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PECULIARITIES AND MODERN TRENDS IN THE ORGANIZATION OF HOTEL SERVICES

The article examines the specific features and components of the service process organization in hotel establishments,
as well as the current trends in its development that contribute to enhancing the quality and efficiency of hotel services. The
objective of this article is to analyze and characterize the main elements involved in the organization of hotel service processes
and to identify innovative directions for its development in the present-day context.

The study investigates the stages of organizing the hotel service process and outlines their essential content. The factors
influencing the quality of hotel services are identified and described, including staff training, hotel infrastructure and equipment,
management efficiency, personalized customer service, implementation of new technologies, effective communication,
partnerships, and feedback mechanisms. Based on the conducted analysis, the article highlights contemporary directions in
organizing hotel service, such as the integration of new information and communication technologies (ICT), optimization via
popular media platforms, the efficient role of a Social Media Marketing (SMM) manager, and the establishment of barter
agreements. These contemporary approaches allow accommodation facilities to minimize advertising costs while significantly
enhancing brand awareness and attracting new clientele. Using the experience and skills of an SMM manager ensures the
successful implementation of a marketing strategy and a positive impact on the organization of the customer service process.

The introduction of ICT innovations, characterized by the use of media platforms such as Facebook, Instagram, LinkedIn,
and TikTok, the development and implementation of SMM manager responsibilities, and the formation of barter agreements
with celebrities and influencers for promotional purposes represent current trends in hotel service organization that impact the
growth of service quality and operational performance of hotel enterprises. The factors that influence the quality of service to
consumers of hotel services have been identified, as well as modern directions for organizing the service process and approaches
to improving its efficiency and quality have been established. They can be used in further research for planning activities on a
progressive basis and for developing strategies for hotel establishments.

Key words: service organization, hotel, modern trends, social networks, media platforms, information and communication
technologies, SMM manager, enterprise, service quality, efficiency.

Koina 0. I, Hepaba H. O., Caiicax €. JI., Tamapenko /I. K. Ocobnueocmi ma cyuacni nanpamu opzauizauii
20MmenbH020 00C1Y206y6aAHHA

Posenanymo ocobnueocmi ma cknadosi opeanizayii npoyecy o6Cny208y8anHs 8 3aKIA0AX 20MENbHO20 20CN00ApCHea,
a MaKodic CyuacHi Hanpsamu 1o2o po3sumxy. Memoio cmammi € ananiz ma Xapaxmepucmuxka OCHOBHUX CKIA008UX Opeanizayii
npoyecy 00C1y208y8anHA COHCUBAUIE 20MENbHUX NOCTY2, BUSHAYEHHS NPOSPECUBHUX HANPAMIG 11020 PO3BUMKY 8 CYUACHUX YMO-
sax. Pozenanymo emanu opeanizayii npoyecy eomenvHo20 00C1y208y8aHHA, POIKPUMO X OCHOSHUL 3Micm. Busnaveno ma onu-
CAHO aKmopu, wo GNIUBAIOMb HA AKICMb 00CTY208YBAHHA CROACUBAYIB 20METbHUX NOCTY2, 00 AKUX 8IOHOCAMbCA: npogecitina
ni020moBKa NepcoHaLy, CMmax ma 0ONaOHAHHS 20Meio, epeKmusHicmb Ynpaeiinis 2omenem, iHOUSIOYatbHul nioxio 0o cnodcu-
6ai8, 3ACMOCYBAHHS HOBUX MEXHONO2IN, eeKMUeHa Opeanizayis KOMyHIKayill, CRIBPOGIMHUYMBO 3 NAPMHEPAMU, 360POMHULL

