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HOSPITALITY AND GUEST SERVICES FOR THE HOTEL INDUSTRY

Executive summary
This chapter highlights the hotel reputation, customer loyalty and, brand image of hospitality management. Hotel reputation mainly depends on the customer services that are provided by the m management team of the organisation. The management team of a business organisation is focusing on the customer's expectations. A unique service is provided to the customers for the better development of the business organisation. The challenges that are faced by the organisation are highlighted in this assignment and the strategy to mitigate these challenges is also described in this assignment. This study also highlighted the innovative technology that is implemented by the organisation to enhance customer satisfaction. 
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[bookmark: _Toc127978922]Introduction 
Hotel reputation management is an effective practice that is influencing customer satisfaction by maintaining the customer's expectations. Customer retention rate is increased through maintaining customer satisfaction and this factor is providing competitive advantages. The overall growth of the hospitality industry mainly depends on the brand image and brand reputation as the number of loyal customers is increased by enhancing the brand reputation. In this study the discussion is about brand consistency, “hotel standards”, “reputation management” and the “customer loyalty” of Hotel Company. The chosen organisation is Holiday Inn and they analyse the way to develop effective reputation management. 
[bookmark: _Toc127978923]Describe the standard of the brand consistency 
Holiday Inn is focusing on customer satisfaction to enhance the revenue of the customers as effective services are increasing the number of loyal customers. Customers' “retention rate” is enhanced as Holiday Inn is trying to increase the growth rate of the particular organisation by enhancing the customer satisfaction rate. “Holiday Inn” is a USA-based organisation that is also operating its business operation in the United Kingdom as the reputation management of the hotel in a brand is in effect. Therefore, it can be stated that Holiday Inn is trying to expand its business organisation to the global market by maintaining the customers' expectations. Brand consistency of this organisation is maintained by providing effective services to the customers and the needs of the client are met by the organisational head for establishing the hotel standards. As opinionated by Mohammad Shafiee and Tabaeeian (2022) customer’s consistency of an organisation is maintained by giving a “desirable service quality” to the client. Holiday Inn is mainly focusing on brand reputation as it implements quality services to the guests of the organisation and this factor is influencing the customers' feedback. Therefore, “customer loyalty” and “brand reputation” depends on the quality of services that is enhancing the employee retention rate. As opinionated by Chung and Byrom (2021), the brand standard enables the “hospitality business” for the consistent performance of the organisations and provides high-standard services to the customers.  
[bookmark: _Toc127978924]Evaluate the process to manage the hotel's reputation effectively 
Hotel organisations are enhancing the reputation of the brand image by promoting the services through social media and other promotional activities such as paid advertisement. As opinionated by Sijoria et al. (2019) “brand reputation management” is an effective process that controls the customer's experience by taking strategic action as per the requirement. The services can be promoted by the organisational head for the better development of organisational productivity (Liu et al. 2020). Effective communication with the stakeholders is improving the hotel adaptation as the transparency about the service quality is properly maintained. As opinionated by Abdelmoety et al. (2019) customers' expectation is one of the most important factors that influence sales figures as customers like to use the effective quality of services. Brand consistency is an important factor as high-quality services ensure the “customers; expectations” and help to increase the reputation of the hotel. In the case of Holiday Inn, it has been observed that this company is communicating with its stakeholders through social networking sites and direct e-mailing to maintain reputation management. The revenue of this organisation is increased by 4.75% through directly communicating with the stakeholders (IHG.com, 2023). Therefore, it can be said that the revenue of an organisation is increased through maintaining transparency with the stakeholders. 
On the other hand, the current marketing trend and the “service trends” is establishing the brand reputation in the global market. As commented by Abdelmoety et al.(2022), global customers like to use up-to-date and effective services from hospitality companies. The hotel is maintaining global marketing trends by introducing robotics technology in their organisation for better development. Therefore, customer satisfaction is carried out and the Holiday Inn is enhancing the customer retention rate by 7.8% (IHG.com, 2023). Therefore from this above discussion, it can be stated that barbed reputation is increased through the implementation of innovative technology and following the current marketing trends. 
[bookmark: _Toc127978925]Analyse the importance of effective guest review management and the effects of the negative impact 
“Guest review management” is one of the most important ways that help organisations the improvisation. Organisations are taking the responses and making the services as per the customer's expectations (Hang et al. 2020). Guest review is one of the most essential factors that are impacting on the organisational growth and its impact on the productivity of the hotel company as work procedures can be chosen through guest review. As opined by Anagnostopoulou et al. (2019), the working process of the hospitality industry is mainly based on the feedback of the customers. Customer satisfaction is also fulfilled through working on the customers' responses. In that case, it has been observed the Holiday Inn is recruiting the research and development team to analyse the guest responses and develop the services as per the guest responses. Therefore, it can be stated that “guest responses” are playing an important role in developing an effective roadmap to enhance customer satisfaction. Holiday Inn is collecting feedback as well as responses from the customers and makes their decision as per the customer's requirements (Siyal et al. 2019). Therefore, organisational productivity has increased and it helps to increase the brand reputation. 
On the other hand, negative reviews from customers have negatively impacted the brand's reputation management and Hotel Standards. Therefore, organisational productivity mainly depends on the brand reputation for the better development of the organisation. Moreover, in the case of negative feedback from any customers, others customers are not satisfied with the particular system and it is impacting the organisational productivity (Hao et al 2019). On the other hand, negative feedback from customers is mainly indicating the poor performance of an organisation. As a result of this customers' “retention rate” is also decreased the revenue of the organisation is also decreased. Negative feed in the “hospitality industry” is mainly indicating that the service quality” of the organisation is not in an effective state. Therefore, based on the above discussion it has been observed that this is the most important factor that is influencing the brand reputation and brand productivity.  The growth rate of the hotel company is also affected due to this negative feedback. 
[bookmark: _Toc127978926]Evaluate the way to develop the hotel's reputation and customer’s loyalty by hotel management 
Providing effective quality services to customers is one of the most important ways that is impacting organisational growth. As opinionated by Bashir et al. (2020), the management team of the hospitality industry is taking feedback from the customers and developing the product as per the customer's expectations. Effective quality of the services mainly depends on organisational productivity as well as brand reputation. Holiday Inn is giving an effective quality of services such as providing good quality food and a healthy environment to the customers for the better development of the Hotel Standards. This factor is impacting the organisational growth as the revenue of the transition is also increased. In a survey, it has been observed that customer loyalty enhances revenue by 56.5% in the case of the hospitality augment (Statista.com, 2023). Therefore, it can be said from the above discussion that the hospitality industry is trying to establish its brand image by enhancing the number of loyal customers. The numbers of loyal customers are dependent on organisational growth and this factor can help to increase revenues.

