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Environmental Experience


As the hospitality industry continues to evolve, environmental sustainability has become a major point of focus when it comes to customer experience. There is an undeniable correlation between environmental sustainability and the hospitality customer experience, with environmental sustainability offering a wave of potential benefits for both hotel guests and the planet. By implementing eco-friendly practices in their operations, hotels can offer customers the reassurance that their stay will not have a large environmental impact and make them feel good about supporting an environmentally responsible brand(Ho et al., 2021). Additionally, engaging in sustainable hospitality procedures can help hotels improve their standing as green accommodations, which can further help them to stand out from competition and in turn attract more guests due to improved reputation among customers. Customers themselves also increasingly demand for green accommodations due to environmental conscientiousness. 
The hospitality industry is a major player in biodiversity conservation, as it considers both its own life cycle and the local community's environmental experience. Biodiversity is impacted at each stage of a hotel's life cycle, from establishment and construction to daily operations and eventually shuttering or reuse (Morgan et al., 2021). During construction, biodiversity is affected by decisions around landscaping and design. Once the hotel is up and running, biodiversity can be conserved by reducing energy use and implementation of water treatment processes as well as recycling initiatives. Hotels that offer educational programs for guests can help increase public awareness about biodiversity conservation, while support for locally produced goods reinforces local economies. Environmental experiences such as walking tours, bird watching excursions or visits to nearby farms further connect guests with their local environment in an interesting manner (Modica et al., 2020). Overall, hotels that promote biodiversity through their life cycle are an important resource to engage their customers while simultaneously investing in the local community.
It is widely recognised that environmental experience in the hospitality industry plays an important role. On one side, the environmental impacts of the hospitality industry have a positive effect. For example, environmental factors such as availability of natural resources and maintenance of green spaces can improve the quality of food served, lead to lower waste disposal costs, and reduce negative environmental effects on both air and water. On the other hand, environmental factors can sometimes have a negative influence. Poor management of animal habitats or improper waste disposal techniques can cause hazardous pollution and create health risks for guests and employees alike. Taking these potential environmental impacts into account is essential for it helps develop safe and healthy practices in a hospitality setting to keep people engaged while sustainably caring for the environment they are operating in.
The hotel industry has long caused environmental issues due to the sheer number of facilities requiring extensive energy and water consumption, along with producing significant waste. These three key areas of environmental impact affect a consumer’s environmental experience in a negative way. Energy used by hotels is generated primarily through burning fossil fuels, leading to an increase in greenhouses gases and environmental degradation(Njoroge et al., 2019). Similarly, hotels consume large amounts of water through functions such as laundry services and sanitation, leading to increased freshwater scarcity and environmental pollution caused by wastewater runoff. Lastly, hotels produce large quantities of waste due to daily operations: different types of fabricated materials create further environmental pollution if not disposed properly (Cerchione and Bansal, 2020).
In conclusion, environmental sustainability is becoming more and more important when it comes to customer experience in the hotel industry because of the prevalence of eco-friendly options and sensibilities among those who travel – it is having an undeniable effect on how these customers perceive hotels around the world. Whilst the hotel industry has become more conscious of environmental issues in the past few years, the environmental impact continues to persist throughout their operations and distressingly affects consumers’ environmental experience in a range of ways.
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Fiscal and Economic Incentives
Introduction
Fiscal and economic incentives are a key part of the hospitality industry, as they enable hotels, tourism and other businesses to optimise their costs, profits and strategies. Among fiscal incentives, financial reductions such as tax breaks can help a business cut down its expenses while stimulating the broader economy. Economic incentives, on the other hand, aim to generate more demand for goods or services and involve offering customers some benefit in exchange for patronage. Many types of economic incentives exist in the hotel industry including discounts and rewards programs, which encourage spending. Additionally, loyalty points can be issued to regular or returning guests who can later redeem them for various rewards like discounts or upgrade to better rooms. Lastly, targeted promotions such as reduced prices for special dates or occasions may also be used by hotels to boost demand. Consequently, fiscal and economic incentives are heavily utilised within the hospitality industry as tools for cost reduction and demand maximization.
