




[bookmark: _Toc128647941]EXECUTIVE SUMMARY

For a hotel to build and retain customer loyalty it is necessary and can make a difference in a competitive, diverse, and ever-changing market. In this report this topic it is analysed through few different subjects. One of the subjects analysed is hotel standards, star rating of the hotels, and how this can impact the customer decision of purchasing. How reputation management it is handled cand have a positive or negative impact over reputation or brand imagine of the hotel. Examples from hotel industry are provided to support these ideas, to see that companies have different ways to manage customer loyalty. In the end of this analyse a conclusion and realistic recommendations are offered.
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[bookmark: _Toc128647942]INTRODUCTION

[bookmark: _Toc128647943]This report analyses hospitality depending on the hotel standard, reputation management and customer loyalty and their impact on customer and different choices he can make. According to the number of stars that a hotel has, the client can get an idea of the facilities it offers, the evaluations based on specific criteria being offered by the establishment that offers stars. The customer can also express his opinion about the products or services of a hotel using online platforms, such as TripAdvisor, and the way companies handle reputation management can affect the perception of the brand. most hotels offer loyalty programs to make customers to return and why not, to attract new ones by offering them benefits, exclusive rates, free wi-fi and much more.

MAIN TOPICS

[bookmark: _Toc128647944]Hotel Standards

The number of stars a hotel has can be an important indicator for the customer, giving them an idea of what to expect when booking a hotel. The more stars the hotel has, the higher the expectations are, for example a 5-star hotel should offer higher quality products and services. Internationally, there are several systems established to determine the number of stars a hotel can have. They are as follows:
1. AA – The Automobile Association, in the UK.
2. AAA- American Automobile Association is the most known star rating Association in North America.
3. Forbes Travel Guide – is popular across the globe. 
4. Australian Auto Clubs- rate all lodging properties in Australia.
5. HOTREC – it is a star rating system in Europe (Jobs, 2022). 

Despite the importance of hotel ratings, doesn't exist a worldwide recognised system and because of different cultures and environments, 5-star hotels in America can offer different facilities than 5-star hotel in England, or the same hotel can have different ratings (Khan, Hussain, and Khan, 2022). For example, Four Season Hotel Los Angeles at Beverly Hills it is a 5-star hotel according to Forbes Travel Guide and it is award winning in 2023 (Forbes Travel Guide, 2023), but according to AAA has four diamonds (AAA, 2023). When a hotel has multiple ratings can complicate the decision of selecting of the wanted hotel by the customer (Tefera and Migiro, 2018)

The higher the number of stars the hotel has, the facilities and the services are at different level, at a 5 -star hotels: exclusive locations, swimming pools, jacuzzi, 24/7 rooms service and reception, are just some of the service and facilities mandatory, in comparison to a 1-star hotel that offers only the essentials: reception, cleaning, possibly breakfast. These are highlighted in the price, the price of a 5 -star hotel being much more expensive than 1-star hotel (Arzaghi, Genc, and Naik 2023).

In the study of Yang, Wong and Wang (2012), the characteristics of the hotels in Beijing are presented according to the number of stars. As can be seen from Table 1 for 5 -star hotels the number of rooms, beds and employees is higher compared to hotels with less stars.
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[bookmark: _Toc128647945]Reputation Management 

By its definition, reputation management deals with influencing the interested participants and public discussions about the organization and its brand with the scope to observe their opinions and conversations and defending the brand by confronting the threatening, the wanted effect being to increase brand reputation. More business functions are involved: communications, marketing, legal, customer experience, sales, and loyalty (Gartner, 2023).
Hotel performance can be affected by the influence of online reviews and how are managed by marketing strategies. An improvement of online reviews (electronic word-of-mouth), 
· 10% improvement in reviewers’ rating can increase sales by: 4.4%, 
·  the increase of an hotel reputation with a small percent (1%) can increase the price with 0,89%, room occupancy increased with 0, 54% and 1,42% in revenue per available room (RevPAR) 
· an increase with 1 point in hotel review's score, leads increase the occupancy rate with 7.5 percentage (De Pelsmacker, Van Tilburg and Holthof, 2018).
The most used website it is TripAdvisor, where customer can easy post reviews, see ratings, others user’s opinions and information travel related.  In the table can be seen the characteristic for 383 hotels sampled in a study, by TripAdvisor ranking (maximum score of 1 and minimum score of 1,042) which are correlated with hotel's star rating. The further tests were conducted for the 5-stars hotel and 3-star hotel ranking by TripAdvisor, but no satisfactory answer was given, being subject to more investigations (O'Connor, 2010).
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A complaint is not always a bad thing, awareness that it is a problem, the process of solving it can be a learning process which leads to a process that can improve the services offered (Heppell, 2015). However, the study of Min, Lim and Magnini (2015) shows that not all hotel operators respond to online reviews, even if those are positive, and don't have a system in place to do this. The authors are proposing a model (Figure 1) how to answer to a review to please the customer with the answer. 
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Four Seasons Hotels & Resorts acknowledges the importance to resolve the negative reviews, the research of Russell (2010) shows that clients can receive a bottle of wine of suggestions how to enhance their stay, in exchange of a negative review. One of negative review can be seen in picture 1 and the answer from the hotel company in picture 2.
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Contrariwise, in the study conducted by Chen and Tabari (2017), specifies that the managers of the Marriott Hotel Group do not offer refunds or discounts, for customers who have complaints. The reason behind this strategy is to protect the hotel and the image of the brand, to maintain customer equity and to avoid financial loss. 
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Customer Loyalty