© O. L. Yudina, N. O. Nebaba, Ye. L. Saihak, D. K. Tatarenko, 2025

300 ISSN 2521-6643 Cucremu ta TexHonorii, Ne 1 (69), 2025



36'30K. Busagneno cyuaci anpamu opeanizayii 20menvHoeo 00Cy208y8aHHA. GNPOBAONCEHHS HOBUX THOOPMAYIUHO-KOMYHI-
Kayilinux mexHonoeil, ix yOOCKOHANEHHS WNAXOM BUKOPUCMAHHA NONYIAPHUX Media-niameopm, 3abe3neuents egexmusHoi
podomu SMM-menedcepie ma yxradanna bapmeprux y200. Chopmosano yinbosi epynu cnoxicuayis onsa pooomu 8 coyiansHux
Mepedicax, a maxodxc nepenix 3a60anv ma nian pooouozo ons SMM-meneddicepa, wo 0036015€ 3aK1A0AM 20METLHOSO 20CNO-
0apcmea MiHiMI3yeamu GUMPAMU HA PeKiamy, npu YooMy 3HAYHO NOCUTIOBAMY NI3HABAHHICMb OpeHOy ma 3aTy4amu HOBUX
KaieHmig. Buxopucmanus 00cgidy ma Haguvox SMM-meneddxcepa 3abe3neuye yeniwmy peanizayito Mapkemuneo8oi cmpamezii
ma nO3UMUBHULL BNIUG HA OP2AHI3AYII0 NPOYecy 00CTY208y8aAHHA COJNICUBAYIS. Bnposadcents ingopmayitino-KoMyHikayiiHux
HOB08BeOeHb, WO XAPAKMEPUIYIOMbCS GUKOPUCAHHAM RONYIAPHUX Media-niamopm, po3podra gyuxyii SMM-venedcepa
ma ix peanizayis y npoyeci ynpaguinus, a maxkodjiC YKIA0aHHs OapmepHux y200 a8isioms co000i0 CYyuacHi HaNpamu opeanizayii
20MenbHO20 0OCIY208Y8AHHA, SKI 6NIUBAIOMb HA 3POCMAHHS PIGHS IKOCMI HOCIY2 MA eheKMUSHOCHE OISIbHOCHI 20MeNbHUX
RIONPUEMCIG, 3MIYHEHHSL IX KOHKYDeHMHUX no3uyii. Busnaveni gpaxmopu, wo eniusaioms Ha akicmo 00C1y208Y6anHsA CHONHCU-
8ai6 20MENbHUX NOCTYe, A MAKONIC 6CMAHOBLEH] CYYACHT HANPSIMU OPeaHi3ayii npoyecy 06CIy208Y8anHa ma nioxoou 0o niogu-
WjeHHs 11020 ehekmusHOCMI 1l AKOCMI MOJICYIb BUKOPUCTOBYBAMUCS. Y NOOATBUAUX OOCTIONHCEHHSX 0N NAAHYBAHHA OIANLHOCTI
HA NPOepecusHitl 0OCHOBI ma cmpamezii po36UmKy 3axK1adie 20MeIbHO20 20CNO00apcmeada.

KittouoBi cnoBa: opeanizayis 00ciy208y6anHs, 20meib, CyYACHi HANPAMiL, COYianbHi Mepedici, media-niameopmu, iHgop-
Mayiino-komyHikayiuni mexnonoeii, SMM-menedoicep, nionpuemcmeo, SKichib HOCLYe, eqheKmueHiCb.

Problem statement. Today, hotel operations are aimed not only at providing temporary accommodation and
comfortable living conditions for guests but also represent a complex set of economic, organizational, and techno-
logical processes. The strengthening of competitive positions and sustainable development of accommodation facil-
ities are largely influenced by the effectiveness and quality of customer service. These are driven by technical and
technological updates, innovation implementation, service individualization, and the availability of professionally
trained personnel, which altogether characterize the features of hotel service organization.

Analysis of research and publications. [ssues related to hotel service organization, its directions and devel-
opment aspects in a modern market environment have been explored by numerous researchers. L. Chepurda and
L. Ivashyna have studied the challenges in organizing the activities of domestic hotel enterprises under crisis
conditions [1]. A. Diakonova, F. Trishin and others have explored the implementation of reengineering based on
innovative technologies and management information systems, which enhances service quality and efficiency [2].
V. Kifyak’s and others research identifies factors significantly influencing the development and effectiveness of the
hotel and restaurant business, including internal aspects such as staff training, establishment of a favorable moral
and psychological climate, adaptability to market dynamics, innovative approaches, investment policy, and service
quality [3]. However, the identification of differentiated approaches to improving service technologies and the man-
agement of functional units, as well as determining innovative development directions, remains relevant.

The aim of the article is to analyze and characterize the main elements of organizing hotel service processes
and determine innovative directions for their development under current market conditions.

Main content presentation. Hotel service is a type of business that is developing very rapidly and, therefore,
is characterized by a high level of competition. The process of providing hotel services is regulated by quality stand-
ards, is cyclical in nature, and is divided into several business processes that are carried out in a certain sequence. An
important parameter for assessing hotel service is the hotel rating, which is formed based on consumer reviews on
booking websites, in social networks, and on other web resources. The collection of operational information using
information and communication technologies and media platforms enables accommodation facilities to promptly
identify and eliminate shortcomings in their operations and to improve service quality. The quality of the ser-
vice process organization depends on the precise and highly professional execution of technological operations in
accordance with a defined algorithm that characterizes the main stages of hotel service organization, and begins with
the reception and registration of guests through various communication channels (online booking, social networks,
telephone networks, and direct contact within the facility). The subsequent stages include: guest accommodation
services within the room inventory, provision of food services, core and additional services, and the final stage
involves the organization of guests’ departure from the hotel (Fig. 1).

