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The report will highlight the external aspects that affect the Canary Island’s hospitality businesses and how their recovery strategy is negatively or positively impacted by these external factors. 
Therefore, a PESTLE Analysis will be performed in order to develop awareness about the six external influences that affect an organisation: political, economic, social, technological, legal and environmental (What Is PESTLE Analysis? An Important Business Analysis Tool, 2022) and after evaluate the impacts of the factors previously mentioned in the analysis. Hence, quality enhancers in the strategic management practices or even completely new strategies could be developed as a result of an external analysis based on many individual cases. 
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	Factors
	Impacts

	
· Political
	· Autonomous region (Archipelago, n.d.)
· Climate Change and Energy Transition Law 
· Circular Economy Law (The Government of the Canary Islands approves the preliminary draft of the Circular Economy Law – Tenerife Weekly News, 2022)

	
· Economic
	· More than 3B euros revenue in 2019;
· 67% revenue loss in 2020 (Lopez, 2021);
· Year-round holiday destination (Best Time To Go To The Canary Islands – When To Visit, 2019)
· No VAT in the Canary Islands (Turnover taxes in the Canary Islands, n.d.)
· No Islands Tourist Tax (Canary Islands Tourist Tax, n.d.)

	
· Social
	· Smoking and drinking is prohibited in public spaces 
· Not dangerous destination (Gunadi, n.d.)
· 

	
· Technological 
	· Wi-Fi on all the islands (Archipelago, n.d.)
· ICT use encouraged in sector like tourism and agriculture (n.d.)

	
· Legal
	· No VAT in the Canary Islands (Turnover taxes in the Canary Islands, n.d.)

	
· Environmental 
	·  The ocean currents or dangerous fishes are always indicated by flags in the Canaries (Gunadi, n.d.)
· Subtropical climate 
· Sustainable agriculture 
· CO2 reduction 
· Renewable energy (wind energy, eave energy, waste energy) (n.d.)



As resulted from the PESLTE analysis performed, Canary Islands are impacted by many external factors. However, this does not have to be perceived as a negative aspect, as some of the factors can be used in the islands’ benefit. 
One of the Political factors involved in the islands’ actions is the fact that the islands have individual autonomy, having therefore freedom and empowerment to a certain degree to make their decisions. Therefore, the leadership of the islands have implemented new laws, invested and created partnerships with different companies in order to create sustainable energy and agriculture on the islands. 
The Economic aspects of the Canaries were drastically affected by the COVID19 pandemic; as the main income for the islands is brought in by the tourism; during 2020, a decrease of 67% in the overall revenues was definitely noticed compared to the previous year, 2019, where the revenues were more than 3B euros from tourism. However, the islands will be able to recover somewhat quicker than other touristic location as Canaries are considered a year-round destination, therefore it has more opportunities to recover than seasonal destinations. 
Another important economic element is the fact that there is no VAT on the islands, allowing therefore the local manufacturers to have uncompetitive prices for the goods they produce on the islands. 
As most tourist destinations start to charge an island/location tourist tax, Canary Islands do not have such a tax implemented in their laws. However, some of the islands’ hotels still do choose to charge a 2-euro tourist tax per night which goes towards investments in environmental provisions.  
Analysing the location from a social perspective, Canaries are a safe place to visit and it is even recommended to rent a car in order to see the entire island/s at everyone’s own pace. 
Another social aspect to consider when visiting the beautiful archipelago is that public smoking and drinking is prohibited, thus the best way to avoid a fine is to only do it in the special designated spaces.  
The islands also benefit of technological features such as Wi-Fi and mobile signal and the use of ICT is also encouraged in sectors such as hospitality and agriculture. 
The main legal aspects, as mentioned above, is the lack of VAT taxation. Hence, allowing the population on the islands to earn bigger salaries and have bigger profits on goods produced on their land. 
Environmental measures were taken as well by the government in order to protect the archipelago, such as the reduction of carbon footprint, sustainable agriculture in order to maintain the health of the land and renewable energy produced by wind, water and general waste. The government of Canaries is trying to convert the waste produced by the habitants and the tourists into renewable energy. Thus, the process also involves mandatory recycling and sanctions for not respecting the laws. 
The subtropical climate of the destination plays an essential role in the hospitality recovery on the islands. Although the temperatures are great throughout the year, there are location where the ocean could be dangerous, therefore the safe guards will always indicate any potential dangers with different coloured flags. 
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As a result of the external analysis, it was determined that the Canary Islands are impacted by many positive external aspects. The new laws implemented in the archipelago will benefit not only the environment, but also the hospitality businesses which support the economy of the islands. The autonomy of the destination also plays a big part, allowing more room for changes and improvements to be managed. 
The aspects such as low criminality on the islands will as well help at the recovery of the places along with the fact that they are a year-round destination and have an amazing climate. 
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The main focus and the main driver of the hospitality are its guests; without guests, there is no hospitality to practice. Therefore, the main concerns and focus of the hoteliers and hospitality businesses’ owners are on creating the best guest experience for their customers in order to maximise their targeted market and create customer retention. 
Hence, the goal of this essay is to underline and evaluate the main strategic management practices in delivering the best guest experience and how to create competitive advantages in order to create customer retention. 





























