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[bookmark: _Toc166668439]Abstract 
This paper delves into the issue of how good communication is connected to the guest satisfaction in the hospitality industry, concentrating on the Best Western York House Hotel. It delves into the effect of communication on the guest experience, analyzes the different channels of communication, and suggests the best ones. Through the research the study of the case studies, reflective writings and netnography, it provides the insights and recommendations on how to improve the communication practices, thus, it is the way to boost the guest satisfaction and loyalty.
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[bookmark: _Toc166653654][bookmark: _Toc166668440]Introduction
The hospitality industry is based on delivering a smooth and pleasing experience to the guests. Thus, communication works together to ensure success and the accomplishment of the goals. This article examines how hotels can utilize the communication activities as part of a comprehensive strategy to improve the satisfaction of their guests. The hospitality industry is a service-oriented industry that focuses on providing memorable and pleasurable experiences to the guests. The purpose of effective communication, which is communication that directly supports and leads to the objective’s realization, is to be this linchpin (Pascual-Fernández et al., 2021). This paper untangles the methods hotels use to communicate with their guests in order to improve guest satisfaction. Communication is the whole thing from the first pre-arrival contact to the post-departure phase and covers the whole experience the guest has in the hotel.
[bookmark: _Toc166653655][bookmark: _Toc166668441]Research Aim
The main aim of this research report is to evaluate the effective communication strategies leveraged by the hospitality businesses to enhance overall customer satisfaction and employee retention. 
[bookmark: _Toc166653656][bookmark: _Toc166668442]Research Objectives 
· To Evaluate the influence of communication on guest experience within the hospitality sector.
· To Assess various communication channels used by hotels for customer interaction.
· To Recommend effective communication strategies. 
[bookmark: _Toc166653657][bookmark: _Toc166668443]Research Rationale
The term communication refers to the whole communication process between the hotel and guests - from the pre-arrival stage until after the departure (Lin, 2022). Hotels accomplish it through adopting of excellent communication techniques by which they are able to manage expectations, attend to problems swiftly, and customize the guest experience. By effectively communicating their policies and quickly resolving any issues that emerge, hotels can not only establish clear expectations but also reassure the guests that they are in good hands, hence creating a sense of trust and reliability. Another aspect of personalized communication is that it gives hotels a chance to cater to the individual requirements of each guest within the hotel (Andreea, 2024). Besides, this helps to improve the level of the overall satisfaction and commitment.



[bookmark: _Toc166653658][bookmark: _Toc166668444]Literature Review
[bookmark: _Toc166653659][bookmark: _Toc166668445]Impact of Communication on Guest Experience
Setting Expectations and Building Trust
Hossain et al. (2022), stated that understanding communication, straightforwardness of expectations and establishment of trust between hotels and guests is foundation for room service innovations. The openness in the announcement of the amenities, policies, and possible disruptions will build trust and reduce the frustration. However studies have indicated that guests are more welcoming to the hotels that have no hidden agendas about their guest’s stay especially in ensuring that they meet their guests’ high expectations. According to Melián-Alzola (2020), With reliable and detailed information that are delivered through various communication routes like hotel websites, confirmation bookings and pre-arrival emails, hotels could build a good relation between themselves and guests from the beginning.
Proactive Communication and Guest Satisfaction
Xia (2020) stated that, having a proactive kind of communication style is a tool which you can use to predict guest needs and avert difficulties prior to the guests voicing their complaints. Several researches confirm that guest satisfaction levels largely depend on proactive communication; when an owner pays attention to the needs of guests and shows commitment to a fulfilling experience, satisfaction is bound to rise. For instance, hotels can tell the guests about the scheduled maintenance or special events that might affect their stay and therefore they can plan accordingly and avoid potential problems. As per Nimri (2020), imitative communication is not only inclined to quenching guest's prompt needs but also goes far and beyond by surpassing the guests' expectations thus improving their satisfaction level and word-of-mouth.
