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Executive Summary
The introduction section has provided a background of how customer reviews and ratings influence the brand performance of London Marriott Hotel Regents Park. Relevant Aims and objectives has been properly discussed in the above case. The section of the literature review examines the impact of the customer review and ratings on the performance of the hotel emphasising the impacts of feedback on satisfaction, financial results and loyalty. It explores the challenges faced by the hotels in improving the reviews like managing different expectations of the guest and overcoming negative feedback. It analyses strategies such as the system of feedback leveraged by the hotels to increase the experience of customers and increase the ratings. This review recognises a research gap regarding the impact of the review on luxury hotels in the UK. The notable challenges as well as the most important aspects of the business have been effectively discussed in the current context of the business. The method section has taken the advantage of case study strategy and further gathered the relevant data as per the need and requirement of the process. The case study discussion has deep dived in the aspects of the informative quotient of London Marriott Hotel Regents Park and discussed the internal and external factors using PEST, SWOT and Netnography method. The section of thematic exploration is designed to analyse the placement hotel concerning the research aim. Three themes have been formed which are based on the research objectives. Each theme has used 2 articles, which are extracted from Google Scholar. For example, theme one is based on the influence of customer reviews on the performance of hotels. The discussion section is present, which analyses the key findings extracted from each of the themes. A short section on possible areas of improvement is depicted for London Marriott to improve their services in the future. An effective understanding of the various aspects of business management also has been properly understood related to customer relationship management as well as has a positive impact on the current business market. 
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[bookmark: _Toc182495002]Background
With the rise of social media and digitisation, customer reviews and ratings have become crucial to hotel growth and development. They also help maximise overall customer footfall and elevate brand performance and profit based on the service provided. In the UK, social media penetration has reached more than 80% and has influenced hotel largely booking behaviour (Statista, 2023). In the research example of the London Marriott Hotel will be selected which is a leading hotel brand in the UK. It is in the UK more precisely in Mayfair London. The hotel has around 304 rooms and it is comprised of families and suites (Marriott Bonvoy, 2024). The amenities of the hotel are diverse and range around a fitness centre, swimming pool, Spa Services and more. The major themes of the project will revolve around the key relationship between customer reviews and customer ratings on the overall growth and performance of the London Marriott Hotel. It will also analyse the key challenges and issues London Marriott Hotel will face in improving customer rating and further achieving business goals and objectives (Collis and Hussey, 2014). Similarly, the recommended strategies through which the brand will be able to manage the challenges and improve the overall services and brand performance will be explained in the best possible manner.

[bookmark: _Toc182495003]Aim
The research aims to analyse the effect of customer reviews and ratings on hotel performance: A case study of London Marriott Hotel
[bookmark: _Toc182495004]Objectives
· To assess the influence of customer reviews and ratings on London Marriott Hotel performance.
· To analyse key issues London Marriott Hotel may face in improving customer reviews and ratings
· To find the ways London Marriott Hotel can improve customer reviews and ratings and elevate brand performance

[bookmark: _Toc182495005]Literature Review 
This literature review examines induce of the customer review and ratings on the performance of the hotel. It will examine the impact of the review on success, delve into the obstacles that the hotel faces in increasing its rating and analyse the strategies that can improve the satisfaction of the customers.
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Figure 1: Conceptual Framework
(Source: Developed by the Learner)
The conceptual framework for this study explores customer feedback impacting the hotel's performance by rating and review. According to Farrag et al. (2022), grounded in the quality of service and theories for customer satisfaction such as SERVQUAL focuses on elements like responsiveness, reliability and assurances that improve the satisfaction of the customer. Positive feedback has shown increases in the loyalty of the brand and occupancy, while negative reviews can influence reputation and revenue (Chatterjee et al., 2022). Analysing these dynamics hotels can range with the delivery of service with the expectation of the guest, promoting the loyalty of customers and competitive advantages (Aakash et al., 2022). This approach helps the hotels to increase the satisfaction of guest reinforcing their position in the market in the sector of hospitality. 

[bookmark: _Toc182495008]Influence of customer review and rating on hotel performance
As per Aakash and Aakash and Gupta Aggarwal (2022), the review and rating of the customer have a notable impact on the performance of the hotel as they form the satisfaction level of the guest and insight. Quality of service which is measured by factors like assurance, reliability and responsiveness is the determinant of a positive review. For example, The Ritz London leverages the SERVQUAL model for assessing and improving these dimensions of service leading to a high level of satisfaction. As stated by Petrescu et al. (2024), online review acts as very powerful social proof with a positive rating that is linked with high rates of occupancy, enhanced bookings and great profitability (Li et al., 2020). The Theory of social influence advocates this by recommending that the guests are more included in selecting hotels that have robust positive feedback from the guests. As per Shaheen et al. (2020), engaging with the feedback of customers is important for building the loyalty of guests and credibility. For instance, the approach of Ritz Hotel to overcome the concerns of the customers like the instinctive response to the negative review and acceptance of the positive feedback has reinforced the loyalty of guests and strengthened the market position of the hotel (Rahimi et al., 2022). This engagement with the review shows the feedback of the customer that can be leveraged to increase performance by recognising and overcoming the areas for improvement (Rezaei et al., 2024). Maintaining a positive reputation online becomes important as it impacts the individual decisions of bookings and the brand image of the hotel (Sann et al., 2022). The use of customer reviews as seen in the strategy of Ritz London illustrates the value of ranging the quality of service with the expectations of customers.   

