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The importance of effectively monitoring guest service approaches
 
Executive Summary:

Reputation management and service culture are pivotal elements in the hospitality industry, crucial for gaining customer trust and loyalty. The contemporary stronghold for maintaining a robust business reputation is an effective online presence. Acknowledging customer feedback, both positive and negative, is instrumental in enhancing guest satisfaction, and responding promptly to reviews reflects a commitment to customer contentment. 
High-quality service, effective leadership, and communication during crises emerge as foundational pillars for a positive reputation. The service culture, prioritizing exceptional service, is integral to guest satisfaction, brand differentiation, and sustained business performance.

The success of Marriott International and Holiday Inn in the highly competitive hospitality industry is influenced by distinct strategies in reputation management and service culture. Marriott excels in brand diversity, global presence, and luxury offerings, while Holiday Inn focuses on consistency, reliability, and a family-friendly image. Both approaches contribute to positive brand image, reputation, and success within their respective market segments. 

Empowered and well-trained employees are crucial. Providing adequate training and empowering staff to make decisions enhances their ability to deliver exceptional service. Implement regular training programs focused on service excellence, customer engagement, and problem-solving to reinforce the service culture. Ensure that the values and expectations of the service culture are clearly communicated and reinforced through internal communications and company materials. 

In conclusion, cultivating a service culture is not just a strategy but a fundamental aspect of success in the hospitality industry. By prioritising exceptional service, aligning values, empowering employees, and continuously improving service standards, establishments can differentiate themselves, build guest loyalty, and achieve sustained success.
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1. Introduction

Effectively monitoring guest service approaches is crucial for the success of a business in the hospitality industry. Paying attention to our customers and their needs helps our business maintain a positive reputation and further customer satisfaction. At the same time, customers can become loyal and recommend and promote our services.

2. Key pillars for monitoring guest services

Strong online presence
Monitoring service approaches allow businesses to identify potential issues, and that is essential in preventing reputation damage. 
Reputation management is one of the most important aspects of the hotel industry and is the key to gaining customer’s trust and loyalty and the current more impactful way to keep your business reputation is by having a strong online presence. 
Accepting both pleasant and unpleasant comments can help you to improve guest satisfaction and responding to reviews shows a commitment to customer satisfaction and leads to positive reputation. Online marketing channels are a key strategy in any business, but also word-of-mouth marketing. 

Exceptional service
In the hospitality industry, you have to invest time and money for the staff training to provide high-quality service and contribute to a positive reputation. Exceptional service is provided by highly trained staff and the staff is motivated when they are led by inspiring leaders that communicate the strategy effectively. All these aspects help avoiding unexpected crises that can negatively impact the business. 

Service culture and loyalty 
Service culture is the foundation of the success in the hospitality industry, contributing to guest satisfaction, brand differentiation, and long-term business performance. Placing the customer at the centre of all operations is fundamental to a service culture, hence every decision and action revolves around meeting and exceeding guest expectations. Prioritising exceptional service encourages guest loyalty, leading to repeat visits and recommendations, which build a positive brand reputation and generate positive reviews.
 
3. Marriott International versus Holiday Inn brands analysis 

This report’s focus is to compare two well-known hotel brands from a guest service approach monitoring. An easy way to check each brand’s approach is by having a look at their online presence, their vision and brand positioning. 

Marketing strategies and online presence play a crucial role in the success of hotels in today's highly competitive hospitality industry. Marriott International and Holiday Inn are both well-known hotel chains but they differ in many aspects.

Global Presence:
Marriott International:
· The brand has a vast global presence, with properties in numerous countries and cities worldwide. Its extensive reach caters to diverse travel needs across various continents.
· Known for its presence in both urban centres and popular leisure destinations, Marriott offers a wide range of accommodations suitable for various traveller preferences and purposes.
Holiday Inn (IHG):
· IHG, with Holiday Inn as one of its key brands, also maintains a substantial global footprint. Holiday Inn properties can be found in multiple countries, focusing on accessibility for travellers in business and leisure markets.
· While not as extensive as Marriott's portfolio, IHG's global presence ensures accessibility for travellers in various regions worldwide.


Market Positioning: 
Marriott International:
· Emphasises diversity and range within its portfolio, targeting a wide spectrum of travellers and offering tailored experiences across different price points and travel purposes.
· Marriott has a significant global presence with properties in numerous countries and cities worldwide. Its expansive portfolio caters to both business and leisure travellers across different demographics.
· Marriott International offers a broader spectrum of brands, including luxury and budget options, catering to various market segments.
· Offers a diverse portfolio of brands catering to different market segments, including luxury (Ritz-Carlton, St. Regis), premium (JW Marriott, Westin), upper-upscale (Marriott, Sheraton), and select-service (Courtyard, Residence Inn).
· Each brand within Marriott's portfolio is positioned to cater to specific traveller preferences, from luxury and upscale to mid-range and budget-friendly options.

