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Executive Summary




The purpose of the report ( after a briefly introduction in hospitality industry and terms explanations) is to put in evidence three big desiderates, first about the hotel standards, how the guest services strategies and understanding guests needs concurs to brand development, second matter is about how to manage reputation in order to accomplish best results and last, about how to build ant to retain guests loyalty as been the main key to success. Also considering few examples within industry, a short recap summarising  in a conclusion and few recommendations for the industry in a personal vision
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1. INTRODUCTION




Hospitality industry is very competitive, big brands with sumptuous reputation built in decades intensely activate within; also with a very dynamic evolution in a such evolutive world, such environment request a innovative vision and have to ensure a versatile adaptation to changes. “Better and more efficient services will enhance the organisation’s reputation and brand” (Johnston, 2012, p.16).  Also keeping pace with technological revolution and market demands; the most important thing is to ensure a great way to deliver that kind of experience guests will never forget which will also be the reason of eternal comeback “We are in a massively changing world and one of the biggest changes I’ve noticed is that customers demand more from less, and they don’t even tell you!” (Heppell, 2015, p xiv). As Johnston (2012, p 435) said, “service excellence is simply about being ‘easy to do business with’ (not necessarily exceeding expectations)”, and a list of what excellent service should contains is to deliver the promise, to provide a personal touch, ‘to go the extra mile’ and to deal well with problems and queries in a such way to multiply in avalanche the ‘wow’ echo of good reviews, that put the brand in a good light and in same time to decrease in number and to fight intensively with bad reviews, not just responding but coming back to root-cause, to eliminate for future the incidence or possibility to reoccur. For a successful business to run have to set a list of standards, also a procedure of reputation management and the best way to acquire success captivating the customers loyalty.





2. HOTEL STANDARDS


Point of start is people serving people. Considering humanity evolution, first thing to precise is what is universally valuable in branch. Tesone, 2010 offers a point of view about first standard in hospitality, about offering a service not servitude, “…the Ritz-Carlton hotel chain embodies a strong guest service culture that is evident in the saying, ‘We are ladies and gentlemen serving ladies and gentlemen” (Tesone, 2010, p. 7). Since its foundation, every hotel / brand have to find / choose a line, that describe better a name / brand. Consistency residue in sum of Brand Standards, a list of facts, actions and behavioural procedures of manners to treat guests transmitted by old employees to new starters, making statutory the brand remain the same, no matter if personnel is changing in time; of course any improvement is accepted and assimilated, but nothing less than minimum acceptable. “The Disney approach to guest service: The Disney mission statement is simple: “We create Happiness.” Disney is regarded as one of the excellent corporations throughout the text.” (Walker, J, 2014, p.33).  Brand consistency is determined by the fact how often hotel offers quality services to his guests.  In years, every ‘house’ becomes famous for something, a list of facts, attitudes or impressions each time offered to guests (not always tangible). “This is the age of service , and the hospitality industry is getting revamped because guest expectations have increased and the realization is that ‘we buy loyalty with service‘ ” (Walker, J, 2014, p.24) Customers are also famous for their famous expectations – never been satisfied by less than usual, they are paying to enjoy an experience, a stay, with peace of mind; anything more than this will be accepted and assimilated but anything less than expectations will be observed because guests don’t like unpleasant surprises. “An experience is perceived purely from the point of view of an individual customer and is inherently personal, existing only in the customer’s mind” (Johnston, 2012, p.7). Because of diversity of brands, different brands could offer more or less. “For example, Ritz-Carlton associates are empowered to spend up to $2,000 to make a guest completely happy” (Walker, J, 2014, p.22). A guest who experienced at least once a certain brand services uses to have a notion of what is offered. This is why a standard is set in mind, the future should offer that minimum required, never less, for this reason is consistency important to not fluctuate in time, up and down. 