[bookmark: _Toc182495009]Challenges faced by hotels in improving review and ratings
According to Chen et al. (2022), hotels encounter different challenges in improving the reviews and ratings of the customers mainly in managing different experiences of guests and responding to negative feedback. Guests can have differences in expectations based on cultural background and experiences that complicate the system of the service to meet all the expectations (Kim et al., 2022). The Expectations Disconfirmation Theory is implemented in this context to evaluate satisfaction. As per Hossain et al. (2023), The Expectations Disconfirmation Theory explores the experiences of the hotel meeting and exceeding the expectations of guests. When guest observes a gap between their expectation and their experiences, they tend to leave a negative review that can affect the reputation of the hotels and future booking (Kitsios et al., 2021). Overcoming this negative feedback needs considerable improvements in the resources and a structured approach to customer service for building the trust. For instance, The Langham London frequently encounters channels like responding immediately to the complaints of the guests and making sure of consistent service over all the departments that can notably impact the ratings of customers (Hua, 2020). Murimi and Wadongo (2021), indicate that hotels ought to embrace a management approach of bold feedback to overcome complaints as they arise. Nevertheless, balancing the constraints in operation with the requirement of maintaining the standards of high services can remain a considerable barrier (Zhang et al, 2021). The hotels struggle to increase the quality of service, but they ought to steer the communications of different expectations of the guests and manage the perceptions of customers to improve their reviews and ratings (Nilashi et al., 2021). Addressing these challenges needs a planned approach to the relation of the guest and a decision for refining the initiatives of customer experience over the operations of the hotel (Arici et al., 2023).

[bookmark: _Toc182495010]Strategies to improve customer review and ratings
[bookmark: _Hlk182520395]As per Berezina et al. (2016), hotels use different strategies to increase the experience of guests and improve the ratings and reviews of customers. For instance, The Savoy in London leverages Herzberg’s Two-Factor Theory which focuses on the significance of the factor of hygiene and motivators for enhancing the satisfaction of guests (Roy, 2023). Overcoming the important requirement and adding value by offering the hotel can promote an unforgettable experience that results from positive reviews (Lai et al., 2021). The approach of Savoy ingles the feedback mechanism in real-time such as post-check-in surveys and collection of feedback at the main points of services that enables a response to the issues of guests and increases the experiences. According to Rane et al. (2023), applying the feedback system of real-time and training staff to exceed the expectations of customers are important strategies for generating favourable reviews. The dedication of Savoy to comprehending the preferences of individual guests can enhance the online rating and promote long-term loyalty to the brand (Tan and Despotis, 2021). This approach is identified as an efficient way to reinforce the competitive position of the hotel and appeal to new guests in the sector of hospitality. 

[bookmark: _Toc182495011]Literature Gap
These are a gap in the research based on the influence of the customer review and ratings on the performance of hotels mainly in terms of the luxury hotels in the UK. This gap focuses on the requirement for the studies to examine the online feedback that forms the reputation of the brand, satisfaction of customers and financial results in the sector of hospitality. 

[bookmark: _Toc182495012]Methods
As a part of the research methodology case study methodology has been used. The case study methodology takes advantage of the qualitative approach to gain precise data on the research topic and further interpret them positively (‌Saunders et al., 2012). There is a series of benefits that can be found in using the case study approaches. This includes gaining an in-depth and comprehensive view of the research topic and further finding the ins and outs of diverse factors involved in the topic (Schoch, 2020). It also provides flexibility in terms of employing various data collection methods to assess the research topic and gain insights from them as well. For instance, researchers can use interviews, observation, document analysis and more and further gain the necessary information as well. However, there is a series of limitations that can also be found in the case study methodology (Veal, 2006). Most of the information that comes from this approach focuses on the specific and close context which will not be valid for the general population. The chances of bias integration for the researcher are very high which lowers the quality of the research (Viswanathan et al., 2018). Above all, data complexity is also one of the major problems of all that can make the research process more time-consuming and negatively impact the outcome of the research.

The case study approach has helped in finding precise insights about the ways in which customer reviews and ratings have impacted the growth and brand performance of   London Marriott Hotel, which is located at Regents Park, 128 King Henry's Road, London, NW3 3ST. It has helped in understanding key loopholes in the services of the chosen hotel and how that has negatively influenced the growth and development of the brand (Veal, 2006). Moreover, it has helped in finding the key recommended strategies can be used by London Marriott Hotel and further elevate customer satisfaction level as well as brand performance.

