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The hospitality industry is expanding at an exponential rate and becoming a major part of today's business. Customer services make up a major part of the hospitality industry. The point of this assignment is to understand the key services that can be provided to customers and what steps can be taken to improve the quality of the services.
The satisfaction of customers is the index to measure the quality of the hospitality industry. Understanding the needs of customers and taking steps to provide those facilities at a reasonable cost is important. Guest services are referred to as expectations of the guests and that should be provided to ensure their satisfaction (Demicco, 2017). 
Some guest services expected by customers are:
· Guests expect the front desk management to help them with their queries and be polite. They are responsible for booking rooms, receiving cash and coordinating services. They should be polite and politely attend to customers as they make the first impression.  
· Telecommunication: this works in managing the calls throughout the hotel. The exchange is used for ordering room services by the guest. It is also used for interdepartmental communication.
· The responsibility of taking the luggage into the specific rooms and making sure that it is protected by all means is up to the staff. Taking the laundry to the respective rooms and dropping them is also the responsibility of hotel staff.
· Valet services: taking care of guests' cars and taking them to and from the parking is called valet service and it is usually provided by most luxury hotels.
· Rooms should according to the needs of the guest. They should be clean and provide a sense of security to the guests. If they want some extra service like an extra pillow or blanket then it should also be arranged according to customers' satisfaction.
· All guests should be respected and their preferences to certain items should be respected. Discrimination against race or religion must be eliminated (Ford, 2011). Everyone should be treated with respect.  
Hotels and resorts are the major players in the hospitality industry. There are chains of hotels across the world that are thriving because of their exceptional customer services. Such a hotel brand is Ritz-Carlton. It is a luxury hotel chain operating 101 hotels across the world. The mission of Ritz-Carlton is to make loyal customers by providing exceptional services. Their motto is to provide quality customer services to guests. Ritz-Carlton is a gold standard hotel and it manages to say at the top by its gold standard services and loyal customers. By making frequent stays at Ritz-Carlton, the guest earns points for the Ritz-Carlton Club. The ritz-carton club is a lavish and luxurious floor (Ingram, 2002). Special gift cards are also often given by staff. They make customers feel special and make them come for the second time.
Ritz-Carlton has managed to stay at the top of the service industry because of its top-end customer care. The following are some of the service points that are emphasized by Ritz-Carlton.
· The most important part is to make guests' feel welcome. They are greeted warmly by the staff from the start of their stay.
· Addressing the guests’ by their name makes them feel valued. Ritz-Carlton lays special emphasis on addressing the guests by their name and treating them with familiarity. Treating guests with respect is also an important part of Ritz-Carlton's culture. A most important part of their customer services is to look after the needs of guests'.  
· Privacy and security of guests are given utmost priority. As Ritz-Carlton is a gold standard hotel, many world-renowned celebrities, businessmen and businesswomen stay there. It is part of their responsibility to make them feel secure and protect their business.  
· The emphasis on making guests' feel at ease, to cater to their needs and to solve their problems related to their stay.
· Ritz-Carlton also has luxurious swimming pools, spas, recreation rooms, and clubs. They give gift cards to the customers to avail of these opportunities at discount or free.
· The staff of Ritz-Carlton is trained to act professionally in all circumstances. They are expected to be professional in their dressing and their conduct all the time (Luo, 2016).
· The staff of Ritz-Carlton is expected to participate in making the environment conducive and work for continuous betterment
· At the end of their stay, guests’ are seen off by warm farewell.