Fiscal and Economic Incentives
Tax incentives can be incredibly influential in the tourism and hospitality industry. Fiscal and economic incentives provide an incentive for businesses to invest in a “preferred” industry as tax rates for certain areas can sometimes be dramatically reduced or tax credits given (Rwigema and Celestin, 2020). This not only gives businesses more of a reason to pursue investment in the sector, but it also allows administrative bodies to direct capital towards industries that they see important or valuable. In terms of Tourism and Hospitality, tax incentives can lead to increased investment from existing companies, as well as experienced employees flocking to the area - filling gaps often seen during low-tourism seasons (Shoval et al., 2020). As an additional benefit, tax incentives for tourism can echo across other industries as well, such as retail and hospitality services. Therefore, tax incentives have significant potential to increase activity levels within a region; driving regional economies forward with increased input from domestic and international tourists alike.
The COVID-19 pandemic has had a significant and devastating effect on the hospitality and tourism industries across the world. This drastic decrease in customer spending has resulted in hospitality and tourism businesses struggling to stay afloat due to their acute need for fiscal and economic incentives. Such incentives are necessary in order to keep wages coming into the industry and companies operating rather than collapse during this difficult period (Allaberganov et al., 2021). Incentives must now be made available to these industries in order for them to overcome disruption caused directly by COVID-19 and get back to normal as soon as possible. Without financial support from governments, many of these businesses are faced with an uncertain future. Therefore, it is essential that fiscal and economic incentives be put into place to protect these industries from further effects of COVID-19, allowing them plenty of time to recoup losses sustained during the pandemic.
Conclusion
In conclusion, tourists today have very different expectations than those of just a few years ago. The benefits they seek include affordability and connectivity, and hospitality businesses are responding accordingly by striving to provide these benefits through incentives (Kim et al., 2021). Affordable pricing is more accessible than ever, providing tourists with the opportunity to save money while still enjoying quality services such as meal plans or accommodations. Connectivity is another key factor in providing benefits for tourists that want ease of access when traveling. Wireless internet, for example, can connect travellers quickly and conveniently, allowing them to stay connected with work or family back home and keeping them informed about their current whereabouts for safety reasons. Finally, hospitality incentives can provide benefits for both customers and businesses. Incentives such as loyalty programs or group discounts help build customer loyalty while also promoting the business’s services at the same time. All in all, benefits for tourists regarding affordability and connectivity have become increasingly present due to the development of tourism industry technology and hospitality incentives.
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Regulatory Affairs
Executive summary
The role of Regulatory Affairs in the Hospitality Industry in the United Kingdom is an incredibly important one, as it ensures that the industry is conducted in a safe and legal manner. Regulatory agencies monitor and control tourism, environmental sustainability, and hospitality to ensure that businesses meet regulations and protect public safety. This can include local health authorities who are responsible for inspecting restaurants, bars and other hospitality venues to ensure they meet health and safety standards, or the local tourism board which promotes eco-tourism or provides support for small businesses.

Introduction
When it comes to environmental sustainability, there are a number of regulatory agencies that work together to promote eco-friendly practices within the hospitality industry. These include The Environment Agency (EA), Natural England (NE), Defra, Tourism Alliance UK (TAUK) and Sustainable Tourism Network UK (STNUK). The EA works with businesses to help them comply with environmental legislation and encourages them to reduce their impact on the environment. NE also works closely with hospitality businesses to promote sustainable development by helping them develop management systems that reduce their carbon emissions. Regulatory agencies in the UK have played an important role in driving innovation and investment by introducing favorable policies for green technology projects such as low-carbon heating systems or energy efficient lighting systems. This has encouraged many hotels to invest in more energy efficient solutions which can significantly reduce their carbon footprint over time while keeping costs down; these investments also benefit customers by providing comfortable yet cost effective accommodation options while reducing electricity bills at the same time. 
