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THE IMPORTANCE OF EFFECTIVELY MONITORING GUEST SERVICE APPROACHES
Executive Summary
To remain ahead of the curve and provide outstanding customer experiences, firms in the competitive hospitality sector need to review and enhance their guest service strategies constantly. Monitoring guest service effectively entails obtaining and evaluating input from several sources, pinpointing areas needing development, and implementing plans to raise visitor satisfaction. An in-depth analysis of the importance of guest service monitoring is provided in this research, along with a look at how it affects customer loyalty, brand consistency, reputation management, service culture, and hotel standards. The report outlines the main findings, which include how strong reputations make a company more appealing to consumers and investors. It emphasises how important it is to have proactive reputation management techniques.
Additionally, it examines the idea of service failure and offers suggestions on how the hotel sector should respond to present issues and embrace new developments. The recommendations include adopting a data-driven strategy for monitoring guest service using technology to gather, examine, and respond to input from various guest channels. Organisations also need to invest in staff education and training to ensure staff members possess the abilities and know-how to regularly provide outstanding service, encourage a culture of ongoing development, review customer feedback regularly, and implement plans to increase customer satisfaction. Additionally, businesses need to accept technology to improve services to guests.


[bookmark: _Toc150896208]Introduction
The hospitality sector is characterised by a dynamic and constantly changing environment brought about by pressure from competitors, technology breakthroughs, and shifting consumer expectations. In this ever-changing landscape, companies prioritising efficient guest service monitoring become leaders in providing outstanding client experiences (Kryukova and Khetagurova, 2020). Guest service monitoring gives businesses important information about how customers see them, which helps them find areas for development, deal with possible problems quickly, and increase customer satisfaction. According to the Expectation-Confirmation Theory (ECT), the degree to which customers' expectations are met or surpassed determines their satisfaction. Accordingly, visitors are less likely to be happy with their stay if their expectations are unmet and more likely to be satisfied if they are met or exceeded (Nam et al., 2020).
[bookmark: _Toc150896209]Main Findings
[bookmark: _Toc150896210]Reputation Management
Monitoring guest service is essential to reputation management. A hotel's ability to attract new business, keep hold of its current clientele, and boost profits all depend on its internet presence and the ratings it gets. For this reason, many hotels have embraced online reputation management (ORM) strategies to ensure their brand stays reputable and positive. A specialised ORM team at Hilton Worldwide keeps an eye on social media and replies to reviews left by visitors to produce and disseminate positive content on the Hilton name. Hilton introduced the "Hilton Honours Guest Advocate" programme 2018, allowing visitors to accrue points for offering reviews of their hotel experiences. In addition, companies with a strong reputation for themselves are better at handling crises, for instance, Marriott International's experience, which managed a PR problem by swiftly responding to a security breach in 2018 (Chen and Jai, 2021). 
[bookmark: _Toc150896211]Service Culture
Monitoring guest service methods can also contribute to a positive hotel service culture. Through periodic guest evaluations, businesses may pinpoint areas for training and growth, guaranteeing that staff members have the abilities and know-how to provide outstanding service every time. This encourages a guest-centric culture and gives staff members the confidence to go above and beyond to perform effectively (Ma et al., 2020). This is best demonstrated by Ritz-Carlton, whose unique service ethic encourages staff to offer outstanding results. The brand's motto, "We are Ladies and Gentlemen serving Ladies and Gentlemen,"  is the cornerstone of the hotel chain's success. Additionally, hotel staff members are more likely to be driven to deliver exceptional customer service if they know their performance is being tracked.
[bookmark: _Toc150896212]Brand Consistency
Throughout all touchpoints, from initial encounters to post-stay conversations, guest service monitoring maintains brand consistency. Businesses can spot irregular service delivery and take action to guarantee that the brand's promise of excellence is maintained throughout the guest journey by examining feedback from various channels. The brand's reputation is strengthened by the guests' trust and loyalty, fostered by this constancy. Hilton Hotels successfully implements brand consistency across various locations, guaranteeing a flawless visitor experience by combining clear brand guidelines, global standards with local adaptations, technological integration, employee training, quality assurance programmes, unified marketing, centralised reservations, and loyalty initiatives. This strategy fosters consumer loyalty and trust and establishes a benchmark for the sector in striking a healthy mix of local relevance and worldwide brand identity. Hotels can keep an eye on their staff's guest service methods to ensure that, regardless of location, all offer the same calibre of service. Another group known for brand consistency in brand management is the Marriott International hotel group, which has a rigorous set of rules that all its properties must meet.
[bookmark: _Toc150896213]Hotel Standard
Monitoring guest services is essential to upholding hotel standards and guaranteeing adherence to set procedures. Businesses can see areas where standards may fall and quickly resolve discrepancies by routinely reviewing guest feedback (Berners and Martin, 2022). This preserves the brand's integrity and guarantees visitors the calibre of service they anticipate. The demise of the W Hotel in London illustrates the consequences of ignoring upkeep and service requirements in the hospitality sector. The W Hotel's reputation suffered from insufficient oversight of its guest service policies. Positive comments were overshadowed by negative internet reviews and social media mentions, which made prospective customers doubt the hotel's level of service, as Piehler et al. (2019) outline. Rather than acting quickly to resolve these problems and make improvements, the management completely ignored reputation management. On the other hand, Four Seasons Hotels and Resorts tracks guest comments using a "Four Seasons Guest Feedback" system to pinpoint areas where it may raise its standards.