Due to many factors as well as the rapid growth of the hospitality industry, the competition is a huge factor that must be considered when opening or reopening a hospitality business. Therefore, quality enhancers as well as personalised services/stays should be a top priority when trying to win as well as retain loyal customers (Premo, 2017). 
As Dickinson mentioned in an online article, creating loyal customers requires good communication between the hotel and their guests. However, Dickinson claims also that when it comes to delivering personalised and high standard services not many hoteliers realise that the true valuable moment is actually before the guest’s arrival. In order to be able to retain a new customer, an organisation needs to know what that particular customer could desire and thus fulfil their need before they request any help. 
In the same article, a few strategies were explained in order to enhance the guest’s experience upon their arrival, such as: sending a booking confirmation email that should also include details about the booking and the organisation along with access to their phone app; a study showed that 57% of users in UK prefer to use a smartphone when making a booking, therefore having a mobile app for an organisation would increase the guests’ experience. As a part of the mobile app or the official website, the company should also provide 24hours customer care through a web chat. Another strategy to create personalised experiences is through social media; Dickinson claims that a win-win situation which would make a big difference is actually very easy to achieve and thus to deliver; if the social media channel would take the user to the offers page or their tours department after making a booking, this would allow the personalisation of their stay further. 
As another step a few days before the arrival, a pre-stay questionnaire should be emailed or texted to the guest, so that all the features available in the hotel can be customised to best suit that particular guest’s needs (Dickinson, n.d.). 
The tactics presented by Dickinson are highly likely to create new customer loyalty and retention in the future. 
The “Care of one” article available online also stresses on the importance of hyperpersonalisation when it comes to guest experience. The article claims that hyperpersonalisation should be a top priority for every business within hospitality by the year of 2025.  
In the same article, four practices that sustain hyperpersonalisation are mentioned, such as: Really knowing the guests - by gathering all information and past interactions across all channels, a more personalised experience can be delivered. The second practice involve reacting to the guests before they reach out; by gathering insights such as data and analytics, the employees can appreciate in advance many opportunities to impress the guest or solve a problem before they actually complain. The third approach discusses a perfect synchronisation between all channels of communication between guest and the organisation, in order to provide a seamless guest experience. The last practice mentioned talks about employee empowerment; this approach is meant to eliminate barriers and processes for the guests in order to get problems solved. This approach sustains that an empowered employee can be a lot more efficient and therefore deliver a better guest experience if able to address the guests’ needs and concerns by making real-time decisions based on individual needs/situations (Berg, Gilbreath, Jacobson and Phalin, 2020). 
The strategic management practices described in “The care of one” are essential practices in creating new loyal base of customers as well as in customer retention, thus any organisation within the hospitality industry should adjust their strategic practices to the new requirements and needs of the guests. 
Benjamin Verot shares on an article on Hotelminder.com that as part of hyperpersonalisation, the technology also plays an important role. Allowing the guests the option to self-check-in/out, the option to chat with a virtual assistant rather than a real associate, as well as have voice commands in their rooms, etc, are features appreciated among the millennials. Since the Y generation in more technology orientated, digitalisation definitely is part of the way forward in delivering personalised experiences. Hence, digitalisation is considered to enhance guest experience, as well as improve efficiency and cut operational costs (Verot, 2021).
China had already noticed the new technology trend among the millennials, therefore one of the most digitalised hotels - Alibaba – has opened its doors and can be found in China. The hotel is mostly operated by robots which are available 24h per day and are at just a voice command or a click away. The hotel’s guests benefit of facial recognition instead of keys for their rooms, as well as in advance mobile check-in and in-house purchases made based also on facial recognition systems which add the charges to the room and once the guest is check-out the payment is automatically taken for the stay. 
However, there are also people working in the hotel and standard reception services are also available for the guests that still prefer to have a digital key or address their concerns to people and feel the human touch (Inside Alibaba’s new hotel in China that looks like a spaceship and is staffed by robot bartenders, 2019). 