3. REPUTATION MANAGEMENT


Conform Tesone (2010, p.13), management is responsible in order to achieve assumed goals, to elaborate tactics and policies, to convert them in standards and procedures which basically show to employees how to deal with guests, the brand way - manner to treat them; finally, coming back to management through ‘performance assessment of evaluation’, managers have to compare actual performance with the desired standard of consistency imposed, finding ways to continuously improve the methods and procedures for better results. “World-class service organisations are those with reputations for providing excellent service (service excellence)” (Johnston, 2012, p.434). Before anyone uses services of a certain brand, can’t have an idea what is offered. Single information could be from someone else experience. After first stay at least could know what to expect from that brand. Evolution of customer satisfaction in time determines how much or how often that customer will come back again or if will use the services ever again. From the organisation point of view, the grade of guest satisfaction could be estimated by evaluating feedback provided by the guest, asking him to complete a card, survey or review, to see what is to improve, or change or to promote in future; also organisation management could make an evaluation of feedback left by customers in a volunteer mode, when they express their opinion on site, on register or every time they made a review. “It is no accident that many of those companies that have a reputation for excellent service spend time and money listening to customers” (Johnston, 2012, p.102). Listening your customers, what they have to say is very important. Many times a business have to pay a marketing agent to estimate market opinion. Why to not use this advantage for free? “Having an international reputation for service excellence makes delivering excellent service a continuous challenge” (Johnston, 2012, p.442). Your customers will let you know every time something was not so right, from them could find what made them delighted. This information is priceless. Will tell you from various points of view what is good and what is not quite right in your company. But be careful, “Not getting complaints does not mean you’re providing great service — it means people just aren’t complaining to you !” (Heppell, 2015, p xiv). Reputation of a brand is an objective for decades not for months or years; very easy to dime, very hard to build. 




4. CUSTOMERS LOYALTY



One of the basic direction for Hotel Management is to attract guests, and to keep them in company portfolio of active customers. Many authors identified basic principles as always a happy customer will come back. Identifying guests needs and expectations and offering them more than they expect is a sure way to obtain customer satisfaction. “Recognized brand names and brand attributes are important in reaching diverse customer segments and in creating customer loyalty.” (Rutherford, 2006, p 14) Another direction for management is to transform the experience of any stay in a delightful time spent, because a delighted guest, more than a satisfied guest, will be soon (if is not yet) a loyal customer; “brand loyalty is based on increasing direct guest interactions and seeking constant feedback from the customer” (Feng, 2015, p.191). Main thing in exceed customer expectation is to identify first guest expectation to have a measure of what you deal with. How to do that, also listening what they demand, what they write in reviews, in log book, in complaints and in praises on social media. “Complaints must be sought and encouraged in order for the establishment to recognise areas of the operation that need improvement and retain a higher level of their customer base” (Eid, 2013, p.72) Another way is to take measures and to implement fidelity scheme to determine actual guests to return more often and to spend more, to turn an occasional customer in a loyal guest, as ex:
“Brand management also includes loyalty program management” (Rutherford, 2006, p.17). A loyal guest is a part of a brand big family. “Developing a closer relationship with customers is thought to increase customer loyalty, and loyal customers are thought to stay with the firm longer” (Rutherford, 2006, p.38)






5. CONCLUSION



Conditions are good for the business. “Changes in social behaviour and society as well as growing prosperity in emerging countries have led to increases in number of travellers with more spending power”(Feng, 2015, p.14). Even during two years in such crise as pandemic couldn’t ruin what was built before. Some companies closed but big chains assimilated already that sector of market left. Is a good time to build a reputation. Set high standards, establish standards and ensure will be followed; check in a daily basis the feedback from customers and act in consequence, take and amplify the good facts, fight and minimize what is not right, change. Reward your good customers, offer them discounts and programs. In a such changeable world, adapt but also be the border stone in principles. Results will not be tomorrow, but will come a day to thank yourself.















6. RECOMMENDATIONS



Be constant and keep your promises
Don’t miss the ‘wow’ effect and go the extra mile
Build for decades, not for years
Listen your customers no matter if it sounds good or bad
Make your business sustainable
Offer loyalty programs and fidelity discounts as “developing a customer loyalty action plan and customer loyalty program tailored for the needs of your business” (Fleming,2019,p.1)
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