Regulatory affairs
Regulatory agencies have an increasingly important role to play in making the hospitality industry more sustainable and eco-friendlier. The numerous regulations and guidelines enacted by these agencies set the standard for what is considered ‘sustainable’ and challenge hoteliers to incorporate more environmentally friendly practices into their business model (Nikolskaya et al., 2020). Regulations dictate energy-saving technologies, green building initiatives, water conservation measures, reuse of materials and waste minimization. Compliance with such measures results in cost savings for businesses as well as increased environmental stewardship. Furthermore, members of regulatory bodies often provide feedback on issues of sustainability that may not be previously considered by hoteliers, thus helping them to gain new insights and ideas (Elfimova and Radishauskas, 2018). By supporting the vision of sustainable hospitality operations, regulatory bodies are instrumental in creating a better world through greater awareness and action.
Over the past decade, two notable changes have been implemented throughout the hospitality industry though the influence of regulatory agencies. The first of such changes is a heightened focus on sustainability. Many hotels now offer linen and towel reuse programs, while others provide eco-friendly cleaners and kitchen products to reduce their negative environmental impact. Furthermore, many organisations have created comprehensive sustainability policies and practices that encompass everything from green building standards to the use of energy efficient appliances within the premises. The second major change can be seen in an increasing interest in socially responsible practices, notably those related to labour laws. Regulatory agencies have pushed hospitality businesses to adequately compensate employees for overtime hours and have prohibited various forms of discrimination with regards to hiring or workplace conditions (Camilleri, 2020). These regulations have not only provided greater job security for individuals in this sector but have also helped create a better working environment where all employees are treated fairly and justly. 
Conclusion
Overall, regulatory agencies play an essential role in ensuring that hospitality facilities are managed responsibly while promoting sustainable development through supporting innovative initiatives aiming at lowering carbon emissions from hotels across the United Kingdom; this ultimately benefits not just customers but also our planet’s environment when it comes to upholding high standards of quality assurance when it comes to providing enjoyable yet eco-friendly hotel experiences.
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Guest Experience
The guest experience in the hospitality industry is an immensely important factor for guest satisfaction. It includes a range of factors such as booking and check-in processes that should be hassle-free, ensuring guest's privacy and comfort, punctual timing, and providing clean and well-maintained amenities such as modern fixtures, comfortable bedding, relevant toiletries and other essential items. Furthermore, a hospitality establishment must also provide excellent customer service to ensure guests feel welcomed and appreciated throughout their stay. Moreover, hospitality industry must keep up with current trends while offering local attractions that makes the guest experience more personalised. All of these factors combined together help to create a guest experience that will result in guest satisfaction thus resulting in greater revenue for the hospitality industry.
Customer Effort Score (CES) is a customer experience metric for businesses in the hospitality industry to measure customer loyalty and satisfaction. It serves to assess how effortless the customer’s experience with the product or service was, focusing on customer service, convenience and customer expectations. The score is calculated by having customers rate their customer experience on a 1-5 scale ranging from “very difficult” to “very easy” thus providing an indication of customer effort (Lee et al., 2019). By obtaining this customer data, hotels can assess customer expectations, surface customer pain points and opportunities for improvement better than traditional surveys, while gaining insight into customer engagement (Buehring and O’Mahony, 2019). Through uncovering customer feedback, the hospitality industry can identify any potential issues that might affect customer retention rate and strategise ways to reduce those issues. Employing Customer Effort Scores helps create a positive customer journey that leads to increased customer loyalty, improved brand awareness and ultimately increased retention rate.
Customer churn rate is an important metric that measures customer non-retention or customer dissatisfaction by tracking customer attrition within a given period of time. It helps to measure customer experience and gauge customer loyalty about an organisation's products and services (Kansakar et al., 2019). The customer churn rate highlights key customer behaviour factors like customer lifetime value, customer response to marketing initiatives, customer engagement and product usage levels. In short, it provides both qualitative and quantitative insights into customer behaviour which can be invaluable for any business looking for improved customer experience or increased return on customer investments.
Net Promoter Score (NPS) and Customer Satisfaction (CSAT) are two of the main metrics used by many hotels to understand the guest experience. Net promoter score determines the loyalty of guests who have recently stayed in a hotel, by asking how likely they are to recommend that hotel to others (Kabadayi et al., 2019). The responses are then grouped into three categories: promoter, passive, or detractor. CSAT looks at how customers feel about their individual experiences within an organisation, such as what rating would you give your stay at this hotel? For hotels to accurately gain customer satisfaction, these metrics must be calculated using up-to-date survey techniques that identify patterns in customer feedback. NPS and CSAT highlight key factors regarding guest experience such as levels of service quality, product desirability and communication with staff. With data from these surveys, hotels can make necessary changes to improve their services for future guests (Ko, 2018).
