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In this report is presented how, with the help of reputation management and service culture, can be explained the importance of monitoring the guest service approaches. It starts with an introduction about how important customers are for Hospitality Industry, followed by main findings that includes more detailed aspects of service culture and reputation management. It is finalised with a conclusion that summarises the subjects discussed and some recommendations for improving all aspects of services. 
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Everyone knows how important is for a customer to have the same branded experience every time, no matter what part of the Hospitality Industry destinations and accommodations they attend. (Pius, 2022) Monitoring guest services approaches is necessary in ensuring that the customer service practices are effective and meet all consumers wants and needs. Being such a competitive industry, to stay on top of the guest request is crucial to have a vigorous service culture, a good reputation management system, great standards, and an up-to-date technology tool. (Ford et all, 2020)
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Service culture is defined by the business and employees’ goal to provide the best and the most valued experience for a customer. (Stamolampros, et al, 2020) It summarises the shared attitudes, values and beliefs that guides the organisation to interact with the guests. It fosters teamwork, customer driven mind and promotes ownership towards delivering exceptional services. (Michaelides, 2017) For instance the motto of Savoy Hotel in London is “For excellence we strive” it shows the quality and client-driven services, and every employee knows and applies it throughout every day. (McBroom, 2021)
A strong service culture starts with developing the business beliefs, values, and expectations. If the leading team embodies their service culture will make the employees to model. (Toister, 2018) Designing a hiring and selection option for all new assets to the team makes sure that the best talents are chosen. (Helkkula et all, 2023) For example, to drive applicants to confidence, to open, and trust, the company can state on hiring posts that “the employee will be empowered to do their best work” or “everyone in the company values continuous learning”. (Christensen et all,2021) Creating a consistency in policies and procedures will drive the team members to be service centred and feel like part of the company. (Rozenes, 2017) For example, Zappos is asking the employee to choose if can respect the company believes and values, which are focused entirely on customer needs, and apply it on their journey. In contrast they are offered money to resign voluntarily if the job descriptions are not suitable for them. But if you are Zappos part of team you have several facilities. For example, different musical instrument training online to bust physical and mental health (Hroncich, 2019) Is important also to know the employee satisfaction. Regular internal surveys can reveal new opinions about the job that can be improved and ideas that can be implemented for a better customer experience. (Goodman& Broetzmann, 2019) Keep an elevated level of motivation and make the employees accountable for their actions leads to a better guest service. Ritz-Carlton management team give a spending amount to their employees to use it in managing the guest requests and complaints. Also, they are called Lady and Gentleman to empower, to give more confidence and make them feel as a part of their culture. (Huang &Chen, 2021)
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Hotel standards is part of service culture too. Maintaining a prominent level of quality for the amenities and procedures gives the company identity and its promise to their guests. (Ballina et all, 2020) Having an elevated standard shows professionalism and encourage all involved, staff members or guests to talk about quality, friendly service, and a pleasant environment. That creates loyal customers and employees with common values, clear job responsibilities and strong work ethics. (Costa, 2022)
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Offering a positive emotional experience creates a perfect path to customer retention and most likely driving to loyalty. Hospitality competition is fierce. Monitoring the numbers of loyal guests using a range of metrics develops a program for customer base. That should be a priority because they are driving to loyal behaviours. (Batabyal & Das, 2019) According to Market Metrics the probability to take revenues from actual customers is fourteen times higher than the new ones (Forbes, 2020) and is the key to growth in the business. 77% of consumers most likely to recommend to friends and family the memorable experience turning them to new customers. (Forbes, 2020)
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In most destinations the quality of accommodations and services contributes to the overall experience (Park & Santos, 2017) and encourages the tourists to explore their desired destinations in a better way. Monitoring and protecting the company reputation is helping to grow the brand image by influencing and shaping the public perception of the services. This is called Reputation Management. (Dacko-Pickiewicz, 2022) 85% of the consumers trusts personal recommendations and online reviews before taking any decisions about their choices. (Perez et all, 2019)
There are three main types:
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First, it summarises monitoring and responding to online comments, reviews, and opinions. It creates favourable content by allowing the employees to put forward their opinion about the product and services. (Eckert, 2017) It builds trust by establishing 1 to 1 communications channel with customers. This is the method to answer to their reviews, a thank you note for the positive one and a solution for the negative. The unfavourable should not be deleted and seen as an opportunity to respond in a way that enhances the business’s online reputation. (Ramos, 2023). It keeps the current and future customers informed ahead of time and asks for feedback without hiding the criticism. 94% of consumers say that are not choosing the businesses with negative feedback and 86% that are inclined to pay more for the one with positive reviews. (Jin et all, 2022)
Techniques for monitoring online reputation includes:
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Is summarising listening and engaging with media accounts, making posts and marketing activities. Most of the consumers if not all, before appealing to some services use social media to research comments about company, their rating, standard or any reviews. At the same time, the business team can use it for running audits to find more about their target market, pricing, and requests across different channels. (Hasson, 2019)
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It checks for mentions that impacts the company reputations to find the root and the right solution for a good recovery. It oversees complaints and complimentary reviews to make a genuine connection, to demonstrate empathy and to build a trustful and respectful relationship with the guests. (Mayes, 2023)
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Gives an outline of positive and negative and the accurate response. (Ramos, 2023) Guests feedback is a valuable tool to understand if the services are meeting customers’ expectations. This information also can be used to improve or keep in place the quality of the services provided.
