International Hotel Management

Hospitality and Guest Services
[bookmark: _76i5m6w2q1lb]                                        Assignment 2:



Hotel standards, reputation, management, building and retaining customer loyalty



Student’s name:Antonina Vasileva Danchova
Student’s ID:2211877
[bookmark: _GoBack]Module:BMIH4003
Lecture name:Lisa-Marie Bassler



Table of content
Introduction	3
“Brand consistency standards”	4
“Purpose of brand consistency standards”	4
“Do all hotels have the same standards?”	4
“Reputation Management”	4
“How can hotels manage their reputation effectively?”	4
“What is the importance of effective guest reviews management?”	5
“What is the impact of negative reviews?”	5
“Customer Loyalty”	5
“How can hotels build and retain customer loyalty?”	5
“What is the purpose of this?”	6
“Market trends”	6
“Recommendations for hotels regarding market trends”	6
“What are the obstacles facing certain businesses?”	7
Conclusion	8
Recommendations	8
References	9


[bookmark: _vwfxqk52bvye]

[bookmark: _pld77xojdwda]Introduction 
In an organisation in the hospitality sector, there are many aspects which need to be effective so that it can run efficiently. The report would contain a discussion on brand consistency along with different hotel standards. It would also discuss how the reputation of an organisation can be maintained. It would also include a discussion on customer loyalty along with market trends. 