Being in the hospitality industry requires always improving and keeping up with trends in order to be successful. Therefore, it is essential that organisations tailor their services based on their guests’ needs in order to create competitive advantage, customer retention and thus the best guest experience. 
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This reflective piece will discuss the view of an individual regarding the brand image of an organisation. A description of what brand image is and its importance, especially in the hospitality industry, and what tactics could be followed to improve the brand image of a company are the aspects this reflective paper is going to focus on. The connection between the brand image and the impact it has on guests will be also detailed. 
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Brand image is the perception a customer has about a certain brand as a result of their interactions. Therefore, depending on what is the market targeted an organisation can use different practices to maximise their reach and connect with guests/customers that share the same visions. A Harvard Business Review study revealed that 64% of the consumers agreed that the shared values are the primary reasons they chose that brand and they also created a relationship with the product/service/company (Kaemingk, 2019). 
I believe that the brand image is what defines an organisation; the brand image should be able to deliver the entire story behind the brand’s intentions. As part of the brand image there is the logo of the organisation which most of the times is the first thing that the potential guests/customers first get in contact with before knowing any other details, therefore, the logo should be able to express more than just a word or an image, it should be able to connect on behalf of the brand. 
Therefore, it is essential for any business, especially within the hospitality industry to create a name and keep working on improving their image in order to become successful. 
As Marianne O’Connor wrote in an online article, I also believe that in order to connect and stay connected with an audience, an organisation needs to stay true to their vision, be consistent and deliver the same level of guest experience across all channels and means (O’Connor, n.d.).
Once an organisation is already recognised for its name it is very important that it is maintained at the same standards. As Sappatti mentions in another article, we are in the age where a negative comment online could really impact an organisation and leave a mark on it if not handled properly; a negative situation can sometimes be turned into a positive outcome. There is something called service paradox where a guest/customer’s complaint can be turned around and transformed into a positive aspect for the organisation; if handled properly and quickly, this can be transformed into a benefit for company and actually result in customer loyalty (Sappatti, 2018). 
The strategies every organisation uses in order to deliver great guest experience are what make the difference and add to the brand image. 
Brand image also creates customer retention by staying true to their vision and mission and therefore creating increased trust and customer loyalty.
Brand image in hospitality is maintained by past and future guests, hence is essential to treat all guests at high standards. Considering that the majority of tourists are millennials, it is crucial to adapt to their needs and be able to satisfy their requests; in order to deliver amazing guest experience for millennials hotels have to keep up with the latest technological trends too (Hannan, n.d.). 
Furthermore, it was revealed by studies that not just the millennials, but also the Z generation are driven by the reasons behind their favourite brand. They need to experience things, to feel connected by sharing the same values and purpose in order to develop a relationship with a brand and additionally to become loyal customers (Lacalle, 2021). 
Generation Y and generation Z are also driven by other factors such as the loyalty programs which rewards them for their loyalty over time. This is a highly important aspect in winning and maintaining the guests base and it plays an important role in the organisation’s competitive advantages as the loyalty programs allow personalisation (Luo, n.d.).
I believe that the best way to create and retain customers is by offering them what they want to consume. As Mike Volpe also mentioned in an article, “Don’t interrupt what your buyers want to consume – be what they want to consume.” Therefore, if a strategy does not work for a company, the best thing to do is to focus on the strategies that do work and try to maximise their potential. 
In the same article where Volpe was quoted, several practices to improve an organisation’s brand image by doing inbound marketing are being discussed. The first tactic mentioned stresses on the same practice mentioned already in the paper – the value proposition, the core values of an organisation; this is a very important aspect that every business should consider as it is most of the times the first thing the guests/customers can connect with and thus is the first element considered when choosing a hotel/company. Another important element discussed in the article is the personalisation and segmentation; thus, it is essential to know the customers you are trying to sell a product/service to in order really to be able to fulfil their needs and also exceed their expectations. Another mention is the well-known social media channel; this makes an exceptional marketing strategy tool as social media comes naturally to people these days and it is a great asset as the information displayed can always be customised to attract specific guests. Along with all the strategies put in place by a company, it is fundamental that the organisation’s website design and structure are transparent, clear and easy to use in order to provide a seamless experience (Kemmis, 2019). 
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Therefore, I believe based on observation and the information provided in this paper that hyperpersonalisation is one of the top priorities any organisation should have, especially in post-pandemic times. The personalisation strategy does not only help at building a brand image, but also at winning new customers and transforming them into loyal ones. People are looking to buy experiences these days and not so much simple services anymore, thus is imperative that the organisations know their market and target it well in order to tailor their services and keep their customers coming back. 
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This report will discuss the staff awareness in the hospitality sector from a stakeholder point of view. It will explain what the stakeholders represent for a company as well as explain why it is important that the stakeholders are kept motivated in order for the organisation to succeed. The report will also offer a few recommendations on how to keep the employees happy and to have a successful outcome as a result. 