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Quality in the hospitality industry involves consistent precut and guest services delivery according to the standards expected. Delivery the high-quality services would be the one main challenge that the manager of the hotel would face because it would be the essential condition to accomplish success in the keenly competitive, global and emerging hospitality market. There are different tools and methods are adopted which measure and improve the quality services of the hotel and along with the mechanism of quality recognition in the hospitality field. The manager should be responsible to identify the records and measure the cost-profit impact and would be in the position to prioritize them towards the process of quality improvement for their hotel and property (Susskind, 2019). The tourism stakeholder perceives that high-quality service in the hotel would be value for the money and friendly staff or comfortable room along with health and fresh or tasty food. Also, there should always be a room where they can provide extra and improve guest and hospitality services. Also, on the other hand,, the hotel should consider several factors to improve guest satisfaction, retention and advertisement of the services in the future (Ingram, 2002). Aim to achieve profitability and excellent, the outcome of the task would be to focus on the quality service and existing guest retention by exceeding their needs and expectation as well as continuous improvement of quality, regular training, empowerment, employment, and service-oriented staff as well as set the best practices vie to benchmark and at last pursuit the quality accreditation via different schemes i.e. ISO, Quality Management EU Foundation and Eco-Labels.
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The hotel should be led by the behavior of the guest and it cannot be necessarily technology progression as success would come only by adopting the right technology for a hotel which assists the guest to make a smoother hotel booking and optimize the quality and convenience for their stay. Hotel and perform various things as they can move toward the faster or high-speed internet connection and provide the guest with increase bandwidth connection (Susskind, 2019). Using the technologies i.e. mobile application to promote the loyalty program. Adopt and implement the technology like gesture activated-interface and voice recognition to enhance and improve the activities for the guest. Adopt the new facing technology early to gain a high difference among the competitors. Automate marketing opportunities are embraced and experiment with new functionality i.e. machine learning, artificial intelligence, and insights of new customers. Adopt hotel technologies like an online booking system or engine use for streamlining backend process and change management and allow more time for the dedication towards the guests. Consider the virtual technology to improve, enhance and automate in-room services for guests (Pizam, 2016). So, these are the transformation which hotel should adopted to perform all technology operation along with customer-facing areas, Even though the increase and large consumers proportion would be ready to embrace the solution of technologies described above as the industry would be lagging to adopt and implement the technology because of the implicit philosophy of hospital (Luo, 2016). Demographic trends and the rapid increase in the technical sophistication can provide the alternative to the human-delivered service and suggest that the hotel owners are required to anticipate the different competitive landscape in the coming decade. Additionally, the customer can prefer fast, quick and low-cost service even if they relied on the technology. However, these trends can indicate the different directions of the future as one end of the continuum would be anchored by the high or low touch product or service and another end of high touch and invisible technology product or service. The team invisible tech defines the back-office process and operation as well as guest support which are facilitated by the technology but cannot be visible to customers largely (Gursoy, 2011). 
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The communication flow exponential opening has resulted in the line between guest service management and consumer. People can check mail from their home as well as book holiday and hotel using smart hones and set up the meeting via different social media. Also, many of the trends would be demonstrated as they are slowly making their way towards the market. Smartphone risk and usage helped us to spur convenience demand (Ford, 2017). So, hotel owner says that in future the hotel would be reconfigured into the lobby space and move away from the transaction-oriented approach to the front-desk to develop more conductive connection with the guests and this includes the making of bars and visible lounges and remove the traditional desks checking in guest with the laptop using Wi-Fi and offer an experience after the arrival of guest. Also, it becomes easier to provide the cell phone application to guest which allow them to check-in with more than one phones and more hotel would embrace the options. As a consultant of hospitality says that innovation like using an iPad to control the room, 3D TV's and enhances customization can accommodate the individual preferences and that can make the experience of the guest room quite different in the coming years (Demicco, 2017). On another hand, some hotels are still reluctant to get into the fully sustainable services, products and approaches for the fear when they adopt the standards and they may have to rework for the previous choices as they may need to rework and restructure their hotel in future because the trends may change any time.

[bookmark: _Toc25194307]3	Conclusion
From this task, the main lesson learned is that taking care of the customer would be the hospitality business heart. By doing this means anticipating the customer needs and expectations and the know-how to meet those needs and expectations. By adopting the approach with different areas and customers' insights of hospitality, guest service can explore the quality and intricacies of guest services with the provide and solid concept across the hotel industry (Susskind, 2019). By providing a different framework for the thought this task can provide the idea to take care of the guest and integrating the quality services into the individual operations and identity of the business would be the key to accomplish success in the hospital industry.
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