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In the fast-paced world of hotel administration and front office operations, understanding and efficiently managing the hotel guest cycle is vital (Özdemir et al., 2019). This portfolio will analyse the pre-arrival, in-room, and post-departure experiences of hotel guests. By delving into the relevant literature and drawing on real-world examples, it will examine the significance of these elements and how they affect the hotel industry, with a particular focus on how they affect guest satisfaction, resource allocation, marketing strategies, management styles, cultural considerations, health and safety, and organisational/industry challenges.
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The pre-arrival phase of a guest's stay at a hotel is the first point of contact between the hotel and the guest, and it sets the tone for the whole stay. Reservation management is an essential part of this phase because of the impact it has on both visitor happiness and efficiency (Stringam and Gerdes, 2021). Hotels such as Marriott and Hilton have simplified their online booking processes to make it simple for visitors to reserve a room, make special requests and even check in before they arrive. This helps hotels predict demand and maximise room utilisation, which improves visitor pleasure and the overall efficiency of the hotel.
In addition, hotels may make the most of the pre-arrival moment to launch individualised advertising campaigns. When a guest books a honeymoon suite, the hotel may contact them with a personalised welcome email and exclusive honeymoon package deals. This method emphasises the value of marketing in responding to guests' specific wants and requirements, generating excitement and expectation before they ever arrive (Vasadze et al., 2018).
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The arrival phase is a critical point in the hotel customer life cycle since it is when customers first set foot inside the establishment. Ensuring a seamless and friendly check-in procedure is of vital significance to make guests feel valued and appreciated. InterContinental is only one of several significant hotels that provide mobile check-in, which has simplified and sped up the procedure for guests. In addition to improving efficiency, this new development also benefits visitors (Sánchez-Medina and Eleazar, 2020).
Luxury hotels like the Ritz-Carlton understand the importance of making an excellent first impression and provide amenities like a warm welcome and a concierge to help make that happen. These personalised services and gestures, such as aiding with baggage or offering information about local attractions, set the tone for a pleasant visit (Morrison, 2022).
This is also the time when good management techniques may make a difference. Guest satisfaction may be significantly improved by giving front desk employees the authority to make judgements and take action quickly (Hudson and Hudson, 2017). Employees who feel they have agency in their work can better respond to and overcome obstacles, converting problems into chances to go above and beyond for guests. An increase in visitor satisfaction is possible when employees are given this much freedom to focus on their needs.
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The length of a client's stay is a critical moment in the hotel's customer lifecycle, during which the level of service supplied to the guest must be consistently excellent. At this point, things like housekeeping, maintenance, and room service are crucial. Hotels that excel in this area, like the Radisson Blu with its renowned "Just Right" service, demonstrate the importance of providing guests with unique and individual attention. This approach ensures that every visitor's needs are satisfied, boosting their overall satisfaction (Tomašević, 2018).
Cultural and management approaches also emerge during a guest's stay. The attitude, viewpoint, and communication styles of the personnel have a major bearing on the level of service visitors receive (Bondarenko et al., 2020). It is crucial to invest in ongoing training for staff and demonstrate a dedication to service quality like the Four Seasons does. This approach ensures that guests are well taken care of throughout their stay and also fosters a positive, guest-centric atmosphere, both of which boost repeat business.
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Check-out is a once-in-a-lifetime chance for hotels to leave a lasting impression on their guests. Check-out procedures must be swift and easy to guarantee an excellent overall experience for guests. The Wynn Las Vegas offers an expedited check-out service for guests who wish to pay their bills and check out of the hotel without waiting. The hotel's dedication to its customers is evident via this amenity, boosting visitors' sense of efficiency (Williams et al., 2020).
Hotels may do more to enhance their customers' experiences beyond delivering a seamless check-out procedure by hearing their opinions. Exit surveys are a common practice in the hospitality sector and provide valuable customer feedback. It is arguable how helpful this type of feedback is for fixing problems, resolving complaints, and enhancing future customer interactions (Heyes, 2017).
When a pandemic occurs, the well-being of those on the road is paramount. Cleanliness police, social isolation techniques, and electronic payment systems are all rising. These precautions are not only for the guests' peace of mind but for their safety and comfort as well. Hotels may make a good impression on their guests by catering to their comfort in this way (Morrison, 2022).
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In conclusion, there are several moving parts and interrelated processes involved in efficient guest cycle management at hotels. Before arrival, throughout the stay, and after departure, the cycle improves guest satisfaction, resource allocation, strategic marketing, effective management styles, cultural understanding, health and safety standards, and resolving industry-specific difficulties.
Famous hotel companies show how these elements may be carefully managed to make visitors' stay exceptional. Hotel managers and receptionists must keep abreast of the latest and greatest in their industry. Workers in the hospitality business who want to improve in their careers and meet the varied needs and expectations of their clients should read widely and frequently about developments in the field. Hotels can ensure sustained success and competitiveness in today's fast-paced, cutthroat industry by taking a 360-degree view of the visitor lifecycle.
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