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The Importance of Effectively Monitoring Guest Service Approaches


Executive Summary 
Customer service measuring has good effectiveness over the computer because it improves the performance of the organisation in the hospitality sector. It is also important because it illustrates the choice and needs of one of the clients and helps organisations to work accordingly, develop themselves in the marketplace, and earn more revenue. Multiple ways have been discussed in this report regarding the monitoring of guest service and its importance.
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[bookmark: _gjdgxs]Introduction 
A monitoring process is defined as a way in a business by which an organisation tracks the project progress over time and acts accordingly to achieve certain milestones (Sami Ur Rehman et al., 2021). Monitoring customer service involves identifying multiple types of key metrics as well as measuring the trains over time to determine whether things are improving or the things are deteriorating. Organisations must lose billions of dollars every year because of the poor customer service provided by the stars of the organisation (Sharma et al. 2020). In the hospitality sector, the equation is very simple: if the organisation cannot assist or monitor their guests properly, then they will lose them. Regular monitoring of customer support or monitoring of guest service in the hospitality sector or the company will help organisations identify potential issues and help to find strategies to overcome the issues that the organisation is facing.
[bookmark: _30j0zll]Main Findings 
[bookmark: _1fob9te]Reputation Management
Reputation management is considered a practice that influences stakeholder perceptions as well as a public conversation regarding the organisation and its brand (Wæraas and Dahle, 2020). Reputation management is important for organisations, especially in the hospitality sector, because a strong brand reputation strategy helps a business to develop its brand reputation, increase transparency as well and gain customer respect. Not only this, but a strong brand reputation also helps organisations to prepare for any type of potential crisis. Brand regulation is dynamic and can change over time, so reputation management is very important, and it is also important to monitor and manage closely for the growth and development of the organisation. 
The strategies that are effective for reputation management in the hospitality sector include
Activeness on social media- Organisations should be active on multiple social platforms for their existence or to influence customers regarding their existence in different parts of the globe (Hruska and Maresova, 2020). The social media platform is considered a place to showcase the name of the organisation visually and provide a voice when connected directly with the followers. Social media platform helps an organisation to build good relationships with potential planners and potential guests or customers. Using a social media platform to assure guests about the safe and secure property that the hotel has, this social media platform also works as a medium between customers and the organisation (Turna, 2022).
Focus on digital marketing- The digital landscape is shifting constantly, and it is very important to adopt digital marketing for the growth and development of organisations (Chamboko-Mpotaringa and Tichaawa, 2021). There are various types of digital marketing that the hospitality sector can adopt to enhance their business, such as content marketing, email marketing, digital advertising and many more. Organisations should also avoid negative reviews and work on them so that organisations can remove the loopholes from their service.
For example, JW Marriott uses the reputation management practice to increase its influence in the hospitality industry across the globe (Vij, 2019). They use various review sites like Google Reviews, TripAdvisor and many more to show that JW Marriott is the top choice hotel for guests. This happens only because of the continuous monitoring of the needs and wants of the guests and adequately addressing them.
[bookmark: _3znysh7]Service Culture
The service culture is very important in the hospitality industry whenever customers experience everything (Tajeddini et al. 2022). To build a business in this industry, customer service traits need to be an important part of the skills and experience. The service culture is defined as an environment where the employees of an organisation are obsessed with providing superior customer service to their guests. The two great examples related to customer service are the Ritz-Carlton hotel chain and Zappos (Kopelman, 2022). The Ritz Carlton always ensures the employees provide customer service as the top priority by doing a 10-minute line-up meeting before every shift of work. The employees of these organisations have become a part of this culture where they are referred to as ladies and gentlemen. 
[bookmark: _2et92p0]Customer Loyalty  
Brand loyalty is very important in the hospitality industry because it would repeat the business consultant in a large percentage of rooms as well as food sales (WAMBUA, 2023). The brand loyal customers raises the competitor's price cuts and also held the hotel industries or organisation to maintain high occupancy rate. Customer loyalty in the hospitality sector is when a customer provides repeat business to a specific hotel location or hotel chain. JW Marriott is one of the well-known super luxurious hotel chains where the customer retention rate is high because of their quality of service and products. 
[bookmark: _tyjcwt]Future technological impacts
Technology can bring benefits to the hospitality industry; for example, an adaptation of artificial intelligence improves the guest experience and increases the efficiency of the organisation (Limna, 2022). Adaptation of artificial intelligence also minimises the workload of the staff of the organisation and minimises the cost of various expenses. The hospitality industry can implement technology in all departments to improve their guest experience and bring their business to the mainstream.
[bookmark: _3dy6vkm]Importance of monitoring Guest service
There is various importance of monitoring guest service in the hospitality sector.
To improve the reputation of the organisation- The best organisations in the hospitality sector, like JW Marriott, understand the product's quality, and their service does not matter unless it is delivered well (Dung and Thang, 2022). Guests, or all customers, are considered the lifeblood of every organisation in the hospitality sector because they are the ones who purchase services and provide revenue to the organisation. 
Helps to make better business decisions- Customer satisfaction surveys provide organisations with insight into customer feedback about preferences and their needs (Ahani et al. 2019). The customer satisfaction survey reveals what kind of service the customer wants from the organisation. Not only by this information, but it is also analysed how satisfied they are with the service they have received. So, monitoring proper guest service in the organisation helps to make better decisions in business. 
Helps to identify the needs to develop a business- The proper monitoring of the guest service helps to identify the needs that are required to develop the business and grow the business (Tien et al. 2021). This increases the customer retention rate, and customer retention rate is one of the significant points for an organisation. Increasing the number of customers will increase revenue and increase the maximisation of profit. If the organisation does not retain their customers, the profit will decline. Retention of the customers is not an easy task (Ullah et al. 2019). There are multiple options in recent times that customers have regarding hospitality organisations in every place across the globe. So, continuous comparison of the product and service is necessary to develop a business and to retain customers. 
[bookmark: _1t3h5sf]Conclusion 
In the end, it can be concluded that strong quality service increases the satisfaction among the customers. It increases better revenue generation for the organisation and decreases financial losses. Guest satisfaction is the most important part of a hospital business, and whenever guests are satisfied, they are more likely to repeat themselves whenever needed. This increases the customer retention rate, and increasing the customer retention rate increases the profit for the organisation. Good customer support builds a good reputation, resolves guest issues as quickly as possible, increases guest satisfaction and creates repeat business. 
[bookmark: _4d34og8]Recommendations 
Understanding the needs of the customer- Customers' needs and their understanding by the hospitality organisation is very important because the more organisations know about their customers, the more likely they will understand their needs and expectations (Al-Suraihi et al. 2020). Hence, it will increase customer retention and increase the profit. It also helps organisations to grow and develop in both domestic and international markets. 
Seek can promote the feedback of the customer- customer feedback is a significant part of guest service. Providing guests with the opportunities to provide their valuable feedback so that organisations can improve themselves and can also motivate with positive reviews toward harder for their growth and development. 
Set and communicate some clear service standards- clear communication between the organisation and customers improves the service standards. The tone, as well as the type of language, represents the service ethics and values. For example, formal versus informal style of language. 
Create some easy as well as effortless customer service- providing good and easy customer service to the guest will improve the brand reputation among the customers (Van Tien et al. 2021). Easy customer service will help to get clarity regarding any types of doubts to the customers. It increases the brand name and its reputation in the marketplace place, and the organisation can also develop further.
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