Holiday Inn (IHG):
· Focuses on consistency, reliability, and accessibility, aiming to deliver a consistent guest experience that meets the needs of mid-tier travellers and families.
· Holiday Inn primarily focuses on the mid-tier market, with a strong emphasis on consistency and reliability.
· Holiday Inn primarily operates within the mid-tier and upper-midscale segments, aiming to provide consistent and reliable services to business and leisure travellers.
· Alongside Holiday Inn, IHG operates other brands like InterContinental (luxury), Crowne Plaza (upscale), and Staybridge Suites (extended stay), each with its own positioning and target audience.
· Holiday Inn utilises various digital marketing channels, and the brand’s content aims to highlight family-friendly amenities, comfortable accommodations, and special offers to attract leisure and business travellers seeking affordable yet reliable options. 



Target Audience and Guest Experience: 

Marriott's diverse brands attract a wide array of travellers, from luxury seekers to budget-conscious guests, while Holiday Inn's family-friendly image tends to attract a more specific demographic, including families and business travellers.

Marriott International: 
· Caters to a broad spectrum of guests, from luxury travellers seeking high-end experiences to budget-conscious travellers looking for quality accommodations and amenities.
· Known for its attention to detail, personalised services, and diverse offerings, Marriott aims to provide tailored experiences across its brands.
Holiday Inn (IHG):
· Targeted primarily towards the mid-tier market, Holiday Inn focuses on providing consistent and dependable services. It attracts families, business travellers, and those seeking value for their stay.
· Known for its family-friendly amenities, predictable quality, and affordability, Holiday Inn aims to offer a comfortable and reliable experience to its guests.
· Holiday Inn focuses on providing seamless online experiences, offering an intuitive booking system and special promotions on its website. They leverage positive customer reviews and testimonials to build trust and employ chatbot systems and online customer support to address queries.
· Customer reviews of Holiday Inn properties commonly show that the guests often appreciate the affordable pricing, and the strategic locations (ideal for both business and leisure travellers), they also praise the friendly and helpful staff and the family-friendly amenities.




Loyalty Programs:
Marriott International: 
· Operates the Marriott Bonvoy loyalty program, highly regarded loyalty program offering various benefits, including earning points for stays, access to exclusive member rates, and redemption options across its extensive portfolio.
Holiday Inn (IHG): 
· Runs the IHG Rewards Club, providing members with opportunities to earn points, access exclusive rates, and redeem rewards across the IHG brand portfolio, including Holiday Inn.


Amenities and Services: 
Marriott's luxury brands often provide high-end amenities and personalised services, while Holiday Inn maintains a consistent level of service across its properties, emphasising reliability and value.
Some of Marriott's brands focus on luxury and high-end experiences, providing upscale amenities, personalised services, and luxurious accommodations.
Holiday Inn caters to a broader audience, including families, budget-conscious travellers, and business professionals. They strive to create a consistent and reliable experience for their guests, ensuring that they receive value for their money.











4. Conclusion

Marriott International's strength lies in its diverse offerings across various market segments, while Holiday Inn (IHG) focuses on delivering consistent and reliable service in the mid-tier segment, catering to a specific demographic seeking reliability and value. Both brands have established themselves as reputable players within the hospitality industry, each with its distinct approach and target audience.
Both strategies have contributed to the positive reputation and success of these brands within the hospitality industry. 

In summary, the success of Marriott International and Holiday Inn in the highly competitive hospitality industry is influenced by distinct strategies in reputation management and service culture. Marriott excels in brand diversity, global presence, and luxury offerings, while Holiday Inn focuses on consistency, reliability, and a family-friendly image. Both approaches contribute to positive brand image, reputation, and success within their respective market segments. 

Empowered and well-trained employees are crucial. Providing adequate training and empowering staff to make decisions enhances their ability to deliver exceptional service. Implement regular training programs focused on service excellence, customer engagement, and problem-solving to reinforce the service culture. Ensure that the values and expectations of the service culture are clearly communicated and reinforced through internal communications and company materials. In conclusion, cultivating a service culture is not just a strategy but a fundamental aspect of success in the hospitality industry. By prioritising exceptional service, aligning values, empowering employees, and continuously improving service standards, establishments can differentiate themselves, build guest loyalty, and achieve sustained success.


 



5. Recommendations
· Online Presence Enhancement: Invest in enhancing online marketing channels, leveraging positive customer reviews, and employing chatbot systems and online customer support to address queries promptly.
· Continuous Training Programs: Implement regular training programs focused on service excellence, customer engagement, and problem-solving to reinforce the service culture.
· Clear Communication and inspiring leadership: Ensure that the values and expectations of the service culture are clearly communicated and reinforced through internal communications and company materials.
· Diversity in Brand Offerings: Consider diversifying brand offerings to cater to different market segments, as demonstrated by Marriott International's success
By incorporating these recommendations, both Marriott International and Holiday Inn can strengthen their reputation management strategies, enhance their service culture, and continue thriving in the competitive hospitality industry.
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Chart 2: Quarterly room occupancy, hotels, 2018 to 2020
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* Due to a change in methodology during 2020, the hotel data shown within this report cannot
be compared with previous years.