Reflective writing and Netnograhy technique have also been used as a research technique. Using reflective writing is a strong supporting manner to gain this information through theory integration and reflection of main aspects of the research process. In this instance, Gibbs's reflective model of the six steps, has been considered, the stage which involves consideration of key experiences and supports, and the stage involved in the discussion regarding key aims and objectives of the research (Bassot, 2024). Also gathered as primary research information is Netnography. An innovative method that takes online community and consumer behaviour into consideration, and that extracts insights about user experiences and social dynamics. It can be effective in terms of quickly collecting the data and assessing the research outcome as well (Shaw, 2020). This has helped in delving in the key social factors involved with customer reviews and customer rating and their impact on the brand performance of London Marriott Hotel. Similarly, the aspects need to be considered for higher customer satisfaction levels has also been assessed through the ethnography technique.

[bookmark: _Toc182495013]Case Study Discussion
The London Marriott Hotel Regents Park is located at 28 King Henry's Road, Camden, London. It is one of the prominent in-house hotels of the Marriott brand which has been known for the quality of the hotel services. The hotel is positioned at Northwest London. It has been done strategically to provide guests access to the diverse cultural and recreational attractions. London Zoo, Camden Market, and Primrose Hill are some of the leading names in the popular attraction which can be experienced by visitors easily due to the chosen location (Marriott Bonvoy, 2024). The chosen hotel brand has around 304 guest rooms which has helped them constantly manage diverse key needs of the guests and make them personalised as well. It has diverse amenities including an indoor pool, Spa and others followed by on-site restaurants named Carlucci’s (Silvia-Patricia and Elena, 2024). It has not only elevated the overall guest experience but also improved brand competitiveness. It aided in generating higher sales and profits. Recent data from consumers have shown that it has average reviews of 8.3 out of 10. Marriott International operating in 8 different locations shows dominance in the hospitality sector (Boukhaoua, 2024). 

As a part of the culture and geographical context, the London Marriott Hotel has taken advantage of strategic positioning to provide better access of diverse visibly appealing locations to visitors (Neupan, 2022).  Regent's Park is comprised of beautiful gardens which have around 12,000 roses and makes the experience of the visitors more enriched. Apart from the recreational purposes the location also provides access of cultural elements (Marriott Bonvoy, 2024). This includes Open Air Theatre which helps in understanding the diverse cultural elements associated with the location of   London Marriott Hotel. The perfect amalgamation of the recreational and cultural significance of the brand has helped them in enrich the consumer experience and gain a competitive edge over other players in the market (Kwan and Tong, 2023).
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Figure 2: London Marriott Hotel, Regents Park 
(Source: Marriott Bonvoy, 2024)
The hotel has taken advantage of key aspects of visual representation to support the consumer with a sense of the place and gain an overview of the hotel location, attractions and more. For example, images have showcased both inside and outside view of the hotel so that consumers can gain a holistic picture of the hotel positively (Marriott Bonvoy, 2024). Similarly, a map has been developed so that consumers can research to the ultimate location without any hassle and can lead to improved overall consumer experiences. This has worked in making the hotels stand out over other players in the local hospitality sector.

[bookmark: _Toc182495014]SWOT Analysis
Strength: The London Marriott Hotel, Regents Park enjoys various significant strengths that contribute to the success of the competitive hospitality sector of London (Harris et al., 2023). The main advantage is the prime location in the areas of Regents Park provides closeness to the top attractions like the British Museum, London Zoo and Camden Market (Marriott Bonvoy, 2024). This, amalgamated with the links of transport that involve the London Underground makes the hotel accessible to leisure and business tourists. In addition, as part of the well-known Marriott International Group, the hotel takes advantage of the recognition of the brand making sure of a consistent level of service and appealing the loyal customers (Litvin, 2023). The extensive facilities include spacious rooms, a fitness centre and flexible spaces for events services to the vast range of the requirements of guests increasing its attractions. The loyalty program of Marriott reinforces the retention of customers by proving the incentives for the repetition in stays (Neves, 2022).

Weakness: The London Marriott Hotel, Regents Park encounters various obstructions that can impact the customer's appeal and profitability. The location of the hotel is in central London which comes with the high cost of operations that involves the expensive of maintenance and real estate that can be a burden on finance mainly at the time of off-season (Jeong et al., 2023). The premium pricing of the hotel because of its services and location can isolate the travellers that are conscious about the budget, reducing the customer base as compared to the options of competitive pricing (Tomczyk et al., 2022). Limited availability of parking is another weakness that can reduce the number of guests travelling by car mainly the families and the guests with heavy luggage. The dependency of hotels on global customers and corporate clients exposes it to the risks at the time of the downturn of the economy and restrictions on travel (Prabhawati 2024).

