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Introduction 
Given that the success of the hotel sector depends in large part on the satisfaction of its customers, measuring the quality of service offered to them is crucial. Mmutle and Shonhe (2017) argue that frequent evaluations of service quality may help guarantee effective management of service delivery. In addition to bringing in new business and keeping existing customers happy, quality customer service also helps keep operations running smoothly by relieving pressure on frontline employees (Jalilvand et al., 2019). This allows businesses to grow. By providing exceptional service, businesses may recover the cost of client acquisition, retain key workers, and boost brand loyalty. This report has explained the importance of guest service strategies and explored the relationship between value of empowerment and guest service measurement in hospitality industry. Lastly, the report has critically evaluated the role of operational systems and resource provision in gaining service excellence. 
Discussion
Importance of guest services strategies 
Guest services strategies are the set policies that regulate the treatment and management of guests in a competent manner with the aim to attract more customers (Sikorska et al., 2017). Guests’ services strategies are important for customers, employees and business. The customer service strategy of a firm describes the degree of service and care to be offered to customers, as well as the measures used to assess performance. Further, a customer service strategy assists businesses by facilitating to create long-lasting partnerships, it is crucial to have a strong understanding on what clients’ desire (Gossling et al., 2018). This method increases customer happiness and repeat purchases, therefore fostering brand loyalty. As a consequence, relationships with current and previous customers may be reinforced. Continually providing high-quality support and service while assessing the outcomes of efforts to enhance. Satisfied Customers are more likely to praise the product and recommend it to others.
A good customer strategy explores in depth the client's prior views about the company and their expectations if they choose to do business with the company (Lee et al., 2020). It provides the organisation with specific guidance on how to customise its customer service efforts to meet the needs of its customers. Taking a systematic approach to customer service planning will enable the business to continually offer an exceptional customer experience. Any customer service strategy must have these essential components: monitoring customer progression, enhancing customer satisfaction with proactive service, the value of holding individuals responsible and consumer planning. 
A customer's journey may be seen as a cartoon representation of all interactions with a firm. In other words, it depicts the story of a customer's journey from the first encounter with a brand to the ultimate destination (in this case, the establishment of lasting connections). By constructing a customer journey map, a firm may put itself in the shoes of the consumer and get a fresh perspective. Ali et al. (2021) assert that it helps the organisation learn what its consumers (both existing and future) need in order to make a joyful purchase, what stresses them out the most, and how those requirements might be addressed. Integrating a customer's viewpoint into the business's design process enables the business to better meet their needs. Identifying the points of interaction between the business and its customers. Paying close attention to the needs of the customers throughout the different stages of the purchase process. Validating that the customer's journey makes sense. Examining the sales process as if one was observing from the outside. Determining where the consumer experience falls short of the mark. Teng (2019) explores that highlighting fundamentals, focusing efforts and allocating resources where they will do the most good to optimise the effectiveness of the customer service plan.
A pleasant customer experience is highly dependent on a timely response to client demands. A successful customer service strategy will be as proactive as possible in satisfying customer expectations, helping to reduce the gap between their good and unfavourable corporate experiences (Beak et al., 2020). The plan's commitment to its consumers and their pleasure is evident in the proactive manner in which it resolves customer service concerns. The purpose is to create unforgettable experiences for clients. Zhu et al. (2019) explains that the customer management service plan should be robust enough to encourage the customer care team to have a thorough understanding of the client in order to anticipate the customer's needs rather than responding to each ticket as it arrives.
Value of Empowerment & Guest Service Measurements
To empower customer care representatives, one must provide them with the training and authority to make decisions that will benefit both the company and the consumer (Shin et al., 2020). Individual members of a customer service team are able to use their own expertise and abilities while interacting with consumers when that team is granted more autonomy. Workers may be more driven to work hard and generate new ideas as a result of this increased independence (Al-Omari et al., 2020). In the context of customer service, employee autonomy implies that management has faith in representatives to make appropriate decisions based on their training and expertise.