What is a stakeholder and why are they important for an organisation? 
A stakeholder is a party involved within a company and who could either be affecting the business or be affected by it. The stakeholders can be primary and secondary, as well as internal or external.
The report however will only focus and discuss about a certain type of internal primary stakeholders which are the employees of a hotel/organisation. Internal stakeholders are essential to any business, especially within the hospitality industry as the good running of the business depends on their dedication and motivation (Fernando, Brock and Rathburn, 2021).
Considering that the associates of a hotel/business are most of the times the voice and the image of an organisation, it is essential that they are able and willing to offer the best guest experience possible.
 
Why is it essential that the internal stakeholders – associates – are kept motivated within their workplace in hospitality?
A great leader understands that the best management strategies are based on human capital and not on financial capital. Moreover, within the hospitality industry this aspect is even more important as the employees are required to stay focused for long hours and be in direct contact with the guests. “Hospitality consumers” are very driven by experiences, therefore having knowledgeable, skilled, motivated and empowered staff will increase the overall profitability and efficiency of the business by creating competitive advantages and customer retention (Sabri, Mutalib and Hasan, 2019). 

Best approaches in keeping the employees happy and motivated?
Therefore, while stakeholders are essential assets for the organisation’s performance it is fundamental that they are kept happy and motivated and this should be one of the management’s priorities.
It was shown by research that the employees who feel that they have some kind of control over their roles’ responsibilities and some flexibility perform better than employees with strict tasks and low real involvement in the organisation. Therefore, allowing the associates freedom of decision up to a certain degree, will create a more efficient and productive business as well as a more enjoyable workplace. 
Another strategy that makes the workplace more efficient is the regular feedback collection. Feedback is not only helpful for the leadership by allowing to understand the associates’ points of view and feelings, but it also helps the employees feel a sense of importance and belonging, considering that their opinion do matter and make a difference in the company (Frost, n.d.). 
Along with feedback and empowerment, Davoren has stated that employee satisfaction can also be enhanced by investing in their careers. Hence, by inviting associates to learn new skills through courses and more training, it proves them that they are appreciated as an important asset to the company and so they will react to it by delivering higher standard services in return.
People can be affected by psychological factors as well, not just by financial incentives; thus, the management can boost an employees’ or a team’s morale and motivation by recognising the employee/team for his/their outstanding efforts and creating schemes such as “The Employee of the Month”, “Employee of the Year”, etc., as well as always trying to offer positive feedback whenever the case (Davoren, 2019).

The following paragraph will analyse a bit further the implications of each of the recommendations made above:
· Employee empowerment:
This approach involves turning the decision-making responsibilities upside-down within a company, thus allowing the front-line associate authority and room to take responsibility in order to customise and offer amazing guest experience. It is considered that being the first contact with the guests, the first-line employees already know more about the guests’ preferences and needs and therefore are the most suitable in addressing any concerns or complaints the guests may face or have. Empowered employees also equal to knowledgeable, professional and skilled individuals who are able to make the best decision for both the guest and the organisation in real-time (Kokemuller, n.d.).
· Feedback:
Lack of feedback could easily drive the business to stagnation and offer the impression of no direction for the employees; however, regular feedback will do the opposite, therefore it can help by offering a view over the strengths and weaknesses as well as offering the opportunity for continuous improvement. (Radley, 2021).
· Training and courses
Investing in human resources is a great investment for both a company and its employees. It creates happier and motivated associates by making them feel appreciated and involved; therefore, psychologically rewarding the employees by investing in their careers will create a connection between the organisation and an individual employee, resulting in loyalty and attachment (Tanner, 2017). 
Many studies have shown that millennials are more orientated towards career opportunities and therefore statistics results say that 34% of millennials have left a previous job for more career development opportunities and 86% have claimed that is very unlikely they would leave a current position if their training and courses were offered by the employer (39 Statistics that prove the value of employee training, 2021).
· Psychological rewards
The psychological rewards could be referred to as intrinsic rewards as well of course due to their nature. Intrinsic remunerations are of an emotional and psychological value, such as being appreciated for outstanding work or for completing a particular task. An intrinsic reward could be “Employee of the Month” prize, personal growth, more freedom within the workplace, etc. (2021).
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Furthermore, associates or internal stakeholders are extremely important assets for any organisation, and even more in the hospitality industry. 
For this reason, it is essential that all individuals within an organisation share the same visions and mission and work towards the same goal; the employees are one element that are affected and can also affect the business performance, thus, they should be kept happy and motivated through diverse methods in order to deliver great customer experience and therefore to create customer retention and competitive advantages. 
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This essay is going to discuss and evaluate regulatory affairs concerning the hospitality industry in the UK. The paper will also offer details about the changes that happened due to the COVID19 pandemic and how it affected the laws in hospitality along with the impact all this sudden change had on the growth on the industry.
















