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Executive Summary
The hospitality industry is facing many challenges but some of these threats can be seized as opportunities.  The industry has to be flexible and adapt to the immediate issues of labour shortage but also respond to the new trends grown out of the business recovery to the pandemic as well as  an ongoing war in Europe with its impacts on global energy costs. Hoteliers can respond to increasing sustainability expectations from guests and regulators by considering how to develop guest services in  meet these new needs.
The fast pace of global travel recovery post pandemic is an indication that guests value experiences. Outstanding experiences are delivered by all colleagues in the organisation who understand how their job fits into the company mission. This contributes to being a great place to work.
International Hotel Brands place people at the heart of their business model since the application of the skills of the many thousands of employees reflect directly on the Brand appeal and reputation. However, due to various factors labour availability and increasing costs are significant challenges for much of the global hospitality sector. Further digitalisation and new technology has the potential to re-focus manpower to provide more bespoke guest services and “wow experiences”. Meeting and exceeding guest expectations will provide an organisation with a significant competitive advantage.
Highly rated employers are those that empower employees and who are supported to deliver the best customer service. The report identifies some industry best practices and ways to further develop employee engagement and satisfaction in a fast changing marketplace.
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Introduction
The global International hospitality industry has become highly segmented. From luxury 5 star hotels with a full and distinctive service offer to budget rooms with 
This report compares two large International Hotel chains, ACCOR and IHG, their key Brands and how the service standards differ according to the Brand offer.
It also considers how service standards are monitored and maintained and the importance of recovery in the event of a service failure and how loyalty to the Brand is developed. It illustrates the central role of employees in delivering the customer experience and some of the current challenges in the global hospitality industry and makes recommendations how these challenges might be overcome.
Comparison of Service Standards. 
ACCOR Group is a major global hospitality company with 5300 hotels in 110 countries. There are more than 40 brands which segment standards in their portfolio, (ACCOR,2023). According to ACCOR (ACCOR,2023) “they elevate life through brands”. 
ACCOR state (ACCOR,2023) their mission is “Building on the strength of our teams and holistic system of leading brands, personalized services and expert solutions, we break new ground to re-imagine hospitality and inspire new ways to experience the world”.
Consumer led organisation such as Which? (Which,2019) have defined Service standards according to Segment.to provide consumers with a benchmark on how to judge hotels in different Segments.

Table 1: ACCOR Segment, Brand and Service Standards
	Segment
	Brand Example
	Service Standards

	Luxury
	Fairmont, Raffles, Sofitel
	· 5 Star International Hotel
· Gastronomic F&B offer (Raffles 2023)
· Wellbeing and cultural experiences (Raffles 2023)

	Premium
	Pullman, Grand Mercure, Movenpick
	· 4 Star International Business Hotel (Mercure,2023) 

	Mid-Scale
	Novotel, Mercure, Adagio
	· 4 Star International Hotel, (Novotel,2023)


	Economy
	Hotel F1, IBIS Budget, Greet
	· 2 star International Hotel-Low cost (IBIS Budget,2023)
· Limited F&B offer vending/self service 




InterContinental Hotel Group Plc, ( IHG,2023) has 18 Brands with 6000 plus hotels in 100 countries.

Table 2.  IHG Segment, Brand and Service Standards

	Segment
	Brand Example
	Service Standards

	Luxury
	IHG, Six Senses
	5 Star International Hotel, (IHG,2023)
Curated and Signature Service matched to Brand

	Premium
	Crown Plaza
	5 Star International Hotel

	Mid scale 
	Holiday Inn
	3 or 4 Star International Hotel, (Which,2021)

	Budget
	Holiday Inn Express
	1 or 2 Star International Hotel (Which,2021) 



How are Standards Monitored and Maintained?
In addition to hotel inspections by organisations such as AA (Which, 2021) guest reviews provide an important source of feedback to hoteliers.  
Guest Reviews:
Guest feedback through International platforms such as Trip Advisor has become an industry norm, despite problems with fake reviews in recent years. Hoteliers must manage their Tripadvisor accounts carefully and there are ways to identify red flags for fake reviews, (One Mile at a Time,2021).  
Feedback should be regarded positively as an opportunity to identify service level failure or where a new service could be introduced thereby improving the service reliability and customer satisfaction. 