Opportunities: The hotel has notable opportunities for expansion and growth. The enhancing demand for corporate events and conferences in London have opportunities for the hotel to scale its spaces and increase the service for the clients of the business (Utari, 2024). This can allow the hotel to tap into the profitable stream of revenue from the meetings, conferences and corporate gatherings (Wang et al., 2023). Sustainability is becoming a main factor for different travellers and applying the practice of eco-friendliness like the initiative of carbon reduction and providing green-certified rooms for meetings can appeal to the guest who is conscious about the environment and distinguishes the hotel in a competitive environment (Mihiretu, 2023). 

Threat: The hotel encounters a notable threat that can influence its success in future, the market of hotels in London is competitive with several luxury hotels in the area (Albesher et al., 2023). This competition puts high pressure on the pricing and the need for innovation in service to maintain competitive advantages (Cottrell, 2014). The unpredictability in an economy like the fluctuation in currency, rates of exchange and internal events such as Brexit can affect the travel patterns of global tourists and corporate spending which can result in a reduction in the rates of occupancy (Soifer et al., 2021). 

[bookmark: _Toc182495015]PEST analysis
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Figure 3: PEST analysis
(Source: Cox, 2021)
PEST is a crucial external environment framework used by the organisation. This helps in finding out key external forces involved in the business growth and development followed by relevant strategies to tackle them effectively.

Political factor
The UK government is stable and considered to be one of the most powerful governments in the world. The government regulation as well as policies have significant influences on the growth and development of hospitality brands including London Marriott Hotel Regents Park (Zaidi et al, 2023). This stability helps such industries to gain the necessary political and financial aid and further largely further thrive. Brexit on the other hand is a negative political factor of all (Dhingra and Sampson, 2022). This has brought the consequences of trade policy change as well as labour loss which has negatively impacted the growth and development of London Marriott Hotel Regents Park.  

Economic factors
After recovery from the coronavirus pandemic period the economy of the UK is thriving. It has led to a rise in the disposable income of the brands and more and more travellers are coming forward for premium accommodation services which has positively impacted the growth and development of hotel brands like London Marriott Hotel Regents Park (Ullah, Uzair, and Tahir, 2022). The brands have taken advantage of the above-rising demand and has positioned itself as a luxury hotel. The room rates have gone up to 200 GBP to 1000 GBP as per the season and occasion (Marriott Bonvoy, 2024). The chosen price range has shown the brands commitment towards providing high-quality services to the relevant customer and achieving higher customer satisfaction level.

Social factor
According to Wu et al. (2024), in the post pandemic era, consumer behaviour is completely different and prefers to consume more personalised and sustainable hospitality experiences. This pressure is more evident in brands from the hospitality sector, which must integrate more and more sustainable practises within the organisation, to satisfy the increasing need (Kava, 2023). Previous research has shown that more than 63% of consumers are willing to pay more for premium sustainable hotel services (González-Rodríguez et al., 2020). London Marriott Hotel Regents Park has been a big fitness and Spa service that has taken them off the rest of the players playing in the market. Like it, the brand’s location to Regent’s Park, Camden market and more has allowed it to respond to the demand for local culture experiences.

Technological factor
The advancement of technology and digitisation has made the consumers in the hotel and hospitality sector consider more and more online booking demand from the consumer’s end (Srivastava et al., 2021). London Marriott Hotel Regents Park has taken advantage of AI-backed booking, mobile check-in and more options to make the consumer achieve business goals and objectives and further stand out over other brands in the industry (Gupta et al., 2023). It has also helped them in analysing the consumer data about various touchpoints and elevating the chances of maximising customer satisfaction to a large extent.

Competitor analysis
The hospitality sector of the UK is highly competitive where London Marriott Hotel Regents Park is constantly facing competition from other hospitality brands like Hyatt, Hilton and more. Similarly, the local boutique hotel has also posted significant competition to the brand (Jeong et al., 2023). To stand out from the competition as a part of its pricing strategy London Marriott Hotel Regents Park has taken advantage of the premium pricing strategy due to its services, location and other amenities. Earlier the room rate of the brand has gone from 200 GBP to 1000 GBP (Marriott Bonvoy, 2024). This strategic pricing strategy has been effectively rendered by the brand in optimising location and recreation process. It has also continued to provide quality of the services, and the brand has also received positive customer reviews (Wang, 2021). The brand has become a more popular choice to consumers in the hotel and hospitality segment because of a comprehensive range of amenities, accessibility, and more (Handani et al., 2022). The major USP of the brand in attracting potential consumers has been professionalism and friendliness behaviour of staff (Marriott Bonvoy, 2024). Besides this, the brand has been able manage a separate value for themselves in terms of value as well, setting them apart from the other players in the market. Onsite dining, wellness facilities and more has been the major value-for-money options that justified the pricing strategies used by the brand and gained competitive edge over other players in the market (Park et al., 2024).