To measure the guest experience, hotels make use of useful tools such as the Customer Effort Score (CES), which focuses on fulfilling customers' needs to measure satisfaction levels; the Net Promoter Score (NPS), used to measure loyalty; and Customer Satisfaction (CSAT) surveys, which measure complete hotel experience. Furthermore, there is a strong emphasis placed on the measurement of customer retention rate within the hospitality industry. By analysing repeat guests and understanding their behaviour, preferences, and feedback over time, hotels can ensure that they are providing optimal guest experiences. All these methods measure how guests evaluate their overall stay in terms of quality, amenities offering and service delivery. As such, hotels can measure progress over time and make improvements accordingly.
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Brand Image and Hospitality Industry
Brand image plays an important role in the hospitality industry, as it serves to portray a brand's personality that is conveyable to its target guests. A brand’s identity reflects core brand values and must be supported by communications and overall customer experience. Hotels across the globe can effectively enhance their brand images using a combination of modern tools and techniques. For instance, investment in state-of-the-art technology as well as promotional activities such as engaging influencers, campaigns, or specials on social media platforms offer great opportunities to build lasting brand images in consumers' minds. Moreover, providing quality services from the brand standpoint will also help to increase brand loyalty and familiarity with customers so that their brand preference for the hotel brand is further strengthened. Ultimately, hotels should strive for high levels of consistency when conveying the brand message so that potential guests take away the desired brand image pervasively across all touchpoints throughout their journey with the hotel.
It is essential to recognise the importance of online branding in today's hotel industry. With online marketing and social media, hotels are now able to create an online presence that allows them to expand their reach and influence, thus improving brand awareness among their target audience (Perera and Perera, 2018). I learned that through online platforms such as website design, blogging, online advertising, online reviews and even virtual tours, hotels can showcase their services and products in an effective manner (Schivinski et al., 2020). Additionally, through careful use of social media outlets like Facebook, Instagram, YouTube and Twitter, hotels can reach potential customers directly by fostering relationships with engagement activities that encourage users to “like” or “share” a post. Additionally, online content related to promotions serves as an important part of online branding for a hotel. Not only does this inform customers about any new offers or discounts available, but it also helps in building loyalty among both current and prospective customers. The benefit I found of all these digital technologies is that hotels can track which tactics are most successful in driving customer acquisition and loyalty - something which cannot be extremely accurately measured through traditional methods such as print ads or direct mail campaigns (Bashir et al., 2020).
Brand image can influence tourists and can ultimately have an effect on a hotel's revenue and profit margin. Nowadays, many qualities contribute to a brand image that tourists consider positive. For example, competitive pricing for their services, quality of customer service, a unique experience unique to the hotel, environmental friendliness and sustainability initiatives, modernised I.T features such as mobile check-in or automatic room maintenance appeal greatly to the modern consumer (Rhou and Singal, 2020). Further, I found that stellar reviews from previous customers on social media sites help boost the brand image of a hotel in the minds of potential visitors. Furthermore travellers are often attracted by amenities that might not appear in their advertisements, but that can remain with tourists and influence them further if they become visible after they have arrived at the destination i.e. free Wi-Fi access or locally sourced seasonal products for meal times; All these considerations influence tourist spending decisions for hotels and influence their bottom line – revenue and profit margin thus helping them stay competitive in the hospitality industry (Porcu et al., 2019).
Hotel brands are continuing to join the sustainable movement by leveraging sustainable models and creating eco-friendly brand images. By utilising sustainable practices such as installing solar panels, using recycled materials, or reducing levels of consumption and waste, hotels are improving the environmental impact their operations have. These sustainable measures comport with consumer demands for green practices and create a brand image that is attractive to tourists looking to avoid high carbon footprints. Additionally, sustainable models can also lead to cost savings in energy and water usage, leading to higher profits for these businesses. Thus, sustainability becomes not just a moral issue but also a business necessity that provides hotels a competitive edge over non-eco-friendly business. As hotel brands increasingly aim to build sustainable practices into their operations, they strive to make themselves in line with their customers’ desires to become more environmentally conscious in hopes of enhancing their reputation and attracting more tourists into their establishments.