Thus, the organization of the service process in an accommodation facility consists of a set of stages, each of
which plays a significant role in creating a convenient, comfortable, and pleasant environment for guest stay and in
ensuring a high level of hotel service quality. The quality of guest service depends on a range of factors that influ-
ence this process (Table 1). Key factors include: professional training of personnel, the condition and equipment of
the hotel, efficiency of hotel management, personalized approach to consumers, implementation of new technolo-
gies, effective communication management, cooperation with partners, and feedback mechanisms.

In the current context of socio-economic instability in the country, there is a growing need to ensure the eco-
nomic resilience of enterprises, which is aimed at meeting dynamic needs through the implementation of advanced
technologies and the improvement of management systems. These measures, in turn, contribute to enhancing finan-
cial and economic efficiency, improving goal-oriented activities of business entities, and increasing the quality of
service provision [4, p. 162].
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Main stages of the organization of the hotel service process for consumers

v ¥
Stage —> Content of the stage
v v

Guest reception and
registration

Booking (selection) of hotel rooms, guest meeting and
registration, documentation processing, informing guests about
accommodation rules and available services.

v v

Accommodation
services

Escorting guests to the room, providing key cards or access
cards, informing guests about accommodation conditions and
rules, maintaining the room in accordance with standards,
providing main and additional services in accordance with the
accommodation agreement.

—

v v

Food and beverage
services

Providing services in cafés, restaurants, and bars within the
hotel, organizing meals in the hotel restaurant (room service),
business and festive events, presentations, etc.

v v

Additional services

Organization of excursions, transfer, room service and delivery,
laundry and dry cleaning, rental of sports equipment, beauty
services, car rental, etc.

—>

v v

Guest check-out

Issuing invoices, accepting payments, offering various payment
options, organizing transfer, handling luggage, collecting guest
feedback (surveys) on service quality.

>

Fig. 1. Main stages of the organization of the hotel service process for consumers

Source: compiled by the authors

Table 1
Factors influencing the quality of hotel services
Factor Description
Professional staff The qualification level and skills of hotel personnel, their knowledge of service procedures
training and standards, communication competencies, and ability to interact effectively with guests.

Condition and
equipment of the hotel

The condition of the building, furniture, and equipment; cleanliness and order in the hotel;
availability of necessary amenities and services for guests, such as wireless Internet, parking,
gym, pool, etc.

Efficiency of hotel
management

The effectiveness of the hotel’s management system, including the distribution of duties
and responsibilities, development and adherence to service standards, quality control, and
continuous process improvement.

Personalized approach
to consumers

The ability of the hotel to provide personalized service, taking into account the individual
needs and preferences of each guest, and responding to their requests and complaints
attentively and promptly.

Use of new The use of modern information and communication technologies to facilitate and automate

technologies service processes, as well as to ensure guest access to necessary information and services
through IT tools.

Communication The quality of communication between hotel staff and guests, as well as among different hotel

organization departments; the ability to resolve conflicts effectively and interact with clients considering

their needs and expectations.

Cooperation with

Collaboration with other providers and partners such as travel agencies, restaurants, and

partners transport companies to offer additional services and ensure comprehensive guest satisfaction.
Evaluation and Collection of guest reviews and evaluations regarding their stay experience, and the hotel’s
feedback ability to use this information to improve service quality and respond to specific customer

needs.

Source: compiled by the authors
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Modern tools and directions in the organization of hotel service that contribute to enhancing the economic resil-
ience of enterprises, as well as the quality and efficiency of service provision, include the Internet and information and
communication technologies. These tools help reduce costs, facilitate consumer access to various types of accommo-
dation establishments, promote their visibility, and ensure leading competitive positions in the hotel services market.

An important role in the development of information and communication technologies and in improving the
service process within a hotel belongs to the SMM manager (Social Media Marketing Manager). The SMM manager is
responsible for brand promotion and the advancement of products or services on online platforms. This specialist devel-
ops and implements strategies aimed at attracting and retaining consumers, enhancing the hotel’s reputation, shaping
a favorable image of the accommodation facility, and maintaining stable communication (“feedback’) with the target
audience. The manager analyzes the behavior and interests of both existing and potential consumers of the hotel product,
their influence on the service process, and fosters interaction with various user communities on media platforms.