In the sphere of customer service, empowering employees is vital since it inspires confidence in their own talents. Customer service representatives who are self-confident in their ability to assist clients seldom need to seek out higher authorities before acting (Auh et al., 2019). Motivating a customer service employee by emphasising their value may encourage them to continue pursuing their goals. Kang et al. (2020) postulated that empowering a company's customer service agents may help both the company's health and the careers of those employees. The majority of contacts between a company and its customers begin with a customer service professional acting as the client's first point of contact (Pham Thi Phuong and Ahn, 2021). Consumers who feel appreciated are more likely to invest their money and time in a company's products. Providing more autonomy to employees is a fantastic gesture of appreciation and helps sustain morale inside the organisation.
Improvements to Guests Services 
It is essential that customer support personnel have access to everything they need to conduct their duties successfully. Mulyani et al. (2020) proclaim that access to current communication equipment and software (such as email, word processors, and survey tools) that work consistently and effectively may make the tasks of representatives considerably easier. When a company has adequate resources, it provides its employees greater latitude to do their duties effectively. If employees have received extensive training in all areas of responsibility, they will be more confident in their skills to do their duties effectively (Lee and Tse, 2021). Management may train staff on how to use the organisation's phones, computers, software, and other technology tools. Companies that engage in a mentorship programme for new hires report excellent outcomes for both the employee retention rate and the new hire's adaptability.
Evaluations of employee performance
Hewagama et al. (2019) demonstrate that keeping track of employees’ progress is a further strategy for giving customer service agents additional authority. Use software that monitors important performance metrics, such as a representative's response time, call length, and rate of issue resolution. Consistently industrious employees may be picked out in this manner and provided with the motivation and tools they need to do their best job.
Consultations with a single individual
It is essential to monitor the customer service workers to ensure that they are constantly prepared for their responsibilities. Sarwar and Muhammad (2021) explore that if they have questions pertaining to their role, representatives might benefit from one-on-one meetings with staff. These occasions are also ideal for publicly recognising workers who have gone above and beyond the call of duty.
Operational systems, Resource provision & Service Excellence 
While many organisations understand the notion of providing great customer service, they often fail to apply it in their day-to-day interactions with customers. Eighty percent of companies believe they provide excellent customer service, while just eight percent of customers agree (Upadhyay et al., 2021). Considering this disparity, it is evident that positive customer experiences are vital in influencing their desire to purchase again. Nearly three-quarters of travellers report that they are more inclined to return to a hotel or restaurant after a positive experience. Prior favourable experiences with a hotel's brand are, in fact, the most crucial factor for guests when deciding where to stay and this is the case for 66% of clients (Mulyani et al., 2020). So, businesses that aim to prosper must have a deeper understanding of their customers' motives. They must figure out how to raise the number of customers who agree with the 80% of firms that claim to provide an exceptional experience (Dev et al., 2020). They will be able to distinguish themselves from competitors by creating greater brand experiences. Recognising the value of service quality is essential to narrowing the gap. Every interaction a consumer has with a hospitality brand or facility must demonstrate a commitment to service and meet the unique needs of each client. Companies must prioritise providing this high-quality service at all times, particularly as digital communication and digital touchpoints continue to replace a growing amount of brand-consumer engagements (Sarwar and Muhammad, 2021). Consumers will remember more clearly how they felt after each encounter with a brand representative since there will be fewer interactions.
Conclusion 
To conclude, obtaining useful input from customers in a format that can be used for management and growth is why customer satisfaction is so crucial. The viability of a company's future may be predicted most accurately by surveying its customers. Improvements in the areas of environment, ambiance, location, intention, behaviour, price, and service quality food quality, may all contribute to increased customer satisfaction, which in turn can help restaurants grow. However, it is important to incorporate guest service measurement strategies because they can help the business ensure transparency and increase employee performance. 
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