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1. [bookmark: _Toc12517858][bookmark: _Toc12517962]Introduction 
The hotel industry is perhaps one of the most prosperous nowadays and it has developed more and more in the last decades, considering that people are travelling more and more often. This is why hotel industry is an important factor contributing to the economy of a country and helping to develop tourism. The success of a hotel is given by its conditions, offers and comfort, but a very important aspect is represented by the employees who have to meet certain conditions in order to work at the hotel. They need specific features to deal with the challenges in this area. That is why, there are certain tips that employees must take into consideration in order to impress clients. (Poon, 1993)

2. [bookmark: _Toc12517859][bookmark: _Toc12517963]Literature review

Hospitality is a mix of generous and cordial services offered to clients and is defined by the way a client considers that he has been treated. The history of this concept is old since the world, being mentioned in biblical or ancient Greek writings. At that time people knew that they had to be hospitable to strangers, mostly for religious and superstitious reasons. In those missionary periods, priests, pilgrims were the ones who moved to places considered holy. And for this reason, locals felt obliged to be hospitable to travellers. (Poon, 1993)  In ancient Rome, those on the roads did not do so for religious reasons, but for military reasons. The "hotels" of the time were outside human settlements and were generally famous places, and the soldiers did not frequent them because they slept in tents. In the last period of the Roman Empire, the inns were populated by traders or actors, and the conditions were primitive. Sometimes there were rooms, but without shelter for horses or, and more often, there were shelters for animals, but there were no spaces for people. (Poon,1993)

Later, in the sixteenth and eighteenth centuries, the inns began to be built along the diligence routes. And because those who were travelling were rich people, the accommodation and dining conditions increased considerably in terms of quality, becoming in many cases a true luxury. In these spaces began to meet influential people of the times businessmen, nobles, politicians, priests. (Poon, 1993)
[bookmark: _Toc12517964]Here are some forms of tourism for which there is a high demand on the market and that you must know before starting the project of opening a hotel: Tourism in the interest of business, recreational tourism, medical tourism, cultural tourism aims for travellers who want to increase their level of knowledge, to visit locations that offer them new experiences and information and includes: trips to cultural festivals, cultural events and visits to monuments, museums, galleries, archaeological sites, exhibitions, spa tourism, ecotourism (this is a form of educational tourism aimed at travellers who want to visit unaltered natural areas, to observe them and to recreate them. Within this form of tourism, local human resources are used and nature conservation actions and the minimal negative impact on the environment are promoted).  ( Buhalis , 2000)
Communication is the main pawn in the hotel industry as it is the key to solving all problems. In general, communicating can solve a lot of conflict situations or misunderstandings can be resolved, but efficient communication is a necessity especially in the hospitality industry. 
The word "hospitality", in itself, includes good communication with the client and imposes a much greater emotional involvement in the daily communication, so that the guest feels welcome and comfortable. ( McMillan,2007)
Intercultural communication is also a problem at times because communicating effectively with a person from another cultural environment is not only externally difficult, but also involves personal documentation of employees on other cultures. What in one culture may be considered normal, in another culture may harm the person concerned or may offend. ( Coyyrell,2009)

Intercultural communication can be improved by informing about other cultures. This information can be done both by reading books and online, and here it can be demonstrated the importance of technology in the hotel industry. Nowadays everything is produced online. Room reservations are made online, the hotel is chosen online, payment is made online and sometimes, because of this the physical contact with the employees is diminished. (Buhalis, 1997) Even the staff use certain programs that help them check the availability of the rooms, introduce customer data more easily, make accounting and payment calculations, etc. There is a belief that the generalization of video conferencing technologies has led to a massive decrease in business travel. (Buhalis, 1997) Paradoxically, however, teleconferencing  solutions have allowed the extension of communication, people feel closer and have a greater desire to meet and collaborate. The statistics of the last years show that the number of business trips has increased, and more and more companies are looking for solutions for the efficient management of this activity. ( Piscitelli,2009).

