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“We notice an intransigence common to luxury customers. They only support perfection” Pierre François Jorsin



                                              Introduction
The purpose of this assignment is to allow us to understand the role and importance of guest services practices in the hotel industry. Client service is essential for customer satisfaction. The image of a brand goes through its customer service. The vectors of customer relations are not only marketing. Sales force management also plays significant role in clients service. The attitude, training and communication of employees influence the perception of the provided service. Characterized as the collaborations and assistance between hotels and the clients who purchase its products or services, customer service plays a key role in the hotel success. While all businesses can benefit from positive customer service, it's especially significant for hospitality businesses. 
The W hotels offer luxury lifestyle in over 25 destination worldwide they operate 55 hotels whit 15043 rooms. The first W opened in New York in 1998 it was a transformation of the old Doral Inn Hotel. They offer accommodation, food, leisure and beverage services. 


Provision of Services and Quality Management 
Quality is the most important tool for the chain W hoteliers affiliated with a hotel chain or a group of hotels use more quality management instruments than independent hotels, an average use of the 25 tools by 56.9% for affiliated establishments against 34.9 % for independent establishments. The establishment of indicators and their monitoring over time are essential to perfect its quality approach.
The chain W wish, by various means, to meet this customer requirement while keeping attractive prices for them and satisfactory margins for the hotel. 
This specific sector deserves to be treated with particular attention, because despite the abundance of research on hotel quality, Crick and Spencer (2011) 
The W hotels established some quality management tools that can be found in one or other of those categories:

 Assessment of customer satisfaction (collection and analysis of primary data);

 Collection and analysis of secondary information; 

 Staff communication and mobilization; 

 Control; 

 Prevention; 

 Solving problems 
The primary devices are gathered into two classes: comment cards and the customer satisfaction survey. The comment card is in fact only a very short questionnaire seeking to obtain an appreciation of the client's stay. In W hotels, guest cards are generally available in the room. 
As indicated by Bartkus et al. (2009), one of the most helpful instruments so as to gather client remarks passively remains the remark card, regardles the utilization of several tools simultaneously such as focus groups, websites, singular meetings and cost free numbers. The writing audit by Bartkus et al. (2009) on the subject enables them to assert that the remark card ought to be viewed as a chance and not as a means of replacing the more formal satisfaction survey mechanisms.
Another form of solicitation not only for the W chain but every hotel is questioning the client after the stay. This activity is frequently performed by receptionists who guarantee consumer loyalty one final time and acquire all applicable data. Ching-Yick Tse and Ho (2009) argue that contact workers, including front work area representatives, assume a critical role since they are frequently the first and last purpose of contact with the client. However, because technology has evolved, there is less need to go through reception to leave the lodging.
«INDSERV» is a quality measurement tool developed by Gounaris (2005) that is in use in the W hotels who demonstrated his superiority.
It’s a practice in W hotels a customer segmentation in the same establishment. The hotels frequently have exclusive floors. the hotel establishment can likewise to reserve a floor exclusively for women journeying alone or else combine most by far of twin rooms on the same floors to prevent vacation couples from finding themselves on the same floor as a football team. By continuing along those lines, W hotels make a point to limit the friction between the different consumers. W Hotels want to offer error-free service, however regardless they have to set up complaint management measures, which is an indispensable piece of quality management. It is recognized that no service system is perfect, regardless of all efforts made. Briggs et al. (2007) go even further, stating that the difference between poor and excellent service seems to come from how hoteliers deal with problems or not. This complaint handling is often the responsibility of reception staff since they are both the first and often the last contact with the hotel.
Three fundamental approaches to quality management attract the attention of W hotels. Well known in the hotel community, these methodologies were applied on a large and small scale by independent hoteliers and hotel chains.
Six Sigma is a presentation improvement practice based on a methodology in five phases: Define, Measure, Analyse, Innovate / Improve and Control (DMAIC)
At the beginning created by Motorola during the 80s, this strategy looks to reduce variation in processes by first attempting to recognize and then improve the process involved. The execution of this program would have spared Motorola in excess of two billion US dollars in four years. The W hotels is beginning to check out this quality management approach. TQM (Total Quality Management) has existed also since the 1980s and is based on the principle that quality is crucial to the survival and prosperity of the organization. Sandelands (1994) defines each of the three elements of TQM "Total" means that "everyone in the organization must be involved, individually and as a team, and must try to understand and respond to the needs of customers and other employees." Quality, for its part, means “ensuring that customers receive everything they want and, if possible, something extra.” Finally, the term management implies “a philosophy focused on the customer rather than on supervision and trying to make things possible rather than creating barriers or resistance to change” (p.35 p.36)
The ISO 9000 standard ensures in 20 points that all the details are compiled in order to set up a quality system. Accreditation is done by a person outside the company and once the establishment is certified, visits at regular intervals take place to ensure compliance with the standards of the standard.