[bookmark: _Toc150896214]Customer Loyalty
Effective guest service monitoring contributes to customer loyalty by fostering positive experiences that encourage repeat business and positive word-of-mouth. By consistently addressing guest concerns and exceeding expectations, businesses create a loyal customer base that contributes to long-term success (Dewnarain, Ramkissoon, and Mavondo,  2021). Marriott Bonvoy is a model loyalty programme that provides individualised experiences, exceptional benefits, and easy brand integration throughout its broad range of tailored promotions and incentive programmes by gathering information on guest preferences and behaviour. Using its extensive database, Marriott Bonvoy monitors various components of the guest experience, such as desired facilities, stay history, booking habits, and comments. Koo, Yu. and Han (2020) state that such initiatives enable them to create a more customised experience and customise their services to each guest's tastes. Hilton offers their members another popular loyalty programme, Hilton Honours, including early check-in and late check-out times, complimentary Wi-Fi, and more inclined stays to maintain their loyal members.
[bookmark: _Toc150896215]Future Technological Impacts
Technological developments are revolutionising the hotel sector and opening new avenues for improved monitoring of guest service. According to Li et al. (2021), chatbots and artificial intelligence (AI) can evaluate consumer interactions in real time, seeing possible problems and reacting quickly. Tools for sentiment analysis can measure client feelings and reveal areas needing development (Kansakar, Munir, and Shabani, 2019). Analyses of hotels implementing smart technologies, like Japan's Henn-na Hotel, show how this might increase guest satisfaction and efficiency. Another example is the introduction of keyless entry and mobile check-in at certain Hilton Hotels & Resorts, which identified a chance to use technology to improve guest experiences due to travellers' growing reliance on mobile devices. They created an app that lets visitors select their favourite room, check-in online, and even use their smartphone as a digital key to unlock their accommodation.
[bookmark: _Toc150896216]Service Failure
Even with the greatest of intentions, service malfunctions can happen. Businesses may minimise the negative effects of service failures on customer satisfaction by swiftly identifying and addressing them through effective guest service monitoring(Shahril and Aziz, 2022). Positive customer connections can be sustained, and unfavourable encounters can be minimised by proactive communication, genuine apologies, and suitable compensation (Chen, Law, and Yan, 2022). While service lapses are unavoidable, a hotel's image can be determined by how they are handled. The Four Seasons' efforts to make amends after a service gap serves as a reminder of how crucial prompt and genuine correction is.
[bookmark: _Toc150896217]Conclusion
Delivering outstanding guest service is crucial in the highly competitive hotel and hospitality sector. Since client happiness is directly related to a hotel's profitability, establishments must implement efficient monitoring systems for their service strategies. Effective guest service monitoring is critical to providing outstanding client experiences, upholding a favourable reputation, utilising technologies, dealing with service failures, maintaining hotel standards, and encouraging customer loyalty in the hospitality sector. Through proactive collection and analysis of visitor input, businesses may pinpoint areas that require improvement, swiftly address possible difficulties, and consistently improve the calibre of their offerings. 
[bookmark: _Toc150896218]Recommendations
Based on the findings of this report, several recommendations are proposed for the hotel industry. Hotels should stress continual training to keep staff members up to date on the most recent developments in the market, client preferences, and communication strategies(Luo, Wang, and Tai, 2019). The main goal of training programmes should be to instill staff members with a customer-centric mindset so they can anticipate and surpass guests' requests. According to Bharwani, S., and Mathews (2021), hotels should also aggressively incorporate cutting-edge technology like artificial intelligence, the Internet of Things (IoT), and contactless solutions to improve guest experiences and operational efficiency. 
Also, hotels must establish clear brand rules across all touchpoints, including in-person and online encounters. This includes uniform service standards, communication methods, and visual components like logos and designs, as Kenyon and Cox (2020) highlight. Audits should be carried out regularly to ensure each property is consistent with the established brand image. Organisations should utilise online monitoring technologies to monitor reviews, swiftly respond to them, and set up explicit crisis management procedures to deal with problems effectively and transparently ((Shin, S, Shin, and Gim, 2023). 
Hotels should also undertake initiatives such as utilising data analytics to provide distinctive and customised experiences and comprehend visitor preferences, as Chan et al. (2021) outline. In contrast to short-term financial gains, these hotels should consider loyalty programmes as strategic initiatives that contribute to long-term guest relationships. Hotels must see upholding strict standards as a commitment to providing guests with an outstanding experience and a legal need (Abdelhamied, 2019). Furthermore, they should implement thorough service recovery procedures to increase service delivery standards. Sands et al. (2020) recommend that hotels may also preserve their relationships with customers and improve their overall service delivery by considering service lapses as opportunities to demonstrate their dedication to providing excellent customer service.
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