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Hospitality
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EHL Hospitality business school defines hospitality as ‘extending a welcome to guests or offering a home away from home’. Hospitality is an important part of the industry as it sets the tone for positive guest experiences. Strong hospitality can create and encourage customer loyalty, build trust with visitors and create a more welcoming atmosphere for new and existing customers. Accommodation is one of the more important areas of the hospitality sector as they offer important services that will attract different types of travellers. This hotel strives to meet the variety of needs through a high standard of service and a positive guest experience. 
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Personalisation
Loyalty programme
Hospitality relies heavily on positive social interactions between staff and guests, as these moments will define the overall experience and influence a guest’s decision to return. Within this hotel we offer loyalty programmes and incentives for visitors to strengthen these relationships. By doing this it means that repeated visits will spend more and boost the hotels profitability. It is stated that the loyal customers are on average 22.4% more likely to spend more during their stay in a hotel (Roiback, n.d.), this means that the loyalty programme is effective in making money in other departments like the events held, onsite amenities and food and beverage. Loyalty programmes are also becoming more popular among younger travellers which is in line with the target market for this hotel, strengthening the relationship with customers.
This also relates to the social exchange theory which looks at the way people make decisions based on the rewards and costs they get out of something. If the costs outweigh the benefits, then visitors are more inclined to not return. So, this represents to the theory as they will be receiving rewards which outweigh the costs, so they’ll be more likely to return and recommend the hotel to friends and family. This can also be affected by several factors like, the way staff treat guests, the speed and quality of service that guests receive, comfort within the hotel during their stay and the attention to detail that the staff have. What is provided for guests will reflect the hotel and its staff making guests perceive it as positive or negative and furthering the relationship between the two.





Slide-3
Upselling techniques
Within hotels upselling is a technique where they will use selling points to help them stand out from their competitors and show visitors what makes them unique. The Riff Hotel is unique because it offers an immersive experience that is centred around music. It provides high quality service partnered with a large music collection for guests to enjoy during their stay. Upselling can take place at any time during a visitors stay. For example, when a guest arrives, they can be offered a new superior room or can be provided with an upgrade. This can transform their stay from an average one to a more memorable experience especially if they have had a previous bad one, this can lead to them being more likely to rebook and leave positive reviews. 


Slide 4
Personalisation
Another area of hospitality is creating a positive and memorable experience for guests that shows them what the hotel has to offer. One way this hotel does this is through personalisation. When arriving in their room guests are met with a fun yet professional musical themed room. During their stay this hotel offers a range of amenities for guests to enjoy, for example there are a range events like open mic nights, and band visits being held in the hotel as well as, private music rooms that will be available for visitors to book and use throughout their stay. There are three rooms within the hotel each with their own vibe each including instruments like guitars, a drum kit, speakers and an area for equipment to be stored, each of these rooms are soundproof so they will provide something different. Having these rooms creates a more memorable experience for them. It also allows visitors to fully be immersed in what the hotel has to offer. This will build guest satisfaction and leave a lasting impression making them more likely to return in future. It builds the brands identity helping them to stand out against current competition like other nearby hotels. 
Anticipating guess needs is another important area for hospitality as it is a way for guests’ experiences to be built on. It is a way to elevate their visit, through being proactive. Through staff acting before being asked by guests, they can make the experience more positive and create moments that reflect care for the guests. For example, if staff know that there is a guest with a birthday or anniversary then having ballons or a small card being left in their room can make it more personal, or providing a cot provided for families with small children reducing inconveniences. Anticipating these needs can prevent potential complaints and make the guest feel valued in a personalised way through showing an attention to detail, contributing to the overall experience.
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