Customer loyalty can be defined as the behaviour of the customer of re-purchasing of a product and tangible and intangible service, based on trust in the company, satisfaction offered by services provided and confidence. The return of existing customers can be achieved through the marketing and customers relationship departments efforts (Utami, 2015). Investing in customer loyalty it is much more profitable, to keep a customer it is cheaper comparing with the cost bring a new one (Tepeci, 1999).
Hilton Honors program has been selected the best loyalty program by the customers in years 2009, 2010, 2011, in 2011 having an important decision factor of 39,2 % for the members when booking with Hilton. The statistic about the other loyalty programs can be seen in Table 3 (Laškarin, 2013).
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Becoming a Hilton Honors member is easy and free just by visiting the hotel's website. Once you become a member, you can take advantage of various offers: Hilton Honors discount rates, earn points for free nights, experiences, shopping, car rentals, digital check-in and key, no resort fees on reward stays and free wi-fi. The more Hilton Honors is used, the member level goes up to Silver, Gold and Diamond and the benefits are multiplying (Hilton, 2023). Comparing Hilton Honors with Marriott Bonvoy can be noticed that the benefits are very similar, first notable difference is the name of members tier for Marriot Bonvoy: Silver Elite, Gold Elite, Platinum Elite, Titanium Elite and Ambassador Elite (Marriott, 2023).
In the study conducted by Forrester Consulting on behalf of Collinson shows that customer engagement it is not achieved by 80% of loyalty programs. Two potentially reasons could be amongst survey organizations:
- the loyalty programs personalise only 26% of their offers.
[bookmark: _Toc128647947]- less than 41% of organizations follow the interaction of loyal customers with the brand through personalised and relevant services offered, to increase loyalty (eHotelier, 2019).

CONCLUSION

In conclusion, the classification of hotels according to the facilities offered in diverse numbers of stars or diamonds made by various organizations in different country, can confuse the customer about the quality of the hotel and booking a hotel that does not comply with his expectations (Callan R.J, 1995). On the other hand, the study of Vermeulen and Seegers (2009) of states that if the hotels pay attention to online travel platform related can make an improvement of online buying power, because the reviews increase the awareness of the brand and attitude toward the hotel, which can be defined as an effective reputation management. in terms of loyalty programs, hotels have many appealing offers with the scope to make customer loyal, but on a closer look they offer about the same thing (Craggs and Nozari, 2021).
[bookmark: _Toc128647948]
RECOMMENDATIONS

Bellow recommendations are suggested, based on the statistics presented in this report:
· to avoid the confusion of the customer perceptions regarding the quality of the hotel (Minazzi, 2010), it is recommended to try to implement at the global level a system based on the same characteristics of the hotel when stars are given. 
· it can be observed that the improved reviews are beneficial for the hotel company and can lead to market recovery opportunities, therefore it is suggested to increase attention to online environment, channels available and easy to access by the customer where they can express their satisfaction or dissatisfaction regarding the product or services provided (Levy, Duan and Boo, 2013).
· for the hotel companies to increase the level of personalization of loyalty programs, it is recommended to build a guest database of personal needs, wants and habits of segmented customers, as per Table 4 model (Laškarin, 2013).
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“The hotel s beautiful. My problem was that the room had  problem with the outside screen door. It was.
@ very window night & the door would not close. Spoke to front desk and it was fixed but we had &
sleepless night. On the weekend the hotel s filled with kids. The pool area is noisy. The kids that were
there were shrieking. When they left we thought it would be quiet but their room was overlooking the pool
‘and they went out on their balcony and kept up the noise. We finally could not take it and left pool area.
That night someone kept opening and closing a squeaky door and woke us up. The hotel is old and has
poor sound insulation”
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Picture 1. Negative online review example (TrpAdvisor, 2023)
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Response from Aaronl1927, General Manager at Four Seasons Resort The Biltmore Santa Barbara.
Responded24ui2019

Deor Odysseydsa73,

We understand the importance of arestful ights sleep and are greatly disappointed that we were unable:
to make your visitexceptional.

fyouwould be 5o kind to provide us with a direct contact number or emailvia sm.sab@fourseasons. com),
‘we would ke to speak with you further about resolving tis situation.

1do hope that this experience hos not permanently tarnished your impression of Four Seasons Resort The
Bitmore Santa Barbara as we greatly appreciate your patronage and hope we have the opportunity to.
welcome youto the Resort and provide you with the experience you deserve and should have received.

Warm regards,
Aaron ide
Resort Manager

Picture 2. Negative online review answer example (TripAdvisor, 2023)
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Table 3. Overview of guests/members of loyalty programmes of hotel

company (Lakarin, 2013)
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Table 4. Examples of keeping guest data by Point of Sale (Laskarin, 2013).
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Table 2. Hotel characteristics by TripAdvisor ranking hotel and star rating
(OConnor, 2010)