How hotels adapt to consumer changing preferences 
starred hotels must rethink some of their strategies to adapt to the constant changes in the preference from the clients
The hotel industry is a very competitive sector and the preferences of clients are changing constantly and the way the hotel react may have a big impact on the profitability of the hotel. More and more the expectations of the customers are increasing. Like, sensory experiences, security and confidentiality, entertainment, exclusivity etc…
from where the hotel W had to adapt to the demands of the clients for example:
 availability in reception guaranteed 24 hours;
  big rooms of 25 m2 minimum, bathroom included; 
 the employees must at least speak two foreign languages, including English;
 personalized service: room service for hotels with more than, accompaniment to       the room, possibility of dining at the hotel; 
 valet parking; 
 a concierge;
 specific equipment in the rooms such as a safe; 
 internet access; 
 air conditioning compulsory.
The crisis of 2007 profoundly changed the conduct and desires of clients in the luxury hotel sector. Recently focused on relaxation and well-being, the W hotels are now oriented towards enthusiastic and tangible experiences. The essential function of staying in a luxury hotel to sleep is now secondary. Indeed, for luxury hotel clients "comfort is no longer enough, they are thirsty for discovery, renewal, surprises, feelings. They go to the hotel to find out what they don't have at home. They presently need to be astonished, enchanted, entertained while remaining demanding in terms of quality of equipment and comfort. Presently the quest for feelings, excites, the desire for creativity and renewal of experiences, the intention to well-being, the need for exclusivity and security, the desire for ethics, simplicity but also the demand for sophisticated and comfortable services are the new needs of customers. Experiential marketing now occupies an important place in the W hotels, since it presents the "new" clients who no longer lives to "have" but to "be". To an ever increasing extent, the solicitations made by the clients are centred around the quest for socialization, revelation, customized administrations and a social quality with hotel experts. The chain of W hotels decided to follow this new trend in order to meet new customer needs and stand out in the face of the most competitive competition. In order to stand out from the competition and convey a personal touch in terms of design, the W hotels customize their establishment from the entrance hall to the bedrooms. The W hotel in Barcelona has designed a room specifically dedicated to teenagers who love video games. In this was installed an Xbox 360 and a wall bed to maximize the space and comfort of children. The experiential dimension allows the W hotels to meet the new expectations of their customers by offering an advantage to their stay by guaranteeing strong emotions. For this, they play on design, the success of atmospheres and more and more, integrate technological elements into their living spaces. The experiential is also a way to differentiate themselves from the competition because it allows them to bring a personal touch specific to the establishment.
The professionals from W chain knows that defining luxury is very complex, because this subjective notion depends on the perception of each individual. Two major values are linked to luxury, those of rarity and imagination. If we had to retain a definition of luxury, it would be a privileged universe whose precious and unique quality characterize it, and whose price is linked to the product or service according to the share of subjectivity given by the customer. The luxury product or service must provide the client with diverse emotions through aesthetics, pleasure and lived experience. Luxury is very qualitative and offers quality personalized services. Finally, it is a determining element of distinction and identity, in other words, it is a sign of social marker giving the client an intense feeling of privilege.
In the W hotels luxury has attracted new categories of customers who would tend to favour the emotional side over primary needs. Now, professionals in the luxury hotel sector must reinvent themselves by being creative to offer incredible services. For this, they make the choice to integrate the experiential dimension into their structure to bring an advantage in the hotel stay of their customers. 



                                                   Conclusion 
In conclusion in the W hotel the staff is competent, that’s allows them to be capable of producing a "quality" service and subsequently meeting customer needs and expectations.
Managers in W hotels knows that the quality of guest service is not only linked to the "man" himself, but also depends on his "personality: the socio-cognitive personality (attitudes, prejudices behaviour .... etc.) and socio-cultural personality (motivation, competence, and qualification .... etc. The W hotels are in constant search for permanent improvement mobilizing all staff to take precedence over quality assurance, strictly speaking, reactivity becomes one of the essential components of quality of the guest service.
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