	
In order to be part of the hospitality and have the doors open for the guests, there are many aspects to consider and many steps to make. Therefore, many laws and regulations need to be followed in order for an accommodation/hotel to be safe and legit to run. The law requires that all the information such as invoices and receipts from all the purchases made in order to build/furbish the new hotel has to be kept as accounting information. 
Under The Trade Descriptions Act 1968, it is an offence to offer on purpose misleading information to potential guests while marketing a property. It is the hotelier’s responsibility to ensure that all the information displayed on the official website as well as on the other marketing channels, reflect the truth about information such as prices, accurate descriptions of the property, the available features and facilities, etc. 
One of the top priorities of any organisations is the Health & Safety measures that need to be clearly explained to the organisation’s associates; therefore, under the Management of Health and Safety at Work Regulations (MHSWR) 1999, all employers are required to carry out risk assessments to protect the employees from any foreseeable risks, such as determining any hazards that could exist in the workplace and implement control and prevention measures, as well as assign and train team members regarding all the emergency procedures (Legal requirements – Work related violence – licensed, n.d.).
If the accommodation is going to provide their guests with food as well, there are many legal duties the hotel will have in order to make sure that all the food is handled, stored and cooked in a safe and clean environment, therefore the management must make sure that all employees are well trained and knowledgeable in their work area. Failure in complying with all the hygiene regulations can lead to the closure of the property by health officers. 
In addition to safety and cleanliness in the restaurant and kitchen, the organisation must also hold an alcoholic beverage licence in order to be able to sell it during meals or in their bar area, under the Licensing Act 1964 (Hotels Laws UK | Hospitality legislation UK, n.d.).
General Data Protection Regulation (GDPR) is another important element of security that need to be ensured for the guests’ data that are visiting their hotel. The way that data is gathered now and used by organisations has to be transparent and very clear; the guest’s privacy is very important, thus sharing personal information with third parties for marketing or other reasons is prohibited, unless the guest chooses to opt-in for certain marketing activities (General data protection regulation (GDPR) FAQs for small hospitality businesses, n.d.)
The unprecedented times we lived in brought along many changes in the way things were being done. Up until the 24th of February 2022, people and businesses in UK were still compelled by the law to follow some safety measures due to the COVID19 pandemic. However, as per the 24th of February, all the remaining restrictions such as self-isolation for people who test positive for COVID19 and data collection by the businesses in order to track & trace were completely lifted. Although the restrictions have legally been lifted, the government still advices the hotels and crowded businesses to still follow the health advice in some aspects (Hotels and guest accommodation - Working safely during coronavirus (COVID-19) - Guidance - GOV.UK, 2022). Before the beginning of 2022 and the pandemic measures were still in place, hospitality businesses had to follow processes such as not allowing more than six people to eat or sit at the same table in their hotel/restaurant, mandatory use of face mask, one-way systems, sanitising stations, plastic protection panels, 2m social distancing, etc. (Coronavirus (COVID-19): how to stay safe and help prevent the spread, n.d.).
While the main focus was always on people, the time came when people need to look after the environment more now in order to maintain a sustainable environment for the current and future generations. The environment legislation has been changed in ways that affect the hospitality industry, but the changes are going to have a positive impact on the businesses as well, by generating value too. The hospitality industry is actively involved in moving towards a more circular economy. Therefore, one of the new laws coming in force from 2023 will imply that the hospitality businesses will have to separate the food waste from the general waste in order to be collected separately (What does the Environment Bill mean for the hospitality industry? - Tidy Planet Composting, n.d.)
















This essay has focused on highlighting some of the main regulatory affairs that directly involve and affect the mainly the hospitality industry in the UK. The main concerns were mentioned through the paper along with the necessaire explanations. The essay also mentioned about the COVID19 effects and its development over time in UK as well as globally. 
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