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Abstract:
This report addresses four main points on the effectiveness and quality management of the services provided at AC Hotel Kingston. They are 1) The services provided. 2) Quality management continuous improvement. 3) How the hotel adapts to consumer preference. 4) The impact changes have on guest service management. These four questions will be used to evaluate quality management.

[bookmark: _GoBack]In order to conduct the report, the directive of contacting AC Marriot was made by way of phone calls to the sales supervisor Andrew Morgan on October 10th, 2019 and a telephone conversation with the food and beverage manager Andre Harris on October 15th, 2019. Additional research was conducted on Sandals Resort International the franchisee of AC Hotel Kingston. In addition an overall research was done on Marriott International the parent body of AC Hotel Kingston. Findings indicated that AC Hotel Kingston was able to maintain high levels of quality management by providing sustainable marketing, listening to curators and adapting to their needs. Results concluded that AC Hotel always try to improve their products and quality of services becoming more eco-friendly. 
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Intro 
Hotels try to emulate the meaning of quality without having effective quality management control implemented. Why is this being said? Simply because research statistics have proven that 75% of business fail to operate within the first five years (Warren and Szostec, 2017). In June 2019 AC Hotel Kingston opened in Kingston Jamaica. (Marriott International, 2019). This hotel is under the umbrella of Marriott International and is operated by Sandals Resort International (SRI)as the franchisee. 
Franchising is changing the face of the hospitality industry, bringing into perspective the knowledge of ownership insights into promotion and marketing, making it successful. Why would SRI a brand of similar nature, take on a franchise of an internationally recognisable brand like Marriott, creating the overlapping of brands? Market segmentation is demonstrated dividing target market into more manageable groups, tailoring services based on the terrain shared (Lee, 2017). On the contrary as these brands increases, guest ability to differentiate decreases (Lee, 2017)

Using a range of theories this report aims to evaluate the services provided by AC Hotel Kingston, quality management continuous improvement, and adapting to changing consumer preferences. Impact these changes have on guest service management will be discussed. 









Doctrine of Guestology
Guestolgy is defined as the skilful craft of fully understanding and knowing guests in terms of their behaviour, characteristics, needs and expectation (Ford and Dickson, 2008). The term guestology was created by Bruce Laval referred to as the father of guestology, from The Walt Disney Company. The simple but rather effective concept is for all staff to treat customers as guests and manage the hotel from the guest’s point of view (Ford and Dickson, 2008). 

Major hospitality brands are integrating globally having hotels in a different segment of the market. AC Hotel Kingston is in the heart of the city offering a non-all-inclusive service, concentrating on rooms, restaurants and meeting spaces, acknowledging guests as curators (Marriott International, 2019). AC Hotel does not offer spa, golf or room service. AC Hotel by Marriott is known globally for modern contemporary settings, which serves as an advantage for AC Hotel Kingston due to brand recognition (Esch et al., 2006).
 Esch et al., (2006) states this can be a disadvantage for the hotel from guests who have had bad experiences with the brand.

Quality Management
Services are provided reflecting a target audience of business class professionals. Quality management is initialised as a mantra within this hotel, continuously improving services and using feedbacks to improve guest satisfaction (Jose F Molina Azorin, 2014).
Benchmarking service is in place focusing on guests needs, improving all aspects of the service experience as potential areas for constant improvement. Continuous reassessment of service quality is upheld, reviewing settings in which the experience takes place, delivering systems that provides the experience and training curators to enjoy the experience (Solomon, Marshall and Stuart, 2013).



b) Disney Model
The Disney model adopted is built upon delivering excellent service. Guests are treated as very individual persons (VIPs) with staff going above and beyond their needs and expectations (Johnson, 1991).
AC Hotel has 220 rooms with an average nightly rate of $250 USD, situated in Kingston with a three-story car park located on-site. Previous surveys conducted gathered findings that parking for inner-city hotels are proving a problem as guest would often have to find offsite parking. The hotel provides free shuttle service between the airport.
2) Guest Service Journey
The guest journey starts with the initial contact of the guest and the first impression created (Johns, 1993). The goal is to provide impeccable service building positive relationships with guests while being flexible accommodating for inevitable problems (Heppell, 2010).
Guests can use several options to start creating their experience, as more conventional methods including websites, apps, guest review platforms and social media are preferred. This resonates well amongst the younger audience referring to standard phone calls as outdated (Saillaja, Jhansi Rani and Catherine, 2019).