The functional responsibilities of the social media manager are formulated depending on the development
directions required to increase the efficiency of automated information processing systems and the quality level of
hotel service. Promotional activities for a business entity’s brand and services on social networks are tailored to the
target audience that the business intends to reach. According to the conducted analysis, the media platforms and the
age categories of their users have been identified, which show specific preferences when choosing hotel products.
This enables the identification of target audiences and the organization of the SMM manager’s work in accordance
with targeted directions (Table 2).

The presented evaluative characteristics of the functioning and use of modern computer technologies in the
process of organizing hotel service make it possible to formulate a set of tasks for the SMM manager and to define
the ways of their implementation (Table 3).

Table 2
Characteristics of the target audience of hotel product consumers for organizing the activities
of the SMM manager

Age group Key characteristics Communication Potential interests and needs
of the target group channels
Young, active individuals; Instagram, TikTok, Active recreation, adventures,
18-24 years | frequent users of social media and | Facebook, YouTube traveling with friends, budget-friendly
mobile applications accommodation
Young professionals and couples; |Instagram, Facebook, Romantic getaways, luxury vacations,
25-34 years |interested in comfortable leisure | LinkedIn, YouTube sports events, convenient conditions for
both work and rest
Families, often travel with Facebook, Instagram, Family vacations, child-friendly
35-44 years |children; interested in high-quality | LinkedIn, YouTube amenities, wellness and relaxation
service programs, quality dining
Experienced travelers; interested | Facebook, LinkedIn, Comfortable and peaceful vacations,
45-54 years |in comfort and exclusive services |YouTube cultural events, gastronomic tourism,
wellness programs
Retirees; looking for calm and Facebook, YouTube Peaceful vacations, wellness and
55+ years |safe leisure experiences; interested medical programs, cultural and historical
in high-quality service excursions, elder-friendly amenities

Source: compiled by the authors

Table 3
List of tasks for the hotel SMM manager regarding the development of information
and communication technologies and the service process

No Task Task description Implementation methods
1 2 3 4
Studying the Conduct an analysis of existing and Use of analytical tools, conducting surveys,
1 [target audience |potential consumers to identify the main analysis of user feedback and behavior on
demographic groups and their needs social media
Developing a Create a detailed content plan for social Development of a monthly content plan
2 |content strategy |media that considers seasonality, audience |including text posts, photos, videos, stories,
specifics, and key events and other content formats
Content Regularly publish content and actively Planning and implementing posts across
3 publication engage with followers by responding to various social networks, monitoring user
and audience comments and messages activity, and responding to inquiries
interaction

ISSN 2521-6643
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Table 3 (Continued)

1 2 3 4
SMM Continuously analyze the outcomes of Use of analytical tools to monitor performance
4 performance SMM activities and adjust the strategy indicators such as user engagement, reach,
analysis accordingly number of followers, interactions, and
conversions
Managing Create and manage targeted advertising Setting up and launching ad campaigns via
5 |advertising campaigns to attract new consumers and Facebook Ads, Instagram Ads, Google Ads;
campaigns promote special offers analyzing their performance and optimization
Conducting Organize contests and promotions on social | Development of contest terms and conditions,
6 |contests and networks to increase follower engagement |announcement publication, result monitoring,
promotions and activity and winner determination

Source: compiled by the authors

To ensure the effective execution of the assigned tasks, it is necessary to develop a work schedule for the

SMM manager (Fig. 2).

08:00 - 09:00

09:00 - 10:00

10:00 - 11:00

11:00 - 12:00

12:00 - 13:00

13:00 - 14:00
Lunch break
14:00 - 15:00

15:00 - 16:00

16:00 - 17:00

17:00 - 18:00

18:00 - 19:00

Monitoring news and trends on social media; analyzing competitor activity

Daily content planning: selecting content, writing texts, preparing visual materials

Publishing content on social media (Facebook, Instagram, LinkedIn, TikTok) according
to the content plan

Interaction with followers: responding to comments and messages, monitoring activity
on social media

Preparing and launching targeted advertising campaigns: audience targeting, budgeting,
creative development

Analyzing the effectiveness of publications and advertising campaigns: collecting and
analyzing statistics, report preparation

Developing the content plan for the following week: idea generation, team discussions

Organizing promotions and contests: drafting terms and conditions, creating
publications, coordinating with other departments

Training and development: studying new SMM tools and methods, participating in
webinars and training sessions

Interaction with followers: evening monitoring of user activity, responding to comments
and messages

Fig. 2. Daily work plan of a hotel SMM manager

Source: compiled by the authors
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As a result of identifying the most popular media platforms and segmenting their users based on consumer
preferences, specific directions are outlined for organizing the work of the SMM manager. These directions support
the development of information and communication (computer) technologies and contribute to improving the qual-
ity of hotel service provision (Table 4).

