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Introduction: 
   The purpose of this report is to get to know better the hotel area and the services they provide and how the hotels have to adapt to the new trends to the preferences of the consumer. 
The hotel is the commercial unit of approved accommodation that offers rooms or apartments furnished for rent, either to a stay client (weekly or monthly) - rent except for his own home. It can be explored throughout the year or only during one or more seasons each year.
The quality of the hotel services means "the result of a process involves the satisfaction of all the legitimate needs, demands and expectations of the consumer in terms of product and service, at an acceptable price, in accordance with the contractual conditions of a mutual agreement and the adjacent quality determinations, which are security and protection, hygiene, accessibility, transparency , the authenticity and the harmonization of the tourist activity with the human and natural environment "..
For example, first-time guests may have general expectations when first approach hotels; they might be merely expecting to find a nice and clean room with comfortable mattresses, good food at the restaurant, clean environment at a reasonable price. However, a repeat guest may have more specific expectations based on experience, and it is essential to be ahead and anticipate those expectations, and even more important to try to exceed them.
 Guest service is the retention of a customer perspective is vital to the effective delivery of Hospitality and tourism products.
People who work in the hospitality industry need to understand:
· Customers do not buy service delivery, and they buy experience;
· They do not buy service, and they buy memories;
· They do not buy food and drink they buy meal experiences(Campbell-Smith,1967)
Guest service strategies :
 STEP 1-know the product
STEP 2-know the client
STEP 3-know yourself
STEP 4-blend the goals to best meet the desired goals of all


 BURJ AL-ARAB (A global icon of Arabian luxury)
Burj Al Arab, located in Dubai, is one of the tallest and most luxurious hotels in the world. At 321 meters high, it is the tallest building in the world used exclusively as a hotel. It is located on an artificial island, 280 meters away from Jumeirah Beach, directly at the bottom of the Persian Gulf, and 20 km from the center of Dubai, and is connected to the shore by a curved private bridge. In the evening, the hotel is lit in different colors. In Arabic, Burj Al Arab stands for the Tower of Arabs.
Burj Al Arab is the only seven-star hotel in the world to declare itself, a distinction that is difficult to overcome unless another construction appears, brave enough to recommend itself as the first eight-star hotel in the world. The hotel in the Persian Gulf is, in any case, the tallest on the world map, only 60 meters shorter than the Empire State Building.
       In an oil country, which owns one of the six excavator cranes in the world and builds the tallest building in the world, the largest mall and the largest indoor (covered) ski resort, Burj Al Arab completes the image of a world of luxury and opulence - dubbed Dubai and Middle East Las Vegas.
Hotel Burj Al Arab amazes its guests from the entrance with a reception hall where its dizzying height can be observed, and visitors can thus admire the corridor between stairs to the top of the hotel. The lobby bar has an artesian fountain, where the water reaches up to 30m. Suite rooms, numbering 202, are divided into 26 floors, each floor has its reception. The hotel has 202 luxurious and very spacious duplex apartments (2 floors), 7 restaurants (Al Mahara, Al Muntaha - 200m high above the Arabian Gulf, offering a magnificent view over the islands), bars, swimming pool, tennis court, rent -car, limousine, helicopter transfer, business center, conference room, ballroom on the 27th floor, health club, luxury shops, perfume shop, beauty salon, whirlpool spa, massage, sauna, jacuzzi, treatments therapeutic, aerobic, currency exchange, room service, library on the 18th floor, 7 tennis courts, squash fitness, surfing, marine fishing, diving, parking, cleaning, gift shop. The hotel also has a swimming pool with Poolbar as well as Cafe-restaurant. Wireless internet is available in the entire hotel and is free of charge.
Discussion/Evaluation and Critical Analysis
Methods of advertising and promoting tourism products:                                                                         • Advertising is any paid form of non-personal presentation of information about the company's products or services.
• Personal / agent sales consist of presenting the products or services of the company through a person or a small group of people. It is used both in the sale of industrial and consumer products.  
• Sales promotion is an activity that offers added value or a reward for buying the product from distributors, sales agents, or consumers, in order to generate short-term sales growth. Examples: samples, coupons, prizes, posters at the place of sale, price reductions. The term sales promotion should not be confused with the promotion term, as sales promotion is only part of the promotion domain. Typically, marketing staff spends 50% more time promoting sales than advertising. Sales promotion increases the effectiveness of other promotional elements. Some companies allocate 25% of the total promotion budget for sales promotion.
• Public relations is an activity that focuses on the communication and good relations existing between the company and certain groups of which it belongs: customers, shareholders, suppliers, employees, public persons. It is used to highlight real events in the life of the company: celebrating some years since its establishment, opening a new line/factory/ store. Unlike other elements of the promotional mix, public relations is not a controllable method. The information reached the press will be interpreted and transmitted in a way that the company can no longer control.
• Direct marketing is how the products are distributed and promoted directly to the customer, by mail or by telephone.

Burj al-Arab quality management:
Service quality issue for the service product, seen as a composite of technical content (what is provided)and service content (how it is provided).
According to Borgowicz and his co-workers, the North American school of service quality research, dominated by Parasuraman, Zeithaml, and Berry, have concentrated upon the delivery aspect of service quality.
These authors define quality provision as a function of five “gaps”:
1. Between the consumer’s requirement and the supplier’s (management’s)perception of it;
2. Between management’s perception of what the consumer requires and the service quality which is eventually specified;
3. Between the specified service quality and the actual standard of service which is delivered;
4. Between the standard of service delivered and that promised in external communications (advertisements, brochures) to consumers;
5. Between the consumer’s perception of the service quality received and the standard expected.
Burj al-Arab over time and has earned the reputation of the most luxurious and respectable hotel in the world due to professionalism, rehabilitation, trust, recovery reputation, and credibility.
List of quality attributes to Burj al-Arab:
· Responsiveness-employees are qualified to provide service
· Competence - personal skills and knowledge are excellent
· Communication- they inform the customers and listening to them
· Credibility- trustworthiness, honesty
· Security- freedom from danger, risk or doubt
· Rapport- understanding the customer's individuals needs
· Appearance- the physical evidence of the service the facilities, personal equipment
The hotel Burj al-Arab over time has changed in consumer preference, and they use outstanding strategies to be always the number one. In our days' people are not expected to receive a bed they look for more, in a hotel they want to find a restaurant, spa, a beautiful view, excellent customer service and find something new every time visit all this have Burj al-Arab they combine modern design with ancient tradition.

Burj Al Arab takes hotel design to a new level of modern luxury and has also redefined the meaning of exceptional hospitality, both in Dubai and around the world. (Anthony Costa,2019)
In Burj al-Arab work just people qualified who know to deliver the best for customers and how the hotel has to change with customer preferences. So this changing in a hotel don t impact the guest service management because they are ready for the next level, and informative training for future growth. Don t expect less for this kind of hotel is an icon of Dubai the management know-how to increase and how to keep on the day.
Conclusion
Based on my assessment, it shows that the hotel industry must change in favor of the client. The changes will always be in the hotel industry because the client will always have expectations and expected changes for something new. The most spectacular hotel in the world. Employees with suitable skills and knowledge have helped the hotel to distribute delivery services well and keep their customers. Not everyone has the opportunity to get there as a hotel for rich people.    
In conclusion, depending on the services, the competence, the communication you have with the clients, and what can offer, it helps a lot in the growth of the hotel and its reputation.
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