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Staff Awareness

The staff act as ambassadors of the hotel brand, and they should be empowered to maintain and promote a positive depiction of the business. Raising staff awareness of environmental sustainability is essential to the successful implementation of sustainable practices in the hospitality industry. For hoteliers and other hospitality industry leaders, cultivating a culture of green thinking among workers is key to ensuring that all operations are conducted with minimal impact on the environment. Increasing employee knowledge and understanding of sustainable practices helps create a better overall experience for visitors and positively contributes to company-wide efficiency. I believe that through staff training programs and regular meetings, management should prioritise the development of staff understanding of the company’s core values, beliefs and mission statement, making sure all staff members understand their role in contributing positively to hotel brand identity. 
Leaders in the hospitality sector can also prioritise working with suppliers who adhere to responsible production standards or support local conservation projects. By providing staff with examples of businesses actively engaged in sustainability efforts they can become more aware of their own part in creating change. Furthermore, through responsible purchasing practices companies can reduce their carbon footprint while setting a positive example for others within the industry. Awareness raising within the hospitality industry can be accomplished through numerous methods, such as making sure that staff have access to detailed information about current policies and initiatives related to sustainability (Foris et al., 2020). This could include distributing handouts or posters detailing proper waste disposal techniques, energy conservation tips, water conservation measures, or other environmentally friendly activities. Additionally, regular training sessions should be held to engage employees in interactive activities which explain the benefits of sustainable practices in a practical way. This will ensure that they understand how their actions directly affect environmental outcomes at both an individual and organisational level.
Hotel staff play a crucial role in the hospitality industry - they must be knowledgeable, professional, and courteous. Therefore, I found that five of the most important training topics for their awareness are health and safety legislation, customer service expectations, cultural diversity best practices, emergency protocols and financial literacy (Pham et al., 2019). Understanding the applicable health and safety regulations is essential to creating a safe hotel premises. Teaching staff how to manage customer service expectations will enable each patron to have an optimal experience when interacting with team members. Cultural diversity best practices should also be trained as part of staff awareness, allowing employees to understand different cultures and serve customers uniformly and appropriately (Cabral and Jabbour, 2020). Additionally, I found it essential that each hotel identifies and trains on emergency procedures so that all personnel can act swiftly in such situations. Finally, understanding basic financial literacy processes allows employees to handle accounts more efficiently within their roles.
I believe that it is essential that staff within the hotel industry are aware of five most important training topics in order to provide excellent customer service and maintain high standards across the board. I believe that these five key topics include room safety, guest services, fire safety, communication skills and hygiene protocols. Room safety training is essential so that staff members know how to identify any potential hazards or risks to guests in their hotel rooms (Ratasuk and Charoensukmongkol, 2020). Guest Service training ensures knowledge on how best to cater for guests needs throughout their stay. Fire Safety should be taught so that hotel staff can prevent costly and highly dangerous fire-related incidents from occurring. Communication Skills are necessary when it comes to providing understanding between staff, management and customers in a fast-paced environment (Schwepker Jr and Dimitriou, 2021). Hygiene Protocols must be followed strictly as these ensure the safety of all individuals at the site by directing them as to when surfaces need to be sanitised and if additional precautions need to be ensured for health concerns such as allergies. All five of these topics are extremely important for ensuring complete staff awareness at hotels.
Finally, encouraging eco-friendly behaviour among guests through simple initiatives such as opting out from having their linens changed every day or limiting resources used for each stay has been proven effective at reducing wasteful habits among guests while simultaneously raising awareness about environmental issues. It is important that hotel workers are aware of this option so they can help promote it, if necessary, among customers (Darvishmotevali and Altinay, 2022). 
In conclusion, raising staff awareness about environmental sustainability is essential for improving eco-efficiency and creating lasting change within the hospitality industry. Through education and communication strategies such as regular training sessions, providing informational handouts, setting positive examples by partnering with suppliers encouraged responsible behaviour and engaging guests directly through small initiatives hotel operators can achieve better sustainability results while also fostering an environment where eco-friendly values thrive over costly wastage. Making staff part of a unified team also helps to create unity amongst staff members, thus creating better working relationships which will lead to staff retention as well as provide for more efficient service delivery.