Table 4
Areas of SMM manager activity based on the media platforms Instagram and TikTok

Media platform Criterion Areas of activity
Developing content for young adults (18—34 years); publishing stylish

Instagram Age categories photos, reviews, and promotional campaigns.
TikTok Age categories Creatmg entertaining content for youth (10-29 years); using challenges and
dance videos.
Tnstagram Growth rate Investing in thg platform to ensure steady audience growth; implementing
targeted advertising campaigns.
TikTok Growth rate Active use to attract a new, younger audience; launching viral marketing

campaigns.
Average time spent | Engaging the audience through Stories, Reels, IGTV, interactive polls, and

Instagram on the platform | Q&A sessions.
. Average time spent | Creating dynamic videos; engaging through comments and live streams;
TikTok Lo T .
on the platform participating in trending formats.
Ins.tagram Popularity trends Ar}aly.zmg trends to adapt content strategy; monitoring user engagement and
TikTok adjusting campaign performance accordingly.

Source: compiled by the authors

Another modern direction in the organization of hotel service and an important function of the SMM man-
ager in the hospitality industry, which contributes to the improvement of this process, is the conclusion of barter
agreements. These serve as an effective tool for brand promotion, expansion of the target audience, enhancement
of communication quality, and improvement of interaction with consumers. The most common form of barter in
the hotel business is providing complimentary stays to celebrities and influencers in exchange for advertising and
promotion of the accommodation facility. The organization of such interactions under barter conditions consists of
several stages.

The first stage is goal setting, during which conditions are created to attract new consumers, promote the
brand, and increase the number of bookings. The second stage—partner selection—involves identifying influencers,
celebrities, and bloggers whose audiences match the hotel’s target market, as well as reviewing their previous pro-
motional campaigns and feedback. The third stage includes negotiation and agreement of barter terms, under which
influencers are offered complimentary accommodation and services in exchange for advertising posts, stories, and
reviews on social media. The final, fourth stage entails discussion of the agreement details and formalization of
the contract. The agreement typically specifies the duration of stay, quantity and type of promotional content, key
messages, and hashtags to be used.

Organizing cooperation with influencers requires the SMM manager to carry out the following tasks:

1. Identifying and selecting influencers, including profile analysis, initiating contact, and verifying their audi-
ence demographics.

2. Conducting negotiations to agree on the terms of cooperation and drafting written agreements.

3. Coordinating the influencer’s visit, which includes arranging arrival and ensuring a comfortable stay.

4. Monitoring the execution of the agreement by collecting analytics, verifying publications, and compiling
performance reports.

5. Evaluating effectiveness based on analysis of the impact on booking numbers, social media follower
growth, and overall brand recognition.

Barter agreements represent a contemporary direction in hotel service organization, an effective commu-
nication mechanism for engaging with the market environment, and a marketing method for promoting the hotel
product. They enable accommodation establishments to minimize advertising expenses while significantly enhanc-
ing brand recognition and expanding their customer base. This, in turn, improves the quality and efficiency of the
service process. Enhancing two-way communication via digital platforms increases consumer awareness about the
hotel, provides insight into their preferences and needs, and thus allows for business process optimization and ser-
vice quality improvement based on the obtained information. Leveraging the experience and competencies of the
SMM manager ensures the successful implementation of the marketing strategy and has a positive impact on the
organization of consumer service processes.

Conclusions. Thus, the implementation of information and communication innovations characterized by the
use of popular media platforms, the development of SMM manager functions and their integration into management
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processes, as well as the conclusion of barter agreements, represent modern trends in the organization of hotel ser-
vice. These factors contribute to improving the quality of services and the operational efficiency of hotel enterprises,
thereby strengthening their competitive positions. The identified factors influencing the quality of consumer service,
along with the established modern directions of service process organization and approaches to enhancing its effec-
tiveness and quality, may be applied in further research to guide strategic planning and progressive development of
accommodation establishments.
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