Netnography analysis
It is the popular qualitative research method used by the researcher to assess the interaction in online communities. In the case of London Marriott Hotel Regents Park assessing the online reviews and discussion can help in providing valuable insights to the overall consumer perception and satisfaction level (Shaw, 2020). TripAdvisor, Booking.com and more has been used by London Marriott Hotel Regents Park to understand the effectiveness of the services they are providing to the potential consumers. It is being done based on the feedback of the consumer in the chosen websites. It has led the brand in incentivise the positive aspects of customer reviews and further use them in the marketing and promotion strategies in a best possible manner. It has also helped in identifying the major trends among the consumers in the hotel and hospitality sectors of the UK. For example, a rise in demand for sustainable practices within the hotel has also been identified which has helped in gaining a better understanding of the needs and requirements of the consumers. In the online site, the demand of the consumers in the chosen areas has helped the brand in identifying the key loopholes in the services and further improving them accordingly. The brand has also used social media to interact with the customers. In this case, relevant audio and video content has also been uploaded to educate them about the products and services of the hotel (Aydin, 2020). It has helped the consumers connect well with the consumers and understand their needs and requirements of them. It has elevated the online presence and brand competitiveness and resulted in higher sales and profit. Considering the data, the brand has been able to use the advantage of targeted marketing strategies and generate higher the brand visibility in front of the target audience. As a result, it has better segmented the target consumers and converted them into the potential buyer as well.
[bookmark: _Toc182495016]Theme Exploration
	Theme Number
	Name of the theme
	Name of the Article
	Authors’ name
	Publication Year

	Theme 1
	Analysing the influence of customer reviews and ratings on hotel performance
	“Service quality and customer satisfaction: The moderating effects of hotel star rating.” 
	“Nunkoo, R., Teeroovengadum, V., Ringle, C.M. and Sunnassee”
	2020

	
	
	“The impact of hotel customer experience on customer satisfaction through online reviews.”
	“Kim, Y.J. and Kim, H.S.”
	2022

	Theme 2
	Evaluating the key issues a hotel might encounter in improving customer ratings and reviews
	“Heritage hotels and customer experience: a text mining analysis of online reviews”
	“Chittiprolu, V., Samala, N. and Bellamkonda”
	2021

	
	
	“Asymmetric relationship between customer sentiment and online hotel ratings: the moderating effects of review characteristics”
	“Lai, X., Wang, F. and Wang, X”
	2021

	Theme 3
	Determining the ways a hotel can improve customer reviews and ratings to improve brand performance. 
	“Improving text summarization of online hotel reviews with review helpfulness and sentiment”
	“Tsai, C.F., Chen, K., Hu, Y.H. and Chen, W.K”
	 2020

	
	
	“Evaluation of hotel brand competitiveness based on hotel features ratings.”
	“Xia, H., Vu, H.Q., Law, R. and Li, G., 2020”
	2020


Table 1: Thematic analysis
(Source: Created by the Learner)
Analysis of the themes 
Theme 1: Influence of Customer Reviews and Ratings on Hotel Performance
The above theme is important for understanding the performance of the hotel in today's digital age. The feedback of the customers shared via online reviews plays an important role in shaping the perception of the guests and influencing the overall performance of the hotels. Two journals have been used, which aim to provide valuable insights regarding the theme. Service quality which includes tangible elements like amenities cleanliness as well as staff professionalism can help to improve the levels of customer satisfaction (Nunkoo et al., 2020). It ultimately helps to have a positive impact on the reputation of the hotel and its performance. The hotel star ratings tend to create a benchmark for customer expectations. The availability of high-star hotels usually encounters grand scrutiny and customers tend to expect more from such accommodations. The lower star gets benefits from good customer reviews. However, these hotels may not be held at the same level as high-rated hotels like London Marriott International. The reviews of the customers tend to reflect whether a hotel effectively meets the expected service quality based on the star rating it gets (Berezina et al., 2016). For example, positive reviews help a hotel to achieve a high Occupancy rate as well as repeat customers. On the other hand, negative reviews are likely to damage the reputation of the hotel as it indicates that the expectations of the existing customers are unmet. 

Positive reviews typically influence the booking decisions of potential travellers. High ratings can lead to an increasing demand, especially during the peak seasons. As a luxury hotel brand, London Marriott Hotel has consistently achieved positive reviews which effectively helps them to get higher occupancy rates. For this reason, the organisation can demand high prices compared to the competitors who have low ratings. The positive online experience which is shared by the customers tends to develop brand loyalty. If previous customers write positive reviews about their stay at the hotel it means that repeat business is likely to be achieved by the hotel (Berezina et al., 2016). The presence of positive customer reviews can provide authentic content for London Marriott to use for marketing purposes. The reviews which have pictures can help in promoting the brand on different social media platforms like Facebook and Instagram. The feedback can be used by the hotel to highlight its strengths like the indoor swimming pool and digital modern facilities. At the same time, negative reviews can have an immediate impact on the reputation of the hotel (Nunkoo et al., 2020). For example, complaints about insufficient cleanliness alongside slow customer service can corrode the image of the brand. For example, a consistent stream of negative reviews can actively decline the bookings of the London Marriott Hotel. The tourists may apply for competitors which have higher ratings alongside few complaints. Negative reviews tend to focus on service failures which negatively affects the morale of the hotel staff. Consistency in criticism levels can lead to high employee turnover rates. 



