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STAGES OF ORGANIZATION AND WAYS TO IMPROVE
HOTEL SERVICE BASED ON INFORMATION
AND COMMUNICATION TECHNOLOGIES

Information and communication technologies (ICT) have a significant impact on the improvement of
business processes, the enhancement of service quality, the optimization of operational activities in the hospi-
tality industry, and, consequently, the overall improvement of hotel service. A modern resource element of
information and communication technologies is social media, which plays a key role in the hotel industry by
improving communication with consumers, increasing brand recognition, and attracting new guests. Based on
an analysis of social media according to such criteria as user categories and platform popularity over the stud-
ied period, the media resources «Instagram» and «TikTok» were identified as the most effective. Their uti-
lization allows for the enhancement and development of information and communication technologies at a
particular stage of hotel service, as well as the formation of strategies for service improvement based on them.
The process of organizing hotel service based on ICT consists of the following stages: acquisition, booking, guest
reception, registration, guest service during their stay in hotel rooms, and departure. It has been determined
that the implementation of ICT at these stages, including websites and mobile applications, provides consumers
with convenient access to hotel information, enables online booking, allows guests to independently adjust tech-
nical parameters in the room, order additional services, make special requests, and complete electronic pay-
ment transactions. Additionally, the use of ICT, particularly social media, facilitates rapid guest registration,
electronic key issuance, the creation of an automated hotel management system, climate control regulation,
and the collection and monitoring of guest reviews to maintain a positive hotel image. The study establishes that
the implementation of ICT and the utilization of social media resources at each stage of the hotel service
process contribute to the optimization of business processes, the enhancement of internal and external enter-
prise communications, the improvement of service quality and comfort for guests and hotel staff, and the secure
storage of customer data. These factors ensure the maximum satisfaction of consumer needs and expectations.
In turn, this enhances the hotel service process, supports economic sustainability, and strengthens the compet-
itive position of the accommodation facility within the hospitality industry market.

Keywords: information and communication technologies, hotel service, service organization stages,
hotel, accommodation facility, process, services, ICT application directions.
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6 uinomy. Cywacnum pecypcHum eiemeHmoMm IHpOpMauilino-KOMYHIKAUIIHUX MEXHOA02Il €
couiaavHi mepexci, AKi 6 cghepi 2omeavHo20 Giznecy 6idicparomv KA0H06y poab Y HOKPAUCHHI
KOMYHIKauii 31 cnoxcueauamu, nidguuieHHi niznaeanocmi 6pendy ma 3aiy4enni Hogux cocmeii. Y
pe3yibmami npoeedeH020 AHAAI3Y COUIAAbHUX MepeXc 3a MmaKumu KpumepiaibHumMu
napamempamu, AK Kamez2o0pii KOPUCHIY6a4ié Ma CMYNIHb NONYAAPHOCHI niamgopm 6udiieHo
maxi media-pecypcu, sk «Instagram» ma «TikTok», wo 0o03eoasac euxopucmogysamu ix oas
600CKOHANCHHA MA PO3GUMKY IHGOPMAUIIIHO-KOMYHIKAUIUHUX MEXHOA02I HA NeeHOMY emani
20meabH020 00CAY208Y8aHHA U (DOPMYBAHHA WAAXI6 NOKPAWEHHS NOCAY2 HA iX OCHOGI.
Oxapaxmepu306ano npouec 0p2awnizauii 20meabHo20 00cAy208y8anHs Ha 6a3i inhopmauiino-
KOMYHIKQUIUHUX MEXHO0A02Il, AKUL CKAAOAEMbCs 3 MAaKux emanie: axeizuuis, OPOHIOGAHHS,
3ycmpiu, peecmpauis 2ocmeii, 06CAy208y6aHHA IX NPU NPONCUGAHHI 6 HOMEPAX Ma Guizoi.
Busnaueno, wo énposadwcenns na eéxazanux emanax marxux IKT, ax ée6-caiimu ma mobiavui
dodamku, 3abe3neuyioms cnoycueayam 3py4uunui docmyn 00 ingpopmauii npo zomenwv, Hadaromo
Modxcaugicmo  30iliCHIOGAMU  OHAQUH-OPOHIOBAHHA, CAMOCMINHO 3MIHIOGAMU MeXHI4YHI
napamempu 6 Homepi, 3amMo8AMU O00AMKOGI NOCAY2U, 30ICHIOBAMU CHEUIAAbHI 3anumu ma
eaekmponny onaamy nocaye. Kpim moeo, euxopucmannsa IKT, 30xpema, couiaavnux mepedic,
CMGOpIoE yMoGU 0451 WEUOKOT peecmpauii eocmeli, 6uda4i eAeKmpoHHUX KAIOMi6, CIMEOPEeHHS
aAGMOMAMUMHOT cucmemMu YNpaeAiHHs 20meaem, 30iliCHEHHA KAIMam-KOHMPO.110, OMPUMAHHS |
MOHIMOpUHZY 6I02yKié 04 NIOMpPUMKU NOZUMUBHO20 IMIONCYy 2omearo. Bcmanoeaeno, wo
eénposaodxucenna IKT ma euxopucmanns couiaivHux meodia-pecypcié Ha KONCHOMY 3 emanie
npouecy 20MmeavH020 00CAY208Y8AHHA, CHPUAE OnMuUMI3auii Oi3Hec-npouecie, GHYMpiwHiX I
306HIMHIX KOMYHIKAUII nionpuemcmea, nidSUWEeHHI0 AKOCHL nocAy2 ma Komgpopmy 045 2ocmeii
ma nepconaiy 2omeaio, 36epexcennto 0anux Kaicumie y 6esneunomy cepedosuuyi. Ile noxpauye
npouec 20Me.bHO20 00CAY208Y8AHHA, 0036014€ RIOMPUMYSAMU EKOHOMIMHY CMiliKicmb ma
3MIUHIOBAMU KOHKYPEHMHI NO3UUIT 3aKAa0y POIMIUEHHS HA PUHKY IHOYCMPIT 20CHUHHOCHIL.
Karouosi caosa: inghopmauiiino-KomyrniKayiiini mexnonoeii, eomenvre 00CAy208y8aHHA, emanu
opearizauii 06cAy208y8aHHs, 20meab, 3aKAA0 DPO3MIUeHHs, Npouec, NOCAyeU, HANPAMU
3acmocysanus IKT.

