
1 
 

 

 

 

 

 

 

 

 

 

Hospitality and Guest Service Management 

Report 

 

 

 

 

 

 

 

 

 

 

 

 

Student name: Darius-Raul Condescu 

Student ID: 2212965 

Course: Hospitality and guest service Management: BMIH 4003 

Tutor: Muhamad Cassamo 

Due date: 09.03.2023  



2 
 

 

Contents 
Introduction ............................................................................................................................................ 3 

Main findings…………………………………………………………………………………………………………………………………….4   

Conclusion ............................................................................................................................................... 6 

Recommendations .................................................................................................................................. 6 

References List ........................................................................................................................................ 8 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



3 
 

 

Introduction  

In the report, the purpose or objective of the brand consistency standards will be briefly 

addressed. Apart from this, the approaches or strategies will be discussed in the report 

which the management of the hotels can utilise to manage and enhance their 

reputation in the marketplace. The reports will also address the significance and 

impact of the review (either positive or negative) on the reputation of the hotel in the 

market. Moreover, the strategies will also be expressed in the report which the 

management of the hotels can use to retain and build their customer loyalty. 

Furthermore, the recommendations will be given in the report to the hotels regarding 

the current market trends.  
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Brand consistency means delivering the brand message as per the brand 

values, strategies and identity over time. In order terms, brand consistency means that 

the target audience of the company is being exposed to the visual branding, core 

messages and disparate brand elements on a regular and repeated basis which helps 

the business to solidify its brand recognition in the marketplace (Xiong and King, 

2019). Brand consistency standards are widely used by the management of the 

organisation to deliver crucial information to the end customers in the market regarding 

their services and products. Apart from this, brand consistency standards are used by 

businesses to build a special and emotional relationship with their existing and new 

customers in the marketplace.  Furthermore, the major purpose of the brand 

consistency standards is that helps the management to shape their brand perceptions. 

Brand consistency helps managers to build a positive perception regarding their 

services and products which in turn increases the revenue and net profit margins of 

the organisations (Mi et al., 2019). Moreover, brand consistency is used by the 

administration of the organisations to differentiate their brand from their rivals in the 

market as well as helps the managers to build loyalty and trust among the customers 

regarding the brand in the marketplace.  

In the hospitality sector of the United Kingdom, all hotels have different 

standards. If the hotel is non-luxurious then the standards of the hotel are lower than 

the luxurious ones. This means that the quality of the services they will offer to the 

customers will be lower but they will offer the services at an affordable price range for 

every customer in the market (Chan et al., 2021). An example of a non-luxurious hotel 

in the United Kingdom is the Resident Liverpool. On the other hand, luxurious hotels 

will offer higher quality services to customers for meeting their every possible need 

and requirement but at a higher price range. An example of a luxurious hotel in the 

United Kingdom is Ritz-Carlton. So therefore, the standards of the hotel mainly 

depend upon the price range of the hotel (Yadegaridehkordi et al., 2021).    

There are different approaches through which the management of hotels can 

effectively manage their reputation in the marketplace (Yu, 2020). The management 

of the hotels can manage the reputation of their hotels by offering superior quality of 

sices and products at a reasonable price range to the customers. Apart from this, the 

management of the hotels can use digital marketing to create a constant buzz 

regarding the high-quality service of the hotels in the marketplace (Xu, 2020). This will 
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in turn help them to effectively manage and enhance their reputation in the 

marketplace.  

For example, the management of Ritz-Carlton can manage its reputation by 

fulfilling the needs and requirements of the customers in the market. As well as by 

offering them a unique experience which they have not experienced yet.  

Guest review management is very important in the hotel industry as it helps 

businesses to enhance their customer loyalty as well as gives a voice to the 

customers. Furthermore, guest review management also helps the management of 

the hotels to know what is being said by the customers regarding their services and 

products in the markets (Hu and Yang, 2021). Apart from this, the reviews of the 

customers also help the hotels to know or understand the loopholes in their operations 

and functions. By evaluating the reviews the management can bring changes in their 

operations for meeting the requirements of the customers in the market.  

Negative reviews have a bad impact on the brand image of the hotels in the market. 

This will destroy the reputation of the hotel in the marketplace which in turn can affect 

its customer base and revenue margins (Nilashi et al., 2021). Due to the bad or 

negative reviews on Google, potential customers will restrain themselves from 

purchasing the services of the hotels which can minimise their sales volume.  

There are different approaches through which the administration of the hotels 

can retain and build customer loyalty in the marketplace. For instance, the 

management of Ritz-Carlton can improve and build customer loyalty by providing 

excellent and high-quality services to their customers. Apart from this, the 

management can build loyalty by giving responses to the feedback and reviews of the 

guest in a regular manner (Corradini et al., 2021). This will help the business to build 

a strong connection with the customers in the marketplace. On the other hand, the 

management of Resident Liverpool can retain and build customer loyalty by 

exceeding the expectations of the guests.  

Customer loyalty offers a large number of advantages to the hotel in the 

marketplace. For example, the loyal customer will refer to the services of the hotels to 

their friend circle, family and so on which will give free publicity to the hotel in the 

market. This will in turn increase the reach of the hotel in the marketplace (Lemy et 

al., 2019). Apart from this, loyal customers will use the services of the hotels regularly 

which in turn will increase their profit margins.  
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Online marketing is one of the current markets in every sector as it is the most 

efficient way to grab the attention of customers in the marketplace. The companies 

operating in the hospitality sector of the country such as Ritz-Carlton, the Resident 

Liverpool and so on must focus on digital marketing (Kim and Han, 2022). Through 

this marketing approach, the hotels can effectively promote their services and products 

in the marketplace which in turn will enhance their customer levels and revenue 

margins.  Apart from this, the hotels should reward the hard work of the employees 

regularly. This will in turn motivate the employees to give their 100% in their work 

which will in turn will increase the overall efficiency of the hotels.  

In the markets of the United Kingdom, hotels are major obstacles but one of the major 

obstacles is the shortage of labour. Due to Brexit and the Covid -19 pandemic, there 

is a labour shortage in the labour market of the United Kingdom (Nastasoiu and 

Vandenbosch, 2019). Apart from this, changes in guest expectations regularly are 

another crucial issue that hotels are currently facing in the marketplace of the United 

Kingdom.  

 

Conclusion  

In the above report, the purpose or objective of the brand consistency standards is 

briefly addressed with the approaches that help the managers of hotels to manage 

their brand image and reputation in the marketplace. Moreover, the importance or 

significance of the effective and efficient guest review management system is 

expressed in the report. The report has also expressed the impact of bad or negative 

reviews on the overall performance of the hotel in the market. Furthermore, the 

strategies discussed that the management of the hotels can utilise to retain and build 

their customer loyalty in the marketplace. Apart from this, in the report, the strategies 

and approaches are recommended for the hotels through which they can enhance 

their sales volume, revenue margins and so on by utilising the market trends.  

 

Recommendations  

The administration of Ritz-Carlton should focus more on digital marketing to 

promote or advertise its services and products in the marketplace.  The managers of 

the company should utilise different social media sites such as Facebook, Twitter, 

Snapchat and Instagram to effectively advertise their services in the marketplace 

(Alshurideh et al., 2020). Effective marketing will help the hotel to enhance its 
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customer base and also offer a competitive edge over its competitors in the market. 

Apart from this, they should focus on giving more personalised services to their guests. 

The personalised services will help the business to build a strong relationship with 

their customers which will in turn enhance their customer loyalty and customer base. 

(Juanamasta et al., 2019).  
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