Reputation Management and Service Recovery
As in every aspect of life things can wrong. When this happens in the hospitality industry it is important to recognise it can be very personal to the guest and it is necessary to correct the problem quickly and sympathetically. There are many examples of where this was done correctly it can actually increase customer loyalty where the original bad experience is minimised in the eyes of the guest and their positive experience of the recovery is what remains important to them, this is known as the Service Recovery Paradox.

Guest Services Development
The central  Role of People 
As shown in the case studies Hoteliers highly value the role of people in delivering the customer experience through their mission and Brand statements. It is people not companies that are responsible for delivery and Brands trust their reputation to those on the front line such as reception, housekeeping and food and beverage service, (Forbes,2020).
Company Culture, ACCOR, IHG and Marriot.
International hotel chains put people at the centre of their company culture.  IHG state in their strategy, (IHG,2023)   the strategy will be delivered “through a culture that retains and attracts the best people”.  David Rodriguez (HR Executive,2019) , Marriot’s Global Chief HR Officer, states that the future success of the Marriot  business is “completely dependent” on how the companies leadership promotes their employees wellbeing and that they are inspired. 

Accor
Accor Heartists, (ACCOR,2023) is a trade mark registered programme called Heartists. It involves it’s teams in leading training programmes to help change lives of the most vulnerable, socially or economically excluded communities where the hotels are located. This connects the company with potential employees and gives them a route into the hospitality industry as well promoting the benefits of having an equal diverse and inclusive workforce

Marriot 
85% of employees say Marriot International is a great place to work which is significantly above the average for other companies in the USA.
Exhibit 1. Great Place to Work Certification.  Words from employee comments on the Trust Index™ survey. (Great Place to Work 2023)
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Three Steps employers can take to increase employee satisfaction, (Forbes,2019)

1.Help employees as you would guests. This means treating employees exactly how you want to treat customers. Providing feedback to employees which is meaningful and positive helps to keep team members happy.
2. Align employees around the company purpose. International Hotel Brands have exciting vision statements however it is important for employees to understand how they fit in and their role in delivering this. 
3. Prioritise well-being. There are many initiatives an employer can take to ensure work life balance meets the expectations of a modern work force. For example, Marriot International, (Forbes,2019) gives 15 weeks of paid maternity leave and 8 weeks paternity leave for fathers and parents who have adopted.

Current Issues facing the hospitality Industry.
At the recent ITB BerlinTravel Congress (ITB, 2023) delegates recognised the global challenges such as sustainability, digitalisation, artificial intelligence, migration, demographic changes and skill shortages are adding to the disruptions caused by pandemic, war and earthquakes.
Prof. Clemens Fuest of the ifo Institute, speaking at ITB Berlin 2023: “We must all become more flexible and resilient – and it has to be reflected in products as well “
The tourism industry should see these particular challenges as an opportunity.

Loyalty Programmes 
The ACCOR loyalty programme, (ACCOR 2023) Accor Live Limitless Lifestyle and IHG One Reward (IHG,2023) are sophisticated reward programmes made possible by digitalisation which will increase with AI and new machine learning. The use of social media platforms such as Instagram are linked to promote the Brand further. These loyalty programmes give incentives to guests to re-book with Brands within the same Hotel group. The significant financial investment in these programmes recognises that it is more cost effective to retain existing clients than obtain new ones.

Conclusion
Hotel Brands must match an appropriate level of service to meet the expectations of the guests. These standards must be delivered consistently to retain clients and encourage customer loyalty. Well understood Brand policies and procedures are established to ensure things are done right first time to mimimse the possibility of damage to the Brand reputation.
Engaged, happy employees are critical to delivering exceptional service. Some tasks in future can be replaced by new technology enabling people to focus on guest service delivery.
Employees can be motivated to provide exceptional service by enhanced Terms and Conditions of work which help to balance work and life. Senior leaders in the hospitality industry who make employee well-being a priority score highly in employee satisfaction surveys.

Recommendations
· Continue to develop innovative people programmes which attract and retain the best talent.
· Fully engage employees in the company mission and purpose, this could by team meetings by Department such as marketing, guest services or food and beverages. This will build the understanding of the role the individual and team play in delivering the company mission.
· Consider how further digitalisation and new technology can reduce repetitive tasks to release staff to focus on providing service which adds value to the customer experience. 
· Consider how guest services can be adapted to respond to growing interest in sustainable tourism.
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