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1. Introduction, About Hospitality Industry

    “AA” Hotel Services have been recognising accommodation since 1908 and first introduced the star rating scheme in 1912 recognising and rewarding establishments for the quality and range of their services and facilities. The AA is the only pan-Britain organisation for quality rating and assessment to the hospitality industry. Hotel Quality Standards have evolved over the years to reflect consumer expectations within the industry and to ensure that ratings and awards are correct, consistent, and reliable. The standards are regularly reviewed to reflect industry changes and customer expectations. 
An establishment will need to satisfy three elements to reach a particular star rating: • All relevant requirements must be met. 
• The overall percentage score for quality must reach the proper band (see quality bands 1.3.5).
 • The relevant standard of quality in the six critical areas, as highlighted below. There are nine key areas of assessment: HOSPITALITY / SERVICE / BEDROOMS / BATHROOMS / CLEANLINESS / FOOD / EXTERIOR / PUBLIC AREAS / DINING ROOM & RESTAURANTS. 
The six most critical areas are highlighted above. The star rating level across all these six areas must be met to achieve a particular star rating. Where more facilities are provided in the three remaining assessment areas these will also be assessed, e.g. spa. Research shows that quality is of key importance, but visitors also expect the level of services and range of facilities in hotels to increase at each star rating level. "For luxury hotels, the customer benefit package and associated service encounters are customized and personalized to the individual, involving appearance, manners and effective communication skills” (Collier, 1994, pp.264-66)
What comes first in the service system? “The customer comes first! What does the customer want? Find the answer and then produce and deliver in a fashion that will create a lasting bond!” (Griffin,1994, p.153). But how do we cut through the fluff and get to the core of what guests really want? What is the most-effective way to connect with” me-first” guests to supply a more personalized experience? How can hotels foster loyalty and community with transient travellers who are always looking for the best thing? 
2. How to keep a brand consistency

In this report, we dig deeper into what some of today brands are doing to serve society's growing desire for experiences over things. We gathered strategies from leading hospitality brands, like:
-strategically applying creative digital experiences to grow advocacy and loyalty with today’s customers;
-how hotels can capitalize in the erosion of trust in accommodation alternatives like Airbnb;
-how using the power of reciprocity to grow your brands reach and revenue;
-leveraging technology in travel to capitalize on the experience economy (Press   Reader, 2023);
-introducing innovative amenities (Preno. hq, 2023);
-this year was noticed an expansion of “smart” features in guest rooms. 

3.Trends in Hospitality Industry

“These differentiating factors make the hotels stand out among others in the industry and help create memorable experiences for their customers:
· To be on top of trends in the hospitality industry, going digital is a “must,” offering guests an easy and effortless experience, starting with reservation bookings, check-ins/check-outs and finished with reports on key performance indicators and reviews.
· [bookmark: _Int_sMe9rVyv]In 2023 hotels start introducing the more co-working spaces equipped with wi-fi networks and soundproof walls to provide an enhanced and comforting experience for they guests staying longer and can work in peace.
·  Another new trend is the recent places who supply comfortable bedding and ergonomic furniture as well as healthier food options to keep the stress at bay. 
· The kind of pop-up hotels gain more traction in 2023.This mobile establishments can be set up anywhere, ranging from conferences and music festivals to co-working spaces and temporary events. 
· A good example is Sweden’s Ice hotel pop-up hotels which are building in the winter season and construct from ice of the at Torne River in Jukkasjarvi. 
· Subscription-based loyalty program is a fantastic way for hotels to increase customer loyalty, to keep customers, attract new guests and supply value for money. 
· Sustainability continues to be an important trend, hotels been preoccupated to reduce the impact on the environment by using green technologies.


4.Service culture and guests' expectations

There are more than fifteen ways to improve guest experience in a hotel:
-First impression matter;
-Personalise the experience:
-Anticipate guests needs to gain respect and loyalty;
-Make it easy to connect;
-Make it easy to get in touch;
[bookmark: _Int_6oAMRkBs]-Provide stellar customer service and recommendations;
-Stay updated and listen to feedback;
-Create a memorable experience;
-Follow up after a stay;
-Keep it fresh;
-Celebrate the special occasions;
-Collaborate locally;
-Go green;
-Take note of guest preferences;
-Go above and beyond;
“These tips can help enhance the overall experience in a hotel and result in happy, satisfied customers who will keep coming back for more.” (Preno,2023)