Theme 2: Key issues a hotel might encounter in improving customer ratings and reviews
In general, there are multiple issues which a hotel might encounter in improving their customer reviews and ratings. Some scholars argue that service quality can vary depending on the staff availability as well as training. Inconsistencies in experience like poor housekeeping can lead to negative reviews. Hotels which have an ageing infrastructure can actively struggle to meet the expectations of modern guests (Chittiprolu et al., 2021). Lack of regular updates like technologically renovated rooms can make guests feel that the property lacks value for the price. Speaking about London Marriott Hotel, the organisation is situated close to Central London which is a popular tourist destination. Guests tend to appreciate the convenience of the location as they can explore the city easily which can ultimately help to improve the ratings (Lai et al., 2021). The hotel effectively offers a range of facilities which includes an indoor pool and gym. These facilities are usually appreciated by both business and leisure travellers (Radojevic et al., 2018). Well-maintained facilities tend to receive favourable mention in reviews for corporate guests attending conferences or families seeking leisure facilities. 

Marriott hotels are known for their attentive staff were committed to providing high-quality customer service. However, any inconsistencies regarding customer service can negatively affect the guest experience (Chittiprolu et al., 2021). Lack of responsiveness to special requests made by the guest can lead to poor online ratings. London Marriott Hotel is known for offering on-site dining at Carluccio's, which is an Italian restaurant. However, the guest may tend to leave negative reviews if the food does not match the expectations of Mariott Brand. International tourists are likely to be disappointed if the menu options are limited and the service of food is slow. These customers typically expect diverse cuisines from high-end hotels. The London Marriott Hotel typically positions itself as a luxury hotel brand, when their prices are compared against budget accommodations. Incidence of lower ratings and happen if tourist perceives that they are overpaying for the services. 

The presence of high pricing without a clear added value can be an active source of negative feedback, usually for customers who are conscious about prices. As a luxury hotel brand, London Marriott Hotel is known to be technologically upgraded as it provides essential services like smart TV and free Wi-Fi. These services are equally appreciated by both leisure and business travellers. However, if the internet connectivity is unreliable, coupled with outdated technology in the rooms can actively frustrate the guests which can lead to negative reviews (Lai et al., 2021). As the UK is a digitally advanced country with a high internet penetration rate, tourists typically expect seamless connectivity for both entertainment as well as business purposes. Organisations like Marriott Hotel need to manage online reviews and ensure effective responses for both negative and positive reviews. Unsatisfactory responses towards negative reviews can likely damage the brand's reputation. Such hotels need to offer consistency. For example, those who are staying in the lean seasons may experience attentive service while during peak season they may encounter less attention. Contrasting nature of services can ultimately lead to negative online reviews.
 
Theme 3: Ways a hotel can improve customer reviews and ratings to improve brand performance
In general, there are multiple ways by which a hotel can improve its customer reviews and ratings. The presence of friendly and attentive staff can effectively enhance the guest experience. Relevant training and development programmes should be initiated which can ensure that existing staff can handle multiple situations from hotel checking to complaint addressing (Tsai et al., 2021). Some Scholars argue that the front desk experience tends to set the tone for the stay. The staff should be welcoming and actively prepared to accommodate special requests or questions from the guest. Hotels need to ensure that the quality and cleanliness of rooms are maintained. Consistency in room maintenance is important for avoiding complaints regarding malfunctioning appliances as well as outdated decor (Xia et al., 2020). Conducting regular inspections within the rooms can ensure that high-quality standards are achieved. Hotels need to consider modernising the furnishings as well as incorporating eco-friendly features which can actively target and appeal to the Eco-conscious customers.

Speaking about the London Marriott Hotel, several strategies can be implemented by the luxury hotel to improve online customer ratings. The hotel can offer personalised touches for the Travellers which include preferences in rooms alongside Customer services which are usually based on the history of the guest. It can develop a sense of loyalty and recognition which is likely to encourage positive reviews. Most of the reviews which are found online about London Marriott Hotel praise the helpfulness alongside friendliness of the staff. It is important to build on this strength to ensure consistent staff training which makes sure that customer service remains respectable (Tsai et al., 2021). The customers who are staying in luxury Hotels usually prefer clean and comfortable stay. London Marriott Hotel needs to focus on upgrading the quality of the rooms which includes improvement in Air Conditioning as well as bedding. The following upgrades can ensure that positive feedback is achieved by the company regarding the room quality. Keeping attention to detail is important for luxury Hotels like London Marriott. Keeping small gestures like fresh flowers alongside high-quality toiletries can positively impact the guest experience.
 
