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[bookmark: _Toc106359426]Introduction 

The hospitality sector can be categorised as highly competitive, with the focus of companies on customer satisfaction and contentment (Hall and Schulz, 2012). Consecutively, companies can experience success and growth by consistent delivery of quality services that meet and possibly exceed customer expectations. This study will focus on some of the most important concepts in the sector by focusing primarily on Travelodge, a UK-based budget hotel chain, and how the company can improve its performance (Travelodge, 2022). Additionally, the operations of other incumbent companies will be viewed to establish a proper understanding of the concepts discussed.

[bookmark: _Toc106359427]1. Hotel standards

This section will discuss a wide range of important aspects that are relevant to the hospitality sector, in general. These would include hotel standards, corporate culture and grading systems.

[bookmark: _Toc106359428]1.1. Brand-consistency standards

Standards in the hotel sector can be termed as the minimum customer expectations in terms of service (Schnyder, 2022). Since there are different types of hotels operating in different budget segments, hotel standards would also differ. For example, customers may expect the highest level of quality from 5-star hotels, while from 1 or 2-star hotels, proper maintenance of health and hygiene may be primarily expected. Therefore, companies work with different standards. Often, grading systems set customer expectations for hotels (Amissah, 2017). To ensure consistency in this case, especially across different branches, hotels must set expectations that are clear and do not overstate the company’s capabilities in meeting the said expectations. If customers somehow have higher expectations in terms of services than what is offered, customer dissatisfaction may increase despite good service provision (Tsaur and Lin, 2013). Again, companies must strive for consistency in service quality. Even the slightest mistake can greatly harm the brand's reputation, especially in today’s day and age of the internet.

[bookmark: _Toc106359429]1.2. Grading systems in the hotel sector

In the UK, there are several grading systems used in the hotel industry. Commonly, the five-star rating mechanism is used, with five stars inferring a hotel of the highest standard and offering best-in-class services and personalisation, and one star referring to hotels that provide the most essential and basic services. The Stratford Hotel, Pan Pacific London, and The Montcalm Royal London House- are some examples of five-star hotels in the UK (Five Star Alliance, 2022). While Travelodge is a 2-star hotel, the company strives to offer a 5-star experience as per its capabilities. Visit Britain, Visit Wales, Visit Scotland and the AA are some of the rating boards in the UK’s hotel industry (Pride of Britain Hotels, 2022). There are slight differences in the star rating system used by each of these organisations. Hotels are also graded based on accommodation, in the UK. Possible categories may include country house hotels, small hotels, townhouse hotels, and metro hotels (MacKenzie, 2022). With the shift towards an affordable staying experience, small hotels are increasing in popularity as they offer hospitality services at low prices. 

[bookmark: _Toc106359430]1.3. Corporate culture

When it comes to the hotel sector, the primary focus is on providing service to customers (Hall and Schulz, 2012). Consecutively, organisational cultures revolve around this factor, with hotel companies broadening their service offerings, including services in the form of restaurants, cruise lines, and amusement parks, among others. With that being said, key characteristics of the corporate culture in the sector would include prioritisation of the company mission, a high level of commitment, and creating and realising a story (Aldehayyat, 2021). Here, policy-making and implementation are not of the highest priority. Rather, through different activities, hotel companies strive to achieve a customer-first environment, with all management efforts aimed at creating the same. In this case, companies put effort into recruiting like-minded individuals who will be able to work with principles similar to those of the organisation and utilise a myriad of skills to ensure the highest level of customer satisfaction.
[bookmark: _Toc106359431]
2. Reputation management 

Reputation management has become crucial for hotel businesses, especially with the advent of the internet (Pervan et al., 2016). Now, the process of managing reputation revolves around monitoring how a business is seen by the public on the internet and possibly affecting this perception positively. Travelodge’s issues in terms of service quality management have largely translated into a negative brand reputation among customers and potential customers alike (Rio et al., 2022). Therefore, the need would be high for a strategic approach in terms of reputation management. 