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Marriott’s Serve 360
Marriott’s Serve 360 Sustainability Program is a dedicated initiative that seeks to reduce and prevent food waste across the hospitality industry. This comprehensive initiative strives to redefine how Marriott approaches sustainable ecosystems in its hotels, transforming and adapting menus, procedures, planning and collaborations towards a shared vision of effective food waste reduction (Lebe, 2022). Marriott has taken an array of steps to promote this effort, such as offering food donations to local charities, developing new technologies to monitor food production levels and analyse customer preferences, while encouraging suppliers to follow carbon-friendly practices. Over time, the program has developed more sophisticated techniques aimed at increasing the efficiency of Marriott’s sustainability operations. The culmination of these efforts will eventually lead Marriott towards achieving its goal: reducing global food waste and creating a lasting positive impact on the hospitality industry. Serve 360 serves as a platform for Marriott to play a meaningful role to support United Nation’s Sustainable Development Goals (SDGs). This paper seeks to provide a rather thorough and comprehensive insights regarding the role Serve 360 plays towards sustainability development and social impact goals. 
Marriott's Serve360 program is a powerful initiative devoted to making sustainability and social impact an essential part of its global business operations(Marin-Pantelescu, 2021). Marriott's Serve 360 has five cornerstone goals that align with the United Nation's Sustainable Development Goals (SDGs): Nurturing the World, Sustain Responsible Operations, Empower Through Opportunity, Welcome All and Advance Human Rights. To achieve these goals Marriott works with suppliers and partners to source responsibly while simultaneously engaging in various programs designed to reduce waste, conserve energy and water, create opportunities for Marriott associates, promote cultural immersion and host human rights training sessions (Xie, 2022). Marriott is taking steps towards environmental stewardship in each area of operation by reducing emissions through responsible travel practices and regenerative farming. It is also aiding communities by working with local businesses to build cultures of sustainability within its respective geographic markets as well as adopting programs aimed at creating job opportunities for women, welfare youth, displaced populations among other disadvantaged individuals (Andreeva, n.d.). Marriott stands out from other companies in its commitment to advancing human rights across all areas of its operations. Its comprehensive approach to responsibility provides a model which endeavours us all towards a sustainable future.
The Sustainable Development Goals (SDGs), created by the United Nations, are a blueprint for achieving a better and more sustainable future for all. Through its Serve360 program, Marriott seeks to support this need and foster meaningful impact across the regions where its hotels operate. By integrating key SDGs into Marriott’s responsibility strategy, principles and initiatives, Serve 360 supports locals through various efforts – ranging from carbon emissions to local production procurement (Darsin et al., 2019). In turn, every small contribution helps create a ripple effect that bridges communities with an opportunity to be resilient and thrive in a changing world. On top of tangible effects such as job creation and food security, these changes are creating positive social ripples that will have long-term impacts on all those connected with the local community - residents, partners and even the Earth itself.
The hospitality industry is increasingly recognising the need to assess the impact of their operations on local communities. In this regard, Marriott International's Serve 360 initiatives have developed a range of food waste reduction programs to not only reduce costs, but also contribute to poverty alleviation and hunger eradication in society. These programs focus on community development by creating jobs within hospitality, reducing energy usage and waste minimization. Through global partnerships and investments in local supply chains, hospitality establishments are making strides in helping both their businesses and local communities. Their ‘responsible sourcing’ initiative, for example, reduces environmental impacts while promoting health and well-being in communities by buying from responsible suppliers who adhere to labour standards, animal welfare qualifications, as well as other ethical factors. Such efforts are proving significant in tackling poverty and hunger within the hospitality industry’s local environments.