3. Analysis and Discussion

Although many hotels give little importance to the loyalty program, in recent years, this tool has become an important motivator, especially for tourists who travel frequently and are also the most hunted customers by hotels. Increasing loyalty through a benefits program can be an opportunity to increase revenue by increasing consumption to existing customers, retention or acquisition customer base, but also migrating to higher-added products. (Buhalis, 1997)
The decline in employment and income, doubled by other economic problems facing the hotel industry for several years, have led even the largest hotel chains to launch loyalty programs that offer customers various benefits in exchange for their loyalty. (Poon, 1993) The key to the success of a loyalty marketing program is relevance. Scheduling intermittent benefits (surprises) can be more effective than a regular set of benefits, special treatment for members, recognition (customers need to hear the message "you are important"). (Poon, 1993)
Although many hotels have a loyalty program, few actually use it. One of the most effective programs for these programs is the scale type, with benefits that improve at every step. The scale system ensures that there are benefits for all members, regardless of frequency or number of points. As members earn more points, they can use their points for greater benefits, thus validating the efficiency of the system. (Poon, 1993)
For example, an important benefit offered by a hotel program can be the guarantee of availability during the seasons. Other bonuses can be free nights (for a minimum number of nights spent in the hotel), free internet, breakfast, late checkout. Some hotels have begun to offer more elaborate models of loyalty program with spa treatments, private tours or even courses. (Poon, 1993)
Companies combine data collection and psychology to identify the visitors who bring the most money in the long run. Those who, besides the accommodation, spend a lot of money on other services are probably celebrating a special event and have little chance of returning to the same location. On the other hand, those who spend less money are probably businessmen who travel a lot and can be loyal to the hotel chain. And loyalty is made both by providing quality services and by a good image. Moreover, technological innovations bring added value and comfort to any guest, now this is one of the most important factors in choosing accommodation units. (Poon, 1993)
The software solution offers easy booking, instant check-in, multi-location, integration with the location's website, keeps customer history, issues invoices, vouchers or detailed reports. Hoteliers who speculate promptly and efficiently the need for technology have a real competitive advantage in this extremely dynamic market where customer satisfaction is of major importance. (Williams et al., 1996) The freyapos.ro solution is meant to satisfy the need for technological innovation and is an excellent way to personalize the guest experience within the hotel. (Williams et al., 1996)
Increasing customer loyalty by creating a program is one of the winning strategies in any marketing campaign. When designing such a plan, hoteliers must take into account that the size of the benefit is less important than the perceived value of it. Guests need to be shown that they are important. In this respect, loyalty cards or special treatment for members can be made, a set of exclusive experiences can be offered to those who stay a certain number of days a year in the respective hotel, discounts at the restaurant of the unit, free transport to the airport, free access at spa treatments or free breakfast. (Poon, 1993) Customers will always return to a hotel where they have had high quality services, regardless of the number of stars. Comfortable, clean and attractive rooms, treating guests with respect, friendly employees who respond effectively to the needs of clients can make people return to the accommodation unit. Enthusiasm and good mood are contagious, which is why all employees must promote the qualities of the hotel they work for . (Poon, 1993)  Customers appreciate the time and effort that hoteliers make to ensure the best conditions. Thus, if the guests had special requirements, the hotelier will take this into account to send them personalized offers according to their wishes or will provide the client with everything he needs at the next visit. It is necessary to know the behaviour of the guests in the accommodation unit, their habits and preferences in order to surprise them in the most pleasant way. ( Migdal,2015)
As can be seen, from the earliest times until today, the hotel industry has tried to adapt to the needs of the clients and has always focused on meeting the needs of the clients. (Migdal,2015)  Of course, in the meantime, many things have changed: the conditions are no longer the same, the communication and socio-cultural barriers are no longer the same, and the technology has advanced and is being used more and more in this area, the main purpose remained the same as in the beginning: customer satisfaction. (Poon, 1993)

4. [bookmark: _Toc12517965]Conclusion
In conclusion, it is important for hotel chains to take into account these loyalty strategies, but it is even more important to take into account how they communicate with customers, the importance of the online environment in which they promote their business, the cultural environment from which customers come. and adequate staff training. All this ensures success in the hotel market, even if the competition is fierce. (Buhalis, 1997)
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