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[bookmark: _Toc129175987]EXECUTIVE SUMMARY
The hospitality industry relies on customers having a positive experience so that they will return. For this reason, a company's standing in the public eye is of paramount importance to its long-term commercial viability. The purpose of this research was to examine the relationship between hotel image management and guest retention, to identify the challenges faced by hotel operators, and to provide guidelines by which these establishments might better serve their guests. In this work, we used an explanatory research strategy.
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[bookmark: _Toc129175988]INTRODUCTION
Every day, it seems, a brand-new hotel opens, and even the established ones regularly include modern amenities to remain relevant (Brown, Bessant and Lamming, 2013). Everyone works hard to stay ahead of the competition by anticipating and satisfying client demands. Customers value cheap prices on high-quality goods most, followed by the items' dependability and safety, the store's cleanliness, the ease of communication between employees, and the products' availability. Every company that wants to keep its customers around for the long haul must work hard at keeping their reputation spotless. Among the various variables that make it easier to maintain client contentment high and give outstanding services are the approaches, models, and ideas presented in this study.
[bookmark: _Toc129175989]MAIN FINDINGS
[bookmark: _Toc129175990]BRAND STANDARDS
Focusing on the apparently random treatment that visitors of Baglioni Hotels and The Berystede Hotels may get, this research examines the hospitality sector. If the hotel seems to have helpful employees, the visitor will have a better experience. An analogy would be being a visitor at someone's home and being treated nicely, but getting the impression that the host isn't thrilled to have you there. But this does not explain why you showed up at the location in question; it just suggests that they felt obligated to invite him (Jones and Martin, 2015). Unless you're a very unpleasant person, you probably wouldn't enjoy yourself if you believed your host was going out of their way to be kind to you. The procedures you've outlined are followed universally by hotels. When visitors check in, they want to feel at ease, and that may be achieved by a friendly greeting from the hotel personnel that also seems like they're having a good time. The article's central argument is that hospitality should come naturally.
[bookmark: _Toc129175991]CONSISTENT SERVICE
According to Maslow's hierarchy of needs, the company thinks that providing guests with a consistent level of hotel service is towards the top of the list (Zeithaml, Bitner and Gremler, 2022). The Berystede Hotel, a legendary landmark and pioneer in the hospitality business, is reportedly the subject of this claim.
It may be necessary to attend initially to a person's most basic physiological requirements. To that end, customers should give serious consideration to the hotel's capacity to provide their basic needs, such as those related to nutrition, clothes, and shelter. Second to time is safety. Every guest at the hotel should feel confident in his or her own abilities to take reasonable precautions to avoid any unwanted incidents (Sparks and Browning, 2021). This means that the welfare of humanity is now just third in priority. A sign that hotel visitors are eager to go out and see the area. This brings us to the fourth tier, which we'll label "esteem," in which the visitor actively seeks the hotel's endorsement or some other kind of social acknowledgment. Presenting your membership card might get you discounts or other perks at hotels and other companies that participate in the program. By the third phase, an individual has fully realized who they are and is making the most of their abilities. It's important or at least preferable in the hospitality industry that people feel like they've accomplished something. In the hospitality industry, a self-fulfilling prophecy happens when a hotel routinely upgrades its most regular visitors to more luxurious rooms (such as suites) or reassigns them to a different room (Pullman and Rodgers, 2020). Consistency and dependability in service delivery is a cornerstone of the hospitality sector. This occurs when hotels reliably satisfy their ideal clientele.
The hotel industry has benefited greatly from the adoption of standards, which has allowed workers to become more efficient. A variety of targets are within reach. The way an organization's customer service department deals with calls or the way that lunch is delivered may say a lot about its values and culture. Consider the Walt Baglioni Group in its whole, comprised of all its many departments (theme parks, hotels, merchandise, entertainment, etc.). The business emphasizes efficiency, security, professionalism, and good manners (Pongsiri, 2022). Actors have a duty to both the public and them to avoid unnecessary risks on the set. They need to show respect, courtesy, and hospitality to the visitors. Actors have an obligation to be believable in their portrayals. In addition to these four obstacles, Baglioni also follows seven more service criteria to ensure consistent quality. Only a warm hello and reassuring smile should put their minds at ease. It's important that they create sniffling noises to put clients at ease. They believe it to be an ethical mandate to aid those in need. People in the limelight shouldn't be reluctant to approach members of the crowd and start up talks. They, like Doc, have an immediate need to resume their duties. If they use the right body language, they may also come out as less agitated. Make your site sound like a dream so that your visitors have a great time. The performers should end by thanking the audience members, but they should avoid becoming too sentimental (Peng, 2014). The company's attempts to inform its actors and give excellent service to its customers depend on their adherence to these values and rules. If they follow these rules, they have a fighting chance of making the world a better place.