The location of the hotel is a strong asset. The location provides ease of access to tourist spots as well as public transport which can actively improve the expectations and perceptions of the guest. The London Marriott attracts tourists from different parts of the world. Therefore, the hotel needs to ensure high standards at on-site restaurants. It should focus on offering diversified cuisines which actively cater to different taste preferences. The hotel should look after the tourists, who have dietary restrictions such as being vegan or gluten-free diets. Fulfilment of such points can likely produce positive mentions in online reviews (Xia et al., 2020). The presence of Wellness services like swimming pools and fitness centres effectively promotes positive reviews. The availability of such facilities during peak hours can usually enhance the overall satisfaction levels of the tourist. Services like guided fitness sessions are equally important for differentiating the hotels from others. 

Discussion 
The segment is designed to discuss the key findings, achieved upon analysing the above themes. Positive reviews alongside high ratings can lead to increased booking for travellers who specifically realise ratings to make decisions on accommodations. These individuals circulate platforms like Booking.com and Trip Advisor to select a convenient hotel for their stay (Berezina et al., 2016). The presence of a high rating means that the London Marriott Hotel is more attractive in front of potential customers. The search engine rankings on Google are typically influenced by the ratings and reviews. The hotels that achieve positive reviews experience and increase invisibility which helps to attract more guests. The presence of positive reviews actively creates a sense of Trust which leads to long-term customer loyalty alongside repeat purchases. 

As per the study, there are certain key issues, which a hotel might encounter in improving its customer reviews. The availability of variations regarding the quality of service during different times of the year can lead to inconsistency in guest experiences (Chittiprolu et al., 2021). Hotels like Marriott London need to respond to negative reviews quickly as inaction towards the responses can leave potential customers with negative impressions. Luxury hotel brands like London Marriott tend to encounter high expectations, as a minor inconvenience can lead to negative feedback. Additionally, meeting the diverse expectations of the Global tourist is difficult. Therefore, it can eventually lead to mixed reviews. 

For this reason, hotels like Marriott International need to undertake certain initiatives, to actively boost their brand performance. The hotel should initiate clear communication with the tourists (Xia et al., 2020). It can help the hotel to understand their choices and preferences. The organisation should engage professionally with both the negative and positive reviews found. To address the negative reviews, the organisation should apologise and acknowledge the issues which are raised and offer solutions for mitigating those issues. The positive reviews shall be addressed by inviting the guests back. 

Possible Areas of Improvement 
There are certain areas of improvement, which need to be addressed by London Marriott. The guests who have acquired the services of the hotel have occasionally mentioned the disturbance of the noise due to external factors alongside the thickness of the walls. London is a busy city, where the hotel is present. London Marriott needs to improve soundproofing in rooms which are near busy roads or common areas. There are some guests, who have occasionally complained and raised concerns regarding overpricing. Some guest complains that the pricing charged for food and beverages does not reflect the value for money (Lai et al., 2021). The hotel needs to offer different kinds of value-driven packages like loyalty discounts and inclusive breakfast deals. There were some reviews, which stated that tourists were frustrated due to the unavailability of rooms during peak seasons. London Marriott needs to implement efficient booking management systems which can help them to prevent any kind of negative reviews. 

