

Assignment Title:	Hotel standards, reputation management, building and retaining customer loyalty 
Student Name:	Sheikh Mohammed sultan 
Student Number:	2133697
Module Code:	BMIH4003
Module Title:	Hospitality and Guest Service Management 
Lecturer Name:	Kathryn Flynn
Assignment Wordcount:	1534





[bookmark: _Toc456901515]Introduction
Management of guests and other hotel activities falls under the purview of hospitality and guest service. He makes sure that every work is carried out correctly. This person's main responsibility is to boost customer happiness and engagement. The outcomes of the hotel are directly impacted by the manager's duties. Organization is the hospitality company taken into account in this research. Understanding hotel standards and the crucial factors that go into making money is crucial. If the standards aren't up to par, the company risks losing customers and getting bad reviews, which will make potential guests reconsider their choice of hotel. To ensure that the Standards are set high, management must create a weekly schedule to check the criteria and assign jobs. It is commonly known that customer happiness is a key factor in driving both new and repeat business for hospitality businesses and is essential to their success. Customer happiness depends greatly on the quality of the services provided, hence hospitality businesses go to considerable lengths to uphold, enhance, and distinguish their service quality through the adoption of corporate strategies and operational policies and procedures. The hospitality sector has experienced tremendous growth in recent years, and sophisticated technology has been introduced, not only in the areas of computerization and the Internet but also through the use of numerous applications that are meant to improve the comfort, convenience, and safety of visitors.


Main body 
There is strong theoretical and empirical support in the literature for the idea that service quality and behavioural intentions are directly related (Bitner, 1990; Bolton and Drew, 1991a). Much focus has been made on how service quality affects repeat business and customer loyalty among the various behavioural intentions (Jones and Farquhar, 2003). Service quality affects a customer's subsequent behaviour, intents, and preferences, as stated by Bolton (1998). Customers are more likely to choose the same provider again when they receive service quality that meets or exceeds their expectations. Moreover, Cronin and Taylor (1994) discovered that service quality significantly influences consumers' intentions to make further purchases. To build a long-lasting relationship with its visitors, the international hotel sector has been utilising a variety of marketing and business tactics under the heading of "relationship marketing" for many years (Tideswell & Fredline, 2004). As a result, the hotel sector at the centre of the expanding and fiercely competitive American economy had to find fresh approaches to draw in more guests and so boost profits. According to Charania (2011), "The hospitality and tourist industry embraced loyalty incentive programmes from the supermarket industry as a relationship marketing tactic in the early 1980s in the face of increased competition. The programmes were extremely popular with consumers, which led to their widespread proliferation throughout the industry. Many businesses started copying the programmes as a way to increase their profits. Kim (2004) also emphasised the existence of loyalty programmes in his comments, indicating that this phenomena of rewarding customers for their loyalty is becoming more widespread in various sectors of the travel industry, including airlines and hotels. Many of the measures launched by organisations in the tourism and hospitality sectors to encourage this loyalty have typically included transactional strategies centred around loyalty-rewarding programmes like "frequent flyer programmes" and "hotel rewards points" (Tideswell & Fredline, 2004). A customer loyalty program's very existence depends solely on the fact that it functions. Several elements affect how effective a customer loyalty programme is, but the major question at hand is whether or not they actually increase loyalty (Rosenbaum et al 2005; Uncles et al 2003; Leenheer et al, 2007; Bowen & Chen 2001; Saili et al 2011). What is certain, however, is that customers are the ones who demonstrate loyalty and who determine the worth of a customer loyalty programme (Saili, Mingli and Zhichao 2011). The study discovered that there are significant questions about the efficacy of client loyalty programmes in the booming economy. (Dowling and Uncles 1997; Shugan 2005; Liu and Yang 2009). Making customers more devoted is possible with a customer loyalty programme (Leenher et al, 2007). Yet, having a loyalty programme for customers is not always a happy condition (Uncles et al., 2003), and the current expansion of the hospital industry (Charania, 2011) makes the situation unstable. Chain hotel marketers have a difficult job because they have to deal with clients who claim to be devoted to your brand but are actually loyal to other companies as well, as was covered in the previous chapter. A customer loyalty programme is more than just a sign of loyalty; according to the written literature evaluation, it also fights to keep clients (Gomez et al, 2006). Inside is proof of effectiveness. The compiled literature analysis demonstrates that a customer loyalty programme is more than just a sign of loyalty; it also represents a fight to keep customers (Gomez et al, 2006). Customers' time and money-related actions provide evidence of effectiveness. With the body of literature in mind, the author will continue with an insight in the following chapter by doing research in the area of customer loyalty programmes in order to produce evidence of an opinion, as suggested by a targeted demographic. In marketing theory and practise, the idea of relationship marketing and the significance of creating long-term relationships between buyers and sellers have been extensively studied and have taken the place of the earlier emphasis on single transactions (Berry 1983; Morgan & Hunt 1994; Grönroos 2007; Gummesson 2008). According to studies (Reichheld & Sasser 1990; Berry & Parasuraman 1991; Buttle 1996; Gilbert 1999), it is more profitable to keep existing customers than to try to win new ones. In the hotel industry, in particular, customer loyalty and its related constructs are extremely important to the success of businesses. 