Conducting proper research

This approach would primarily consist of identifying conversation threads on different social media platforms and reviewing websites, which would be relevant to the hotel (Whatman, 2022). Such conversations will likely act as helpful feedback for the company, helping to highlight shortcomings in service provision and room for improvement. Additionally, the focus could be on viewing customer reviews of other hotels that are performing well. In the UK, Four Seasons is a renowned hotel, and customer reviews of the hotel would reveal a top-notch and thoughtful customer service to be one of the reasons behind the company’s success (Liston, 2022). Travelodge can collect data on other companies as a means of understanding in which areas to stand out.

Creating an appropriate management strategy

Proper research or audit on the company’s brand reputation will help highlight improvement areas of focus. It will then be required to establish a reputation management strategy. This would include selecting an individual or team to observe company-related conversations on the internet, ensuring the proper response to comments and reviews, and taking actions for improvement based on negative customer reviews (Whatman, 2022). The need for action will be based on the problem at hand, and there is no silver bullet solution to this. For example, while Premier Inn has focused on ensuring great value for money and quality as part of its reputation management strategy, the same approach, while also appropriate for Travelodge, may not be the primary focus. The company should focus on the most pressing matters, such as customer service. Recent customer reviews related to the company suggest that there are several issues in this area, particularly in terms of booking and cancellation (Rio et al., 2022). Therefore, the primary move to recover the brand image and improve its reputation would be to improve customer service and address customer concerns. In this case, Travelodge could ensure that it consistently communicates with its customers, and takes ownership of any form of mistake. Of course, proper leadership would be needed to guide efforts towards the appropriate areas of improvement in the most effective and efficient manner.




[bookmark: _Toc106359432]3. Brand loyalty in the hotel industry 

Considering the hotel industry, brand loyalty is an aspect closely related to organisational profitability (Jiang, 2012). The terms can be categorised into attitudinal, behavioural, and multidimensional approaches. Essentially, brand loyalty may consist of repeated transactions, commitment, and the intention of making a purchase. Expanding the customer base may be an appropriate method of improving brand loyalty, as empirical data suggests. Renowned companies such as Marriott International, Accor Group, and InterContinental Hotels, are providing hospitality services at different price categories (Mordor Intelligence, 2022). In this case, the largest chains are in a unique position to utilise company segments pertaining to luxury, upscale, lifestyle, and economy, among others. Taking this approach helps ensure that a hotel company, through segmentation, is able to appeal to a large number of potential customers based on preferences in terms of price and experience. Indeed, this is quite effective considering some of the trends in the industry in relation to a unique experience, leisure travel, essentialism, solo travel, and staycation. Considering Marriott International as an example, the company consists of hotels of two distinct styles- classic and distinctive (Marriott International, 2022). The first is aimed towards modern travellers who would appreciate time-honoured hospitality, while the latter is more geared towards ensuring a memorable staying experience for guests. Now, while Travelodge is primarily known to be operating in the budget segment in the UK’s hotel sector, the hotel has recently taken initiatives to offer premium services through its ‘SuperRooms’ (Travelodge, 2022). Of course, to ensure long-term brand loyalty, Travelodge would first need to address service quality-related issues and focus on ensuring customer satisfaction. Again, a key approach for the company is to consider the current trends in the sector. Apart from those previously mentioned, Travelodge, as part of its customer experience improvement, can focus on digitalisation, personalisation, sustainability, and health and safety (Dean et al., 2013). Doing so as part of its operational management will help ensure that the company is able to provide a unique and customer needs-oriented hospitality service. This, of course, will be highly effective in improving customer satisfaction, and therefore, brand loyalty.
[bookmark: _Toc106359433]
Conclusion 

This report has thus far discussed some important issues and concepts related to the hospitality sector, including grading systems, company standards, and organisational culture. Additionally, the discussions on reputation management and brand loyalty have allowed insight into the strategies of some of the most renowned and largest hotel companies in the UK. These discussions have provided the scope for offering recommendations for improving the state of Travelodge.
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