[bookmark: _Toc182495017]Conclusion and Recommendations
From the proper discussion of the different aspects of the present research, it can be properly understood that customers must deliver the best services to their customers in creating a good relationship with them on BF open organisation. In the current context, the London Marriott Hotel of Regents Park has tried its best to deliver effective services to its targeted customers. The organisation has adopted notable tools for properly understanding the market gap in terms of conducting market research. Effective market research is mainly responsible for making the organisation aware of the various notable expectations of the target customers. An effective understanding of the needs of customers therefore has been effective for improving the business performance of the organisation in the current market. The organisation also has faced different types of issues to properly conduct this thing, yet the proper adoption of the best approaches has been beneficial for the organisation to gain a competitive advantage from the market. The proper improvement of the business performance of the London Marriott Hotel of Regents Park is possible because of this. 
Recommendations
· From the proper understanding of the business market of this organisation, it has been found that especially due to the presence of a huge crowd there is the issue of din and bustle as well as overcrowded situation before the tourist. The proper installation of the noise cancellation things can be taken into consideration (Lam et al., 2021). The proper blocking system that will be able to prevent sounds from entering rooms will be helpful in this respect. The proper delivery of earplugs or earmuffs to customers also can be delivered to customers to protect them from any kind of harmful issues due to loud noise. Apart from this the proper installation of a noise thermometer also will be considered in this respect. The proper installation of a thermometer will be very helpful in showing the current sound level in decibels as well as properly adopting the necessary strategies to make people aware of this fact. 
· Overpricing is another habit to be properly managed by the effective utilisation of notable strategies. To address this issue, the proper breaking down of prices should be taken into consideration. Effective breaking down of prices is important to make customers satisfied with the fact that they can receive the specific services as per their payment without the payment of a huge amount (More et al., 2023). Besides this, the flexible payment option can be adopted properly. The flexibility is for the payment option; customers are allowed to choose the mode of payment they are comfortable with. A customer centred approach can be taken in setting the prices of services because you can relate it to the value the customers will get from the products or services offered by an organisation. With regards to the subject of planning, London Marriott Hotel of Regents Park shows that it has a positive impact on the customers because it does deal with the issue of overpricing properly. 
· London Marriott Hotel of Regents Park is facing with a disadvantage like the improper management of services of rooms as well as a problem of a booking. In respect of improving the booking services, the proper adoption of advanced technology can be given consideration to be considered. Consideration must be given to the proper development of booking services with the utilisation of a personalised mobile app (Siyal et al., 2021). To receive these benefits or deliver the best services to its target customers the organisation should develop its own mobile application. Through the effective development of the personalised mobile application, the organisation will be able to properly deal with the booking procedure without any complications. Customers also will be properly able to become aware of the fact that whether a particular room is available or not for them beforehand.
[bookmark: _Toc182495018]Reflective Account 
In the current context, the proper experience that has been gained from the placement in the London Marriott Hotel of Regents Park of Regents Park has enhanced my understanding related to the different aspects of business performance. By performing in the business field of the organisation I have been able to properly understand the different types of notable aspects that are related to delivering the best services to customers. Since customers are the most important external stakeholders for the business of every organisation therefore proper understanding of their needs as well as expectations must be taken into consideration by the organisations (Attar and Abdul-Kareem, 2020). It will pave the way for them to gain the best competitive advantage from the current market. Apart from this, the feedback from customers should be properly evaluated by an organisation. The effective evaluation of the feedback of customers is contained with valuable or notable demands of customers. The proper understanding needs of customers can be effectively understood therefore by analysing the feedback from customers. I have been able to understand the need to analyse the feedback of customers properly. A proper understanding of the feedback of customers gives an organisation the ability to have the best support for the sustainable development of the business market of an organisation (Bilderback, 2024). I have been able to understand the demand of customers towards hospitality services. Apart from this, I also realised that effective identification of negative feedback must be considered as it can make an organisation able to find out its weaknesses and properly develop the necessary strategies to improve these areas for the sustainable development of the business. I have understood that active listening skills play a prominent role in delivering the best services to customers on behalf of an organisation. In the current context, the customer executives of London Marriott Hotel of Regents Park of Regents Park are properly efficient listen to the issues of their customers and after the proper understanding of their issues they deliver the best solutions to them for having a positive impact on them. The lack of understanding of the expectations of customers is considered one of the notable challenges that prevent an organisation from offering the best services to its targeted customers. An organisation can improve its brand recondition only by serving the right people with the right services (Bradley and Persson, 2022). Therefore, the effective analysis of the demand or the expectations of customers must be understood by an organisation in the current business market. It has been realised by me that the proper position of an effective communication skill is very important while dealing with customers on be up of an organisation is concerned. The proper utilisation of the best communication skills mainly leads an individual to properly interact with customers to understand their issues as well as make them satisfied by offering the best services. The proper handling of angry customers is another issue that also creates hindrances before the progress path of an organisation. Making the angry customer satisfied therefore is one of the notable concerns for every organisation (Antonetti et al., 2020). Through the effective understanding of their needs as well as by taking the best initiatives effective can be offered to them for influencing their purchasing behaviour. The effective selection of the best channels that are preferred by customers must be considered in the current context. The effective adoption of the best strategies in this respect thus will have a positive impact on the current business market. On the other hand, the lack of proper adoption of the customer-centric approach also can create barriers to the business of a hospitality organisation. Customers always focus on getting the desired services from the London Marriott Hotel of Regents Park. The organisation therefore must adopt this approach to improve its overall business performance in the current competitive business market of the hospitality industry. The effective possession of problem-solving skills therefore is very essential. The effective adoption of the skill mainly enables a working professional to understand the relevance of problems faced by their targeted customers (Sima et al., 2020). The proper understanding of the relevance of the problem is very important to find out the potential solution for this problem. The effective possession of this skill has improved my ability to properly deal with the issues of customers easily by finding out the best-fit solutions for their problems. I believe that developing a friendly relationship is very important for an organisation to effectively have the best impact on its targeted customers. Apart from this, staying proactive is also essential for understanding the needs of the customer as well as preparing beforehand for delivering them the best satisfaction as per their need. Being empathetic is also a notable approach that can be properly taken into consideration by a customer support executive in properly empathetic towards dealing with customers who are angry as well as disappointed due to not receiving the best as well as desired services from an organisation. I as a customer support executive always utilise these notable recommended approaches for properly delivering the best services to customers to make the organisation effective. Timely response is another important approach that also is very beneficial for the context of delivering effective services to customers (Ostrom et al., 2021). When customers receive instant support from their service provider, they get satisfied and become loyal. Making customers loyal therefore is very important for the sustainable improvement of the business of an organisation. The effective utilisation of the analytical tools considered. The proper incorporation of the best analytical tool will be very effective for understanding and needs of customers as well as making them loyal for properly promoting the business in the current competitive market. Therefore, with the placement opportunity in the London Marriott Hotel of Regents Park, I have learnt a lot of things about dealing with customers effectively and making them satisfied to improve the business performance of the organisation. 
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