[bookmark: _uhk148sxkz2a]“Brand consistency standards”
[bookmark: _9rft711p4yq3]“Purpose of brand consistency standards”
Brand standard can be described as the minimum level of service expectations of the customers from the hotel. It is extremely important for a hotel to have certain brand standards so that it can help in creating brand equity and identity. The purpose of having the brand standards is to allow the customers to develop a perception for the brand and allow them to select one (Lashley, 2019). Brands have to be consistent and provide the same standards for every customer. Organisations like Ritz-Carlton, Courtyard and the list goes on have been providing the customers with the same quality of service for decades which allows them to create their unique identity in the market. Brand consistency standards differ from organisation to organisation (Buhalis and Park, 2021). For instance, if a customer is going to a Premier Inn hotel, they know that it would be an affordable service with average service quality. Whereas, if the same customers go to Ritz-Carlton, they would expect nothing less than high quality service. The brand consistency allows the customer to build that perception of the hotel's organisations. 
[bookmark: _6to9g1y1n62t]“Do all hotels have the same standards?”
Hotel standards vary from one organisation to another depending on their ratings. The AA or “Automobile Association” along with Visit Britain are the only organisations allowed to rate hotels which would be nationally accredited. Depending on their investigation and analysis of the hotels they would be provided with percentages and ratings. For organisations with 30 to 46% rating it would be one-star hotel and it goes up to 85% to 100% is five-star rating. For instance, (Yoo and Lee, 2021), Hotel brands like St-Regis, Ritz-Carlton are all rated with 5 stars. The customer while booking these organisations knows that they can expect to be treated with the highest quality of services. The customers do not hold every organisation at the same standards as they know their brand standard which allows them to develop a certain perception in the head of the customers. Depending on the rating, the organisations have to maintain their brand consistency so that they can hold onto their rating. Hence, not every hotel has the same standards and customers also have different perceptions of the brands. 
[bookmark: _b9hz3kbs867r]“Reputation Management”
[bookmark: _3bt7jzqutwor]“How can hotels manage their reputation effectively?” 
Hotel reputation management is extremely crucial for a hotel and ensures that they have a positive reputation in the market. Hotel reputation management is all about monitoring as well as influencing how the hotel is being perceived from the viewpoint of customers. In current time and data one of the best methods is to stay active on social media (Lyu et al., 2022). Staying active on social media means the organisation can showcase their brand visually developing a good perspective. Another one is to engage with the customers in real life and also digitally. It is essential that the organisation stays in connection with the customers by marketing, or sending emails of discounts or any new developments. These are some ways or methods through which an organisation manages brand reputation. 
[bookmark: _xs4q7sur3qk8]“What is the importance of effective guest reviews management?” 
Honest reviews are a powerful and effective tool in the marketing of a hotel. Guests who have already lived in the hotel will most probably exchange experiences with others through any website. It is crucial that an organisation have review management so that they can work on the reviews provided by the customers (Perez-Aranda et al., 2019). In order to tame the ever increasing volume of guest feedback on different websites, it is crucial that the organisation reviews the guest’s feedback. It certainly can become very useful as it would allow them to work on various weaknesses that the customer reviewed as well as capitalise on their strengths further. Additionally, reviewing customer feedback can work positively for the organisation as positive feedback can work for promoting the organisation. 
[bookmark: _ae8ozs0c4sd]“What is the impact of negative reviews?”
With the advent of social media and the internet it is certain that even the most prestigious hotels like St, Regis can also make mistakes.  It can be human error or miscommunication, there would be negative reviews on websites for hotels. However, this does not mean a bad thing and there are certain steps an organisation can take to minimise or mitigate the impact (Mate et al., 2019). Despite these steps, there are certain impacts which could happen and it includes losing customers to different organisations as well as reducing acquisition of customers. There are certainly negative impacts of negative reviews as customers before booking a hotel checks for online reviews and negative reviews means they would avoid those organisations. 
[bookmark: _4to5n3gydz8t]“Customer Loyalty” 
[bookmark: _v824dci18kxb]“How can hotels build and retain customer loyalty?” 
In simple terms, customer loyalty refers to the individual who provides the organisation with regular business. There are various methods through which an organisation can build up customer loyalty. One of the most recognised methods is providing the customers with loyalty rewards. The rewards could vary from one organisation to another (El-Adly, 2019). For instance, Marriott has a tier reward system which has different steps and the rewards increase with every stage of membership. The membership programmes encourage the customers to book the same hotel so that they can avail discounts, or special offers. For instance, Marriotts Titanium Elite membership gives the customer “Dedicated Elite Support” which means personal service would be provided to them 24 hours with customised orders and other facilities (Marriott Bonvoy, 2022). There are other methods like exceeding customer’s expectations, discounts on certain services and the list goes on. However, membership programmes seem to be the most useful (Koo et al., 2020). 
[bookmark: _e8608mjhhqvy]“What is the purpose of this?” 
Every business in order to be successful needs to accomplish two certain goals which are retaining customers as well as attracting new customers. Hotels are no exception to this certain target or goal. The hotels also need to retain customers so that they can earn profit. Acquiring customers can be expensive and hence company’s focus more on retaining customers first (Sánchez-Casado et al., 2019). This is the reason why big organisations like Marriott focus on membership programs which allows them to retain customers. It saves them a lot of resources as well as time which acquisition of customers takes. Guests loyalty means that the organisation has certain customers which can be their constant source of income. They are regarded as the base for the organisation which allows them to ensure that they can expand their organisation further. Guests loyalty should always be at the forefront of the hotels as it allows the organisation to develop a business which has constant flow of revenue. 
[bookmark: _7785fd3wwymk]“Market trends” 
[bookmark: _8gda2mipsjih]“Recommendations for hotels regarding market trends”  
There are certain elements or aspects which alters the market than an organisation exists in are known as market trends. There are various ways an organisation can use market trends for their benefits.
· Hotels like Ritz-Carlton need to focus more on digital marketing. The advertising campaigns can have a strong focus on making videos which can be promoted through social media such as Instagram, YouTube and the list goes. The organisations need to make the full use of social media in the market (Yallop and Seraphin, 2020). In the UK social media has a penetration rate of over 90% which shows the potential for social media (Statista, 2022). 
· The organisations need to have proper and optimised websites for booking. With time, the organisation would definitely see a decline of third party booking (Fatima and Elbanna, 2020). The hotels need to have proper online booking facilities through their websites. 
· The market is also witnessing a rise in the sales of vegan food. With trends like Veganuary on the rise the organisations need to expand their menu and start providing the customers with vegan options (Will, 2021). 
[bookmark: _d20ryrni7tj3]“What are the obstacles facing certain businesses?” 
There are a few obstacles which a hotel has to face in recent times. One of the major obstacles is the rise of the inflation rate.  The global inflation rate has increased to 8.75% which is a massive rise from 2021 which saw an inflation rate of 4.7% (Statista, 2023). The rise of inflation rate means a rise in the prices of the supply chain. It would force the hotels to increase the prices of rooms and services impacting their customer base. 

[bookmark: _2h15fwl8vvc5]Conclusion
There are certain standards which every hotel has to follow and there are certain ratings which are provided by AA to hotels. Then the organisations have to manage their reputations which can be impacted by negative reviews online. Furthermore, there are also aspects which are related to customer loyalty like membership programmes. Finally, an organisation has to follow certain market trends which helps the organisation to be a success. 
[bookmark: _7dx3pm5zanj0]Recommendations 
· The organisation needs to provide regular training to their employees for skill developments. 
· They need to implement better technology as it updates with time on a regular basis. 
· They need to invest more in digital marketing so that they can reach a wider range of customers. 
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