Problem statement and its connection to important scientific or practical tasks.
ICT today represent a crucial resource in the hotel service process, serving as an
essential tool for optimizing operational activities and improving communication
networks of accommodation establishments through innovation. Currently, social
media is among the most widespread and accessible means of communication in the
online space. Media platforms also enable hotels to provide prompt customer sup-
port, respond to inquiries and reviews, thereby maintaining and increasing visitor sat-
isfaction. This, in turn, makes guest interactions more personalized and efficient,
positively impacting their loyalty and overall experience during their stay. Social
media, as a modern element of ICT, plays a significant role in enhancing the overall
efficiency of hotel operations and improving the customer service process.

Analysis of research and publications. Modern approaches to business process
organization within enterprises through the implementation of managerial ICT have
been explored in the scientific works of A.Solovyov, N.Panteleeva, S.Kolodiy [1].
Scholars such as B.Andrushki, N. Kyrych, O.Kilyar, O.Gagaluk have investigated
mechanisms for managing the information and communication component of estab-
lishments, aiming to improve service quality and ensure socio-humanitarian develop-
ment [2]. The issue of promoting hotel services through ICT, considering consumer
values and needs, has been highlighted in the work of O. Polinkevych [3]. However,
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the issue of improving the hotel service process through the implementation of ICT
at specific stages of its organization remains insufficiently covered.

Formulation of the article's objectives. The aim of this article is to identify direc-
tions for improving hotel services through the implementation of modern ICT at spe-
cific stages of the service organization process.

Presentation of the main material. Social media plays a key role in the hotel
industry by improving communication with consumers, increasing brand recogni-
tion, and attracting new guests. Through platforms such as «Facebook», «Instagram»
«Twitter», «TikTok» and others, hotels can actively engage with their audience, using
visual content and informational resources to promote their services. According to
the conducted analysis, the most popular among these media resources in the hotel
services market are «TikTok» and «Instagram».

The «TikTok» platform is a social network that began its operation in September
2016, allowing users to create and share short videos. This platform is owned by the
Chinese technology company «ByteDance». The primary content of the «TikTok»
social network consists of videos ranging from 15 seconds to 3 minutes, covering var-
ious topics, including music, dance, comedy, educational content, and trends. The
audience of this media resource primarily consists of young users aged 10—29, char-
acterized by a high level of engagement. The key features of the «TikTok» social net-
work include interactivity, personalization algorithms, hashtags, challenges, special
effects, and filters. According to the analysis, the majority (61%) of users of this
media resource are individuals aged 10 to 19 (32%) and 20 to 29 (29%). Individuals
aged 30-39 and 40—49, as well as those in the 50+ category, constitute 16%, 14%, and
9%, respectively (figure 1).

