mentioned earlier AI has taken over many operations in the hotel industry. In this consumer-facing industry, the primary task of frontline employees is to customize customer’s individual needs. In this direction AI is seen so many times to fail, as customers find it easier to interact with human beings and not just follow standard instructions. Sometimes, we have to adjust in order to solve a problem and here personal approach is mandatory. Hotel industry is about linking people together and making them part of hotel family. Research shows that AI tends to fail in so many other directions, such as technical glitches or internet issues, privacy concerns, data leakage, fraud and security, cultural misunderstandings, and lack of empathy. 
Guests can be let down by hotel service due to various reasons, including human error. Situations such as unclean rooms, slow service, or unapproachable staff can lead to guest dissatisfaction. If a service failure occurs, it can damage the hotel's reputation and result in negative reviews, which can spread quickly and easily. Moreover, repeated service failures can have a negative effect on customer loyalty and trust. To prevent and resolve service failures in the hotel industry, regular monitoring, staff training, and communication are crucial. These steps can help ensure that guests feel valued and satisfied.






Recommendation
Hotel industry is in a continuous change and must adjust to modern trends and needs in order to stay on position among competitors, that’s why the following recommendations can be taken into consideration:
1. Set clear and attractive policies, values, and principles where the customer is the key.
2. Hire the right staff, who will promote the same values and will be dedicated to their job.
3. Offer regular training.
4. Review and change brand standards along with customers' needs.
5. Go hand in hand with new technologies.
6. Communicate with customers and staff on a regular basis.
7. Promote your brand with all possible tools.
8. Be consistent in order to get customers' trust and loyalty.

Conclusion
In conclusion on the effectively monitoring guest service approach, we can conclude that hotel success is based on customer satisfaction and loyalty. This can only be achieved through brand consistency, reputation management, and having a well-established service culture and standards. If a hotel fails in any of these directions it is mandatory to review these key points and adjust in order to get back customer trust. Positive guest service fosters customer loyalty, leading to repeat business and positive word-of-mouth recommendations. Hotels that aim to stand out in a crowded market must prioritize delivering consistently high levels of service. This is not just a goal, but a necessity as the hotel industry is very competitive and the risk of failing is high.
Social media and online reviews are crucial for hotels to monitor guest satisfaction in real time. Positive reviews increase loyalty, while negative reviews harm a hotel's reputation. Real-time monitoring helps increase guest satisfaction by anticipating their needs and addressing issues. Survey templates and mobile devices can help increase response rates and provide immediate feedback, allowing hoteliers to improve guest satisfaction levels in real time.
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