[bookmark: _Toc129175992]REPUTATION MANAGEMENT
Reputation management is used by businesses to limit the impact of negative press and consumer feedback. It's a great way to get to know your consumers and show that you care about them beyond just the sale price. Nevertheless, few hotels really implement solutions designed to improve their online image. This is a concern since a negative online reputation may hurt your position in search results and cost you reservations. Yet, in this era of widespread internet literacy, hotels can no longer afford to disregard the importance of managing their online reputations. The hotel's financial success will depend on how well-known it is. It is essential that it be protected and skillfully managed if it is to remain effective over time (Olsen, Teare and Gummesson, 2016).
Two main considerations should be kept in mind while managing one's reputation:
· Educating oneself through online hotel reviews.
· Efforts made throughout time to improve the hotel's reputation. Any of these things might improve the hotel's standing and bring in more guests. They might also be essential in preserving the hotel's standing in the case of a catastrophe.
[bookmark: _Toc129175993]EFFECTIVE GUEST REVIEWS MANAGEMENT
Due to the abundance of information readily available online, modern consumers are more informed than ever before. Across all industries, customers now have access to in-depth analysis, individualized recommendations, and even instructional videos. Learned from the data about how all of this affects consumers' decisions. No industry can afford to ignore its internet reputation as much as the hotel industry. Hotels, however, have their own special issues that require addressing.
Before and especially in the early days of the internet, tourists relied on travel firms for expert advice (Luo and Homburg, 2017). This group's preferred travel periodicals included Lonely Planet and Former's. For a long time, a positive review in one of these publications was directly correlated to the financial performance of your hotel. Until that time, hotels were not as concerned about how they seemed to the public. Severe shifts have occurred recently. Being visitors, tourists are always taking stock. These reviewers invest effort into writing detailed, informative descriptions of their experiences at a variety of hotels (Dehghan, Shahin and Zenouzi, 2021). Users may simply and quickly provide ratings on popular review sites like TripAdvisor, Google Reviews, Yelp, and Booking.com. Due to this shift, the great majority of customers now check online reviews provided by previous guests before deciding on a hotel.
[bookmark: _Toc129175994]BUILD AND RETAIN CUSTOMER LOYALTY
One measure of customer loyalty is the dedication a demographic has to a certain brand. One definition of a successful business is one that has loyal clients that regularly buy from them. The greatest approach to gain the loyalty of visitors is to provide them with an experience they will never forget, and this is something that hotel marketers are aware of (Kandampully and Suhartanto, 2020). In most cases, you can get there with just a little bit more effort put into advertising, such as upping the standard for cleanliness and providing exceptional service via online check or keyless access. If they had a good time, though, visitors are more inclined to come again.
The key to a successful customer retention strategy is giving each individual client an exceptional experience. Complaints are avoided in Berystede Hotels by catering to every guest's every need, whether it be a passing fancy or the need for something more basic like a sense of pleasure or value (Ingram, 2020). Because of its renewed focus on its clientele, it might see an increase in sales and repeat business. So, it is critical to provide superior service and recognition for hard work. If top-level teams want to avoid severe problems, they'll need to improve their communication. There must be constant access to both email and voicemail. CRM is used by hotels like the Berystede to track and respond to guest concerns (CRM). The possibility for lowered occurrence and severity of problems motivates businesses to invest in educating their employees.
[bookmark: _Toc129175995]RECOMMENDATIONS
It's possible that companies might improve customer service by analyzing past errors and implementing the required improvements. To bring in customers, Baglioni employs the usage of its theme parks and its characters. Baglioni offers an unrivalled customer service staff. Careful preparation, effective execution, and rigorous quality control are essential to a consistently excellent customer service experience (Ariffin and Maghzi, 2012). To make progress, they use strategies like the Six SIGMA Specific Implementation. The Berystede believes that a more diverse staff gives the hotel a competitive edge in the worldwide market. To succeed, the organization needs talented people from all walks of life and all cultures. With the current franchising approach being adopted by the company, locals may manage franchises in certain circumstances, providing they stick to the business strategy and organizational architecture outlined in those documents. There must be more effort made by management and area salespeople to please customers. As a result, Berystede hotels enjoy more success than their competitors.
[bookmark: _Toc129175996]CONCLUSION
Businesses need to maintain high standards so that customers who have had positive experiences the first time around may return and confidently tell their friends about the company (Hudson and Hudson, 2013). As a company owner, you know how important it is to be willing to support improvement techniques. The company must reorganize to better meet the needs of its clientele if it is to compete successfully in today's market. This will give the company the best chance of lasting for many years to come. This has allowed the Baglioni and the Berystede Hotel to maintain their international operations and excellent service to its clientele.
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