\‘ 10-19 years 20-29 years

30-39 years 40-49 years

W 50+ years

Figure 1. Distribution of TikTok users by age categories, developed by the authors
based on [4]

The «Instagram» platform is a social network primarily designed for sharing
video and photo content. It was launched in October 2010, and its owner is Meta
Platforms (formerly Facebook Inc.). The informational content of Instagram consists
of photos, videos, stories (Stories), long-form videos (IGTV), short videos (Reels),
and live broadcasts. The platform's key features include photo filters, messaging capa-
bilities, geotags, hashtags, shopping (Shopping), and integration with other social
networks.
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The audience of this media resource is characterized by a higher concentration
of young users, with a broad age group ranging from 18 to 34 years old (63%). This
demographic represents an active audience with diverse interests and preferences.
The proportion of users aged 35—44, 45—54, 55—64, and 65+ accounts for 16%, 8%,
4%, and 2%, respectively. Meanwhile, the share of young users aged 13—17 within the
total number of Instagram users is 7% (figure 2).

Thus, TikTok is characterized by high content dynamics and rapid dissemination
of viral videos, attracting a younger audience through entertainment content, where-
as Instagram provides a multifunctional approach to social media, incorporating
photos, videos, and commercial opportunities, appealing to a broader audience of
various age groups. The results of the analysis of Instagram usage over five years are
presented in figure 3.

13-17 years
18-24 years
25-34 years
35-44 years
45-54 years
55-64 years
M 65+ years
Figure 2. Distribution of Instagram users by age categories, developed by the authors
based on [5]
1.5 1 1.16 1.22 1.39 1.48
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2021 2022
2023

Figure 3. Dynamics of Instagram user activity, billion/month, developed by the
authors based on [5]

The conducted analysis demonstrated that over the specified five-year period,
the number of active Instagram users steadily increased, as illustrated in Figure 3. In
2019, this indicator was 1 billion/month, in 2020 — 1.16 billion/month, in 2021 —
1.22 billion/month, in 2022 — 1.39 billion/month, and by 2023, the number of active
users reached 1.48 billion.
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This consistent growth dynamic indicates the platform's popularity and its abili-
ty to attract new users annually. This trend highlights the relevance of utilizing this
network in the work of hotel SMM managers to expand the consumer audience and
enhance the hotel's brand recognition.

The dynamics of TikTok user activity from 2019 to 2023 is presented in Figure 4.

15 1.5
1 —12/'
i M

0.5
M Active TikTok
0 users,
billion/month
2019 5050 /
2021 2022
2023

Figure 4. Dynamics of TikTok user activity, billion/month, developed by the author
based on [4]

During the 2019—2023 period, the number of active TikTok users grew expo-
nentially (see Figure 4). In 2019, the number of users was 0.5 billion/month, where-
as in 2020, this figure increased to 0.7 billion/month. By 2021, it had reached 1 bil-
lion/month, further increasing to 1.2 billion/month in 2022. In 2023, the number of
active users surged to 1.5 billion.

This rapid growth in user numbers highlights TikTok’s explosive popularity, mak-
ing it a powerful tool for enhancing information and communication technologies
and improving hotel service processes. The large and continuously expanding audi-
ence of this platform enables businesses to achieve wide reach, effectively attract new
consumers, and enhance brand recognition, significantly improving service quality
and operational efficiency of hospitality establishments.

Thus, based on the analysis of social networks by user categories and platform
popularity, the study identifies «Instagram» and «TikTok» as the most effective media
resources over the analyzed period. These platforms can be leveraged for the advance-
ment and development of ICT in hotel service at various stages and for service
improvement strategies based on these digital platforms.

The findings confirm that social media serves as a key tool in hotel business oper-
ations, forming an integral part of modern information and communication tech-
nologies and acting as an effective means of product and brand promotion in the hos-
pitality sector. Strategic social media management should comprehensively reflect all
aspects of hotel operations. Ideas, special offers, promotions, surveys, articles, pho-
tos, and videos—all of these elements must convey the hotel's unique spirit and
enhance customer service.

The acquisition stage, as the initial step in hotel service, focuses on attracting
customers, providing complete, high-quality, and timely information, creating effi-
cient feedback mechanisms, and ensuring fast response times to consumer inquiries
and preferences. This approach increases guest interest, enhances customer loyalty,
boosts bookings and visits, and facilitates convenient and quick room reservations.
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Therefore, the hotel service process, structured around ICT utilization, consists
of several stages (figure 5).