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Customer Care
Good customer service continues to be one of the most important elements of customer care for any hotel. While traditional customer service practices such as offering great food and updating/cleaning facilities remain key to customer satisfaction, hotels are increasingly leveraging omni-channel communication and going beyond customer service expectations to provide exceptional customer experience. Omni-channel communication enables hotels to interact with customers in multiple ways such as providing them with interactive web content and customised offers over email. Furthermore, offering an array of services that are beyond customer expectations, like providing personalised experiences or thoughtful gestures, enhances customer connection with brands and motivates customer loyalty. Hotel customer service can be improved further by strategically collecting customer feedback and responding promptly to grievances or enquiries as this helps create a lasting impression on customers who are more likely to revisit (Lim, 2020).
Hotel customer care is an essential part of the customer experience. It encompasses any service a customer might require during their stay, from check-in to checkout, and all activities in between (Hossain et al., 2020). The customer’s loyalty and opinion ultimately depend upon the quality of customer service they are offered, as well as how quickly it is provided. That's why it is so important for hotels to make sure customer service is held to the highest standard. Recently, some major players in the hotel industry have adopted various new trends into their customer services. For example, technology has allowed many businesses to develop intuitive customer care apps or virtual assistants that can quickly respond to customer inquiries and needs. Additionally, many hotels prioritise personalised customer relations, ensuring that their staff takes a tailored approach when interacting with guests. Ultimately, customer service must be a top priority for any hotel if they hope to foster strong customer relationships that result in success and longevity.
The understanding of who your customers are is an essential part of success in the hospitality industry. Knowing their preferences, habits, expectations and experiences can allow hotel staff to tailor services and customer care for each individual (Wu et al., 2018). Through careful attention to detail, understanding customer profiles become second nature. Enhancing customer care based on such understanding can easily be accomplished by creating personalised interactions more often, responding in a timely fashion to inquiries or requests, understanding their level of understanding and anticipating future needs or wants. As such, hotels that understand their customers become better able to provide a greater level of service which will aid in overall satisfaction and foster loyalty (Secchi et al., 2019).
The hospitality industry is increasingly becoming reliant on innovative tools, such as sign in forms, surveys, and email lists, to create experiences that meet the needs of their customers. By collecting consumer preferences data from these tools, hospitality providers can gain an understanding of what their customers want and tailor services accordingly. For instance, a hospitality provider may collect information about attendees at an event in a sign in form and use that form to later send personalised newsletters or emails containing updates about similar events. Similarly, surveys may be used to receive feedback after every interaction with the hospitality provider which they can then use to continually improve the customer experience. Further, email lists allow hospitality providers to stay connected with key customers—offering updates and special deals only relevant to their customers’ preferences. In this way hospitality providers are able to provide more individualised service to each customer and thus drive customer care (Chan et al., 2021).
Conclusively, within the hospitality industry customer care and customer satisfaction is vital for a hotel in terms of their revenue and profit margin. If customer care and customer satisfaction is taken seriously and the needs and preferences of customers are given attention, hotels gain not only customer loyalty but also an increase in bookings. For this reason, it is important to prioritise customer care as it directly correlates to the financial success of a hotel. If customer’s stay experiences can be tailored in an unforgettable way, they will leave with a positive impression which will eventually lead hotels to higher profits. Thus, hotels should have a keen focus on customer care as it reflects deeply upon their overall success and financial growth.
















Bibliography
Chan, J., Gao, Y.L., McGinley, S., 2021. Updates in service standards in hotels: how COVID-19 changed operations. International Journal of Contemporary Hospitality Management.

Hossain, M.S., Sambasivan, M., Abuelhassan, A.E., Khalifa, G.S.A., 2020. Factors influencing customer citizenship behaviour in the hospitality industry. Annals of Leisure Research 1–24.

Lim, J.-E., 2020. Understanding the discrimination experienced by customers with disabilities in the tourism and hospitality industry: the case of Seoul in South Korea. Sustainability 12, 7328.

Secchi, E., Roth, A., Verma, R., 2019. The impact of service improvisation competence on customer satisfaction: Evidence from the hospitality industry. Production and Operations Management 28, 1329–1346.

Wu, W.-Y., Qomariyah, A., Sa, N.T.T., Liao, Y., 2018. The integration between service value and service recovery in the hospitality industry: An application of QFD and ANP. International Journal of Hospitality Management 75, 48–57.