relationships (Reichheld & Sasser 1990; Morgan et al. 2000). (Reichheld & Sasser 1990; Morgan et al. 2000). Loyal consumers may bring greater assurance to the company; they are less susceptible to price changes and more likely to spread good word of mouth. (Duller 2000); Morgan et al. (2000)). Consumer loyalty is typically determined by elements relating to customer service, such as the personalities of front-line staff. When staff members provide consumers with high-quality service that meets their expectations, customers are more likely to be satisfied, which enhances the likelihood that they will make additional purchases and their level of loyalty. The study creates a relationship marketing model that is based on qualitative, quantitative, and thorough literature evaluation. It gives a thorough, all-encompassing investigation of relationship marketing in the hotel sector as well as a summary of its theory and application. Nine relationship marketing components are included in it: the personality, service quality, individualised attention, customer recognition, product innovation, creativity, trust and commitment, friendship, and social network. The purpose of this model is to help hotels and marketers comprehend relationship marketing and implement the necessary relationship marketing components into their daily operations. The strategy also emphasises the value of hotel culture and its significance for relationship marketing. Relationship marketing is explained in detail in Hotel Management, which also defines its significance in hotel management. Together with a survey of the literature on the subject of employee-hotel relationships, the roles of general managers and employees are examined. The importance of service quality in the hotel industry is also emphasised in this chapter, with a focus on the interpersonal component of service management. This chapter also emphasises the importance of customer loyalty and the growth of customer-hotel relationships. Due to the strong correlation between customer happiness and loyalty, which ultimately results in economic success, customer satisfaction has been the subject of extensive research (Anderson & Fornell 1994). Yet recently, a lot of experts have questioned whether this connection even exists (e.g. Jones & Sasser 1995; Reichheld 1993, 1996). Although these writers offer proof of high rates of satisfied consumers defecting, academic literature has mostly ignored this phenomena. To investigate and quantify consumer happiness, numerous methodologies and tools have been developed. This study only considers customer pleasure as a requirement of loyalty in the context of the hotel sector because it is impractical to cover all of these theories.

Conclusion
This chapter's major goal is to provide a thorough description of relationship marketing's nature and use in the service sector in order to show how it is becoming more and more important in the cutthroat hotel industry of today.
customer loyalty was mentioned as one of the main objectives of relationship marketing. Customer loyalty cannot be formed without its linked concepts, such as customer satisfaction, trust, and commitment. Hotels are advised to develop intimate, long-lasting ties with their clients. This is so because acquiring new clients is much more expensive than keeping the ones you already have. Thus, it's critical to comprehend what customers are actually looking for and to deliver outstanding service in a setting of trust and commitment to establishing a long-term relationship in order to produce relationship marketing methods that win customer loyalty. Relationship marketing is to increase targeted customers' contentment, foster their loyalty to the hotel, and maintain a long-lasting relationship.
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