Acquisition and booking Orgrggézcg;o: of Organization of Organization of
(use dog mig:ha ressurces (welcgmin consumer service in guest service at
andbooxing systems, X & hotel rooms (based on check-out
analysis and recording, and he i . £ . £
consideration of registration of the integration o (execution o
consumer needs based consumers using booking and hotel settlen_1ent
on them) ict) management systems) operations)

Figure 5. Key stages of hotel service organization based on the use of information
and communication technologies, compiled by the authors

The first stage of the hotel service process consists of acquisition and booking.
Information and communication technologies (ICT) and social networks, as their
modern variant, play a key role in organizing this activity. Hotels actively use social
media to provide access and reach a wide audience of potential consumers, attract
new guests through advertising campaigns, posts with attractive offers, and guest
reviews. This enables the establishment of feedback mechanisms with consumers, the
timely acquisition of information about their needs, changes in quality requirements
and service assortment, reviews of hotel services, and staff attitudes towards fulfilling
their functional responsibilities. The obtained information regarding all components
of the service process allows for necessary adjustments and improvements in techno-
logical operations, enhancing the level of service culture and quality, and ensuring an
individualized approach to each guest. The organization of two-way communication
through social networks and attentive customer relations instill trust in the accom-
modation establishment and contribute to increasing the number of hotel visitors.
ICT, such as websites and mobile applications used at this stage, provide consumers
with convenient access to hotel information and enable online booking.

The second stage involves the organization of guest reception (welcoming, regis-
tration, and check-in). Upon arrival at the hotel, guests are welcomed, recorded, and
registered, which includes the completion of necessary documentation, issuance of
room keys, and provision of information about hotel services. The use of ICT for
quick check-in at the reception allows guests to complete all necessary forms inde-
pendently or with staff assistance, while the integration of the registration system with
the Property Management System (PMS) facilitates the automation of information
exchange among all functional departments of the hotel.

The third stage entails the organization of guest services in the hotel’s accom-
modation section. The lodging establishment ensures comfortable guest stays in hotel
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rooms, including room cleaning, maintenance of all technical systems (Wi-Fi, tele-
vision, climate control, etc.), provision of additional services, and fulfillment of any
special guest requests. Room management via ICT enables control over lighting sys-
tems, maintenance of required temperature and humidity levels, and other conditions
through centralized systems. The development of mobile applications or web plat-
forms for consumers allows them to independently adjust technical parameters in
their room, order additional services, and make special requests (e.g., ordering extra
items and in-room services, etc.).

The organization of guest services at check-out takes place in the fourth stage,
during which accommodation payments are settled, baggage transportation services,
taxi calls, and transfers are arranged. Additionally, guests may be offered loyalty pro-
grams and special offers for their return visits. At this stage, guests also have the
opportunity to leave feedback about their stay at the accommodation facility. Thus,
through the implementation of ICT in the fourth stage of hotel service, a convenient
electronic payment system is created, allowing for transactions without queues or
time loss, enabling electronic receipt dispatch to the consumer’s email, facilitating
the collection and monitoring of reviews, and ensuring timely responses through
social media to maintain the hotel’s positive image.

Therefore, the primary ways to improve the hotel service process considering the
use of ICT at each stage include: activation through social media and online booking
(stage 1); ICT for fast check-in at reception (stage 2); room management systems via
ICT and special requests via ICT (stage 3); electronic payments and settlements, and
feedback collection through social media (stage 4).

During the hotel service process, specific functions and technological operations
are performed at the aforementioned stages. The use of ICT, particularly new media
resources, in organizing the activities of relevant functional departments allows for an
improvement in service quality and operational efficiency, creating a positive hotel
experience, attracting new guests, and ensuring the retention of loyal ones. This, in
turn, enhances the overall hotel service process.

Conclusions of this study and future research prospects in this field. The stages of
hotel service provision, including acquisition, booking, reception, registration, in-
room services, and guest check-out, constitute the hotel service process and determine
its quality, level of comfort, and efficiency of the accommodation facility’s operations.

The implementation of ICT and the use of social media resources at each of these
stages contribute to the optimization of business processes, internal and external enterprise
communications, improvement of service quality and guest and staff comfort, secure stor-
age of client data, and the maximization of consumer satisfaction and expectations. This,
in turn, enhances the hotel service process, supports economic stability, and strengthens
the competitive position of the accommodation facility in the hospitality industry market.
Therefore, further research on the analysis and determination of ways to improve the hotel
service process and optimize operational activities based on ICT will enable hotel enter-
prises to develop strategies for their economic growth and innovative development.
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