[image: https://lh3.googleusercontent.com/HXzJ9whvrc5s40JufJdNlvCN0FShaEb0I_8iIP94kk7BaQ527QL01sQ33OL2CYCqMtDr27-re3bBc6ysUAwBvnyp6CBcmKtHA2U1kAUUe85B_UeNDuEJj2snSE5y4urhzozUxsj8UqUur9e85G_ESyk]

Figure 1: Revenue graph of Holiday Inn 
(Source: Statista.com, 2023)
Describe the issues that are faced by the organisation in the hotel industry 
Lack of communication is one of the crucial issues that are faced by organisations in the hospitality industry. The employees of this industry cannot properly communicate with the customers and the customers' satisfaction is not maintained. The hospitality industry is not implementing innovative technology in the hotels whereas 70% of clients like to use innovative technology in the hospitality industry (Staista.com, 2023). Sometimes it has been observed that the hotel industry is not maintaining hygiene in the rooms and this issue is affecting the brand image and the brand reputation. 
Strategies to mitigate the issues
Several challenges are faced by the hospitality industry due to miscommunication with the stakeholders. Stakeholders of the organisation have no clear idea about the services and then a change of the services (Liu et al. 2020). Moreover, another challenge that is faced by the Holiday Inn organisation employee is the lack of knowledge in new technology such as robotics technology and “artificial intelligence technology”. Therefore, they cannot sort out the problem of whether technological-related issues are raised.  The customer satisfaction level is not maintained; this is the most important factor that is impacting organisational growth. Holiday Inn is giving "training and development" to the employee about innovative technology therefore the effectiveness of the employee is increased. As a result of this, the productivity of the organisations also increased. 
[bookmark: _Toc127978927]Conclusion 
It can be concluded from the above discussion that the management team of the hospitality industry within Holiday Inn Company is trying to develop its brand reputation and brand image. Customers' retention rate and the number of loyal customers are playing an important role to enhance the reputation of the brand. Several issues such as technology-related issues and hygiene-related issues are faced by the hospitality management team. The management team of this company is promoting their services through social media and digital marketing. Organisations are following the current marketing trends and implementing innovative technology to attract customers. 
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