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Description automatically generated]This is an example of welcome note send online for a customer of Northwest Lodging Inc for personalizing their stay and make them feel welcome. (Mullins, 2013)
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Brand management and consistency is building and maintaining a good reputation of the brand, products, and services they offer. It involves measuring, monitoring, analysing, updating, and maintaining the company performances. (Perez et all, 2019) First research who the competitors are by TripAdvisor, Booking or Expedia and get an idea about their pricing and guest opinions and requests to be able to provide a personalized service to stay ahead of competition. The brand is everything that every business stands for and is translated to guests in the appearance of the accommodations, how the employees communicate and interact with guests. (Amelia, 2020) 
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Repair and rebuilt a damaged reputation need to start by finding what the cause is and implement new measures to recover the customer trust and loyalty. (Pius, 2020) The main way to harm the image is through online resources, which is the most significant new trend in guest services, because technology allows users to exchange data between devices and social media platforms. (Costa, 2022)
A damaged reputation does not only affect the customers decisions it modifies the brand trust and occasionally drives away the loyal employees. There are some main steps in recovering:
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Find the root of the problem, research to see the quality and the growth of the damage and find the right and ethical solution to solve it.
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Ask questions to find out a what the damage was and what are the correct and reasonable customer expectation. Find out which one of the reviews are true and which one are false. Make an action plan and respond in a professional manner to all negative or positive mentions. (Goodman & Broetzmann, 2019)
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It can be done by optimizing the social media profiles, expand the blog content with new actualised style, offers and services. 
[bookmark: _Toc150185005][bookmark: _Toc150761041]Publish positive content to shift the negative
To balance the negative comments and complaint a positive content should be published to attract their attention to the fun and memorable experience to make the customers curious to try again with a different outcome.
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Being the most competitive for Hospitality Industry having an exceptional guest service experience is vital. Monitoring and keep evidence of the past customer visits is the best way to ensure that the business delivers a memorable experience every time. A study conducted by Deloitte shows that 60% of guests who had a positive experience became a loyal customer. (Deloitte, 2023) The goal is to maintain and improve the quality of services, by checking and taking in consideration the guest opinions and ideas, apply the brand service culture and create the perfect reputation for attracting and retain new customers.
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1. Implementation to modern technology and understanding its operational parameters and troubleshooting techniques to provide a better experience.
2. Adhere to more sustainable practices.
3. Asses their products, system, and practices to make sure they are environment friendly.
4. Find more methods and hiring systems to attract extra quality talents and retain them.
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Thank you for choosing to stay with us. We hope you have a comfortable and enjoyable visit. We
have tried to anticipate all your needs, but if there is anything we have overlooked which can
make your stay more pleasurable, please do not hesitate to contact the manager on duty. Every
effort will be made to assist you. Our staff is dedicated to making your stay trouble free. Northwest
Lodging Inc. prides itself on offering the best possible accommodations at a reasonable price. |
welcome your comments or suggestions. You may drop this comment card in the mail or call me
directly. We hope to see you again and again.
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