The sophistication of guest requires services that reflect their lifestyle. A feeling of loyalty can be obtained engraining cultural values within the hotel connecting with guests (Johns, 1993). 
Guest can make reservations through the app, which enables continuous contact throughout the stay. Online reservations amount to 20% within hospitality (Wang and WANG 2009). The reliability of the internet can cause potential guests to book with competitors if hotel service fails. The app accepts guest request for things like featherless pillows even before arrival. Guests can open a case from the convenience of their own rooms without speaking to anyone in person using the app. These requests are followed through via the app making the guest service experience memorable for guests who do not want physical interaction.
This can have a disadvantage on the hotel if these guest experiences are used as touchpoints. Touchpoints occur when businesses view the interaction of guests’ happiness connecting with their product, or customer service (Maechler, Neher and Park, 2016).
This diverts from the bigger and more important image of the guest end-to-end experience. Only by analysing the guest experience from their point of view, can you efficiently improve the service quality effectively (Happel, 2010).
A guest journey experience can spread across numerous channels while touch points last only a limited time. 
Hotels that ignore the cross-functional end-end experience that defines the guest perspective of the hotel can spiral a downpour of negative results (Maechler, Neher and Park, 2016).

3) Employee Satisfaction
The hospitality industry is not homogeneous, it is diverse and complex at times making future trends and common issues difficult to identify. The motivation and training of staff is paramount (Sturman and Ford, 2011). It is vital for staff not to be burnt out and rewarded fairly helping to improve service quality. Highly motivated staff results in happier guests ensuring expectations are met or exceeded (Ford and Heaton, 2000). AC Hotel reward and motivate staff by having inter-department awards. Staff are given incentives for employee of the month, best smile and the most positive reviews on trip advisor or the hotel’s guest voice platform GXI. These review platforms are services provided for the guests aiding the quality improvement of services (Business, 2015).

AC staff are educated on the ethos of Ritz Carlton that if they recognise a problem take hold until it is solved, ensuring relationship and guest retention.







Adaptation to Changing Consumer Preference
AC Hotel operates using a simple and rather effective strategy to adapt to changing consumer preference referred to as the three ‘Rs’.
· Refresh – Updating or changing service to match guest preference.
· Renew - The renewal of services.
· Revise – Analyse services in place regarding effectiveness and optimal performance.
Federal Express is a great example in adapting to changing consumer preference by not only focusing on efficient movement of packages. A system was implemented for customers to track shipments and associated expenditures.  

Impacting Guest Service Management
Staff are hired who can effectively build a relationship with guests possessing the skills to manage guest. Continuous training in cognitive and competency skills are implemented training staff to create an experience instead of a product, in view of the guest while interacting. Training does not incur additional cost and is conducted when staff are on rotation due to low house count. Skills are necessary to manage guests and aim to improve service delivery (Ford, Heaton and Brown, 2001).
 AC Hotel co-create value for guest implementing guest voice GXI platform.

4) Marketing Environment 
Marketing environment combines the internal and external factors in relation to quality management improvement, divided into two sections (KOTLER, 2017).
.
(a) Micro - covering the internal aspect of the business-specific to the hotel has a direct bearing and immediate effect. 
(b) Macro - The overall condition of the general running of the hotel affecting society on a whole evaluated by pestle analysis

5) PESTLE Analysis
a) Political 
The political factors affecting AC Hotel has seen interest from the Prime Minister and Minister of tourism with tremendous publicity (Marriott International, 2019).
 The hotel offers government agency packages and special rates for members of the US Embassy including breakfast costing $180.00 USD per night. The hotel host members from the International Monetary Fund (IMF) and other official delegates conducting meetings at the hotel.

b) Economy
Attracting outsiders to the domestic economy is having a positive impact. The fluctuation of the exchange rate can have a negative reflection on the economy (Jose F Molina Azorin, 2014).
  c) Social
Equality laws govern the equality pay gap and both male and female are equally paid.  Art from local artiste is displayed throughout the lobby depicting themes within the local culture.
d) Technology 
Technological innovations have been incorporated into this hotel by way of communicating with customers through apps for checking in and making request (Wang and Wang 2009). More sectors of the hospitality industry with the likes of KLM Airlines have been using technological innovations to boost customer satisfaction as a way of improving quality management, giving guests a voice and feeling of inclusion (Business, 2015).
 The use of social media has been seen highly as a turning point in the industry with positive results, however, companies including Weatherspoon are reluctant to use social media, sticking to traditional face to face contact. This is still contradicting as Weatherspoon has developed an ordering app. Social media definitely influence behaviour target market as millennials are more tech-savvy (Khajuria and Raj, 2019).