5.Stories about guests' approach from different hospitality areas

Micah Solomon put together in book "The Heart of Hospitality: Great Hotel and Restaurant Leaders Share Their Secrets” the Titans of hospitality sharing their ways to create and defend those brands well-known all around the world.” Ladies and Gentlemens,” how Ritz Carlton Hotel and Resort slogan sound, talk in this book about transparency, courage, mentoring, staff appreciation and motivation, childhood or beginning, trivial things, or big dreams who had or have a significant impact on how they build and keep up with this timeless and fast changing industry. Some of these ideologies are: 
· “Treat your guest like he is “The Last Customer on Earth;”- “The only metric that a guest care about is this: one to one!” ( Quiseng, B.,”Hospitality professional”) The story of Hyatt Hotel guest dog, part of the economically priced extended stay program, story said by Sara Kearney, Senior vice president of Hyatt Hotel, Virginia.
· “It's all about That Focus!”  Patrik O’Connell, from Doble Five stars and Doble Five Diamonds “The Inn OF Little Washington” Restaurant, isolate found in Rappahannock, gives a nod to “the geishas in Japan, who can make a patron feel........like the most important person in world.” Based on this ideology, he shares a story about how he could connect with one Lady customer thru the same book and make her tell her story, when nobody else could.
· “Don’t Stop Believin’;”
· [bookmark: _Int_s6ezv2Es]“The BUBL Method,” Ritz-Carlton New York trained “Ladies and Gentlemen” staff story and methods used to please the guests: B: begin immediately, U: un-code guests' messages and passed, B: break your schedule, L: leave room for more interaction;
· “Putting the customer at the centre of the Universe;” “When I drill down to get the great TripAdvisor reviews…......it’s about our employees and how they are making every guest feel special. We are not The Ritz-Carlton, but we can treat aur guests as if we were.... And it’s working!” noticed Rupesh Patel, owner of two midscale properties in Daytona Beach.
· “PEOPLE Are the Heart of Hospitality;”
· “The Power of Authenticity;”
· “Building a Culture of YES;”
· “Developing a Genuine Service Style;”
· “Moviemaking and Magic;”
· “The “Chocolate Tastes Better When It’s Been Shared” Theorem;”
· “How The Digital Revolution Has Changed Your Customers.” (Micah. S, Herve, H., 2016-10-11)

6.Alternative solutions and recommendations

In this digital age, the importance of having a Hotel Website and monitoring reviews on this website or another platform like TripAdvisor, Instagram, Facebook is verry natural. The way and the reaction speed to handle these reviews is the mirror of the hotel. A significant role on this online platform is played by the influencers who promote and defend the brand reputation of one hotel. “Although trends certainly come and go, one tool that remains essential for building long-lasting relationships with your customers is the Newsletter.” (Tomeu Fiol, CMO de Hotelinking)
Overall, the hotel industry is constantly evolving and so the guests' expectations.
For now, hotels must remain vigilant by keeping up with the latest trends and adapting to the ever-changing need of their customers. This will ensure that they still are competitive in the market and continue to supply excellent service to their guests.
[bookmark: _Int_HchAsEx8][bookmark: _Int_LxwBMPE2]“An additional requirement for delivering high-quality service is the development of performance standards mirroring management’s perceptions of customers' expectations. Executives commonly report that they had a problem trying to translate customer expectations into quality standards “(Zeithaml et al., 1990).
[bookmark: _Int_cpxG2Ylr]That condition may be more a result of a lack of sincere commitment to service quality on manager’s part, or a lack of specific customer input that clearly shows qualities attributes. Data and quality information are a necessity for quality implementation. “In obtaining information on service systems, customer service expectations should be measured along with the relative importance of service quality attributes” (Berry, 1995). “Both this measures, when combined, are the heart and the soul of customer feedback, because the expectations of the customer are comparison standards for judging the effectiveness of real service attributes” (Oliver and Burke, 1999). Customers’ expectations are not readily known by the firm, but consumer research dedicated to understanding the customer, rather than being operations-or systems-driven, should aid in alleviating unnecessary stumbling blocks in customer relations” (Gilpin, 1996).
Much of what is not done in the hospitality field is because of poor use of routine of data-gathering techniques, thinking guest cards are valid and reliable channels of information, and under-utilization of computer technology that, as well as tracking a hotel guest’s purchases, could also note their requests for service” (Piccoli, 2008)
Companies need to contact their consumers directly about the goals of their marketing research efforts, “put them in the team,” seek them “appraisal” of what is been delivered and reward their efforts. To quote a wise man from centuries past: "Whatever your hands find to do, do it with all you might!”

 7.Conclusion

“When attributes measured pertain to customer satisfaction in areas in which the firm excels, these data provide valuable information” (Chakrapani, 1998). “Monitoring customer service involves identifying key metrics and measuring their trends over time to determine whether things are improving or deteriorating “” (Service Alliance, 4 Oct 2022).
Measuring customer service effectiveness enable your company to improve whatever is going well and make amends for whatever is not before customer satisfaction levels drop” (Newman E.,24 Jan 2014). Improving customers satisfaction can lead to increased customer loyalty and repeat business, as well as positive word- of- mouth marketing. The end goal is discovering what affects customer satisfaction, and avoiding what produces dissatisfaction.
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