The challenge with technology is that they are ever-developing and changing, keeping up to date can prove rather expensive (Alumni, 2016).
AC Hotel does incorporate digital technology within the kitchen, which could be introduced to cut cost for manual labour, investing that revenue elsewhere in the hotel. The hotel does have a smart lighting system, which switches off when guests are not in rooms which is economical. The front of house use of cloud opera system gathers and stores data for use in the marketing information system (Bhasin, 2017).
This data is used internally aiding decision making for improvement on quality management. Guest voice GXI enable guests to leave reviews about their overall experience and recommendations. Bhasin, (2017) highlights potential risk when storing data which can prove quite advantageous if accessed by hackers.
e) Legal 
Stringent data protection law has been implemented to protect guest information.
f) Environmental 
AC Hotel eliminated the use of plastic in line with green tourism (Singal and Thou, 2017).
Guests removing food from the hotel are given bio-degradable containers and no straws are used within the hotel. Hilton hotel was the first to introduce a ban on plastic straws (Chen, Wang and Chu, 2011). Some hotels to include Grand Bahia Principe have totally removed straws from their Jamaican properties. This, however, should be looked at from the guest perspective that not all guests like placing mouths on glasses and a bio-degradable paper straw could be introduced improving service quality.

AC Hotel Kingston is the first to have electric car charging ports in a hotel in Jamaica (Marriott International, 2019). This is seen as a huge step in ego tourism and good on the environment. Where are the electric cars that are using these ports? The hotel fails to provide a shuttle service using electric cars cutting carbon footprint, instead, they contract shuttle service to JUTA Tours with no electric vehicles at their disposal, paid for by the hotel endorsing their actions. 
The hotel franchisee also owns Island Routes tour for guests wanting to experience an adventure on the north coast of the island, and Enterprise car rental enabling guests the experience of renting and driving themselves. Both having locations at AC Hotel, however none of the vehicles are electric!  
Quite alarming; where are the electric cars? Interestingly the franchisee of AC Hotel Kingston owns the only Porch dealership on the island selling electric cars, this can be criticised as sustainable marketing for the Porsche dealership and not the hotel (Chen, Wang and Chu, 2011). These charging ports are provided as a service for guest using electric cars. As a developing country electric car are far beyond the reach of staff or regular residents.
The hotel has two water fountains which recycles water.  No other recycling is done at the hotel and all waste is collected and disposed as general waste (Jose F Molina Azorin, 2014).
On the face of the hotel are these elegant electric car charging ports and at the back of house no quality management is in place for the ethical disposal of waste, quite contrary with the beliefs of green tourism (Alumni, 2016).
The hotel’s corporate social responsibility is to educate staff on environmental issues deemed ethical to society (Singal and Thou, 2017).

6) SWOT
a) Strengths  
The unique selling point are the meeting spaces provided hosting industry events. Organizations including the International Development Bank reserve meeting spaces and rooms for delegates holding conventions.
b) Weakness 
Come from competitors already fully established. The absence of spa, golf and room service acts as a weakness as.
c) Opportunities
Hosting guests coming to Kingston for the annual Usain Bolt Racers Grand Prix, with yield management increasing prices on rooms maximising profits (Johns, 1993).
d) Threats 
Psychological issues with mental health can affect staff if staff wellbeing is not given consideration. Competition requires innovation and breakfast is not complimentary with rooms. Fluctuations in exchange rates of the dollar allows guest stronger negotiating powers (GÜREL, 2017).



Conclusion
This report concludes that the lack of digital technology in the kitchen is seen as a missed opportunity to invest elsewhere in the hotel. The rise of social media should are seeing more staff trained in the field in line with guests’ expectations. Having a positive impact in the city will encourage more overlapping of brands, helping to boost the economy. Excellent customer service provided by way of social media will continue to revolutionise the hospitality industry.
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