[bookmark: _Toc166653660][bookmark: _Toc166668446]Evaluation of Communication Channels
Multi-Channel Communication
In the digital age, hotels are at customers’ disposal through different communication methods, be it the classical approaches of phones and e-mails, to modern tools like online chats, social networks or mobile applications. As per El-Said (2020), providing various communication channels is a way of making the hotel service more convenient and accessible for the guests, enabling them to choose the channel that they like the most and that suits their lifestyle. The scientific data illustrates that guests always find having the alternative communication routes advantageous. It allows them to decide as per their convenience and make choice of the mode of communication.
Personalization and Relationship Building
Properly understanding the customers and building good relationships are the important concepts of developing guest loyalty. According to Denysenko and Shevchuk, (2020), personalizing communications by designing them on the basis of guest preferences and past interactions is what hotels should do to create unforgettable experiences that touch guests on a personal level. For example, get to know the guests by their name, prepare specially for birthdays or anniversaries and offer recommendations considering the previous stays show that something more than survival are being provided. The science of personalized communication which is vital in creating a feeling of relatability and attachment to the guests serves to improve their satisfaction and loyalty over time.
[bookmark: _Toc166653661][bookmark: _Toc166668447]Best Practices for Communication Strategies
Investing in Staff Training
In the opinion of Irani et al. (2022), the ability to communicate effectively is what the hotel staff has to offer if they want to make their guests happy. However, providing staff with continuous training about the techniques of engaging people kindly and attentively by means of various programs will let them be able to communicate with guests. In the opinion of Duric and Potočnik Topler (2021), training hours are likely to be dedicated to subjects such as verbal communication, active listening, conflict management, and the problem of cultural resistance to ensure that employees possess the skills to effectively communicate with guests from different cultural backgrounds.
Omnichannel Communication
An omnichannel communication strategy hence provides the assurance of uniformity and unity across all the guest touchpoints. Ali et al. (2020) suggested that through unifying communication means that are easily accessible to guests, hotels can emulate a single and customized experience for guests along the way of their travel, starting from their booking to the post-stay interactions. Integration forms herein a consistent link providing a guest with a single-source since he or she moves from one channel to the other in search of relevant and consistent information.
Leveraging Technology
Technology is of great importance in the hospitality industry in the respect of communication ranging from efficiency to effectiveness. According to Donate et al. (2023), hotels can use innovative technology solutions by implementing chatbots, automated message systems and CRM software which allow for easier interaction the guests and a more satisfying experience for them. For instance, chatbots can be used to process easy queries and reservations – this can lowers the staff workload enabling them to offer the personalized service. Additionally, CRM systems can help maintain guest relationships because they are designed to keep track of guest preferences and interactions, thus personalizing the communication and service provided.
Real-time Communication
As per Bi et al. (2020), the hotels are able to solve the guests' queries and problems in the real time through the live chat or the social media messaging. At-the-moment communication platforms offer guests with offhand sources of assistance and help, which in turn gives an extra spice to their experience and satisfaction. Responding and being always available to customers across different communication channels is the key for the hotels to underline that they focus on the service of quality and are unique in comparison to their competitors.
[bookmark: _Toc166653662][bookmark: _Toc166668448]Conclusion
In a nutshell, proper communication methods applying such techniques as transparency in order to set necessary expectations, proactive guest engagement, and different types of communication channels available offer the means to improve the guest satisfaction and loyalty in the hospitality branch (Chung, 2020). Incorporating the best practices like staff training, omnichannel communication, technology, and real-time communication options are some of the ways that can enhance customer experience and consolidate guest services. The literature review stresses the importance of communication in determining the guests' experiences in the hospitality industry. The communication should be clear, consistent, and personalized in order to establish the expectations, trust, and guest satisfaction. Through the use of different communication channels and the adoption of proactive approaches, hotels can foresee the needs of the guests, deal with the concerns as soon as they arise and thus, create significant relationships (Zhang and Chen, 2024). Industry best practices, such as staff training, omnichannel communication, and technology utilization, add on to the already effective communication. The process of improvement through guest feedback mechanisms guarantees that the communication strategies are always changing to the new expectations of the guests, thus resulting in the increase of the satisfaction and loyalty of the guests (Tohirova, 2024).



[bookmark: _Toc166653663][bookmark: _Toc166668449]Methodology
The methodology section raises a research onion framework building offering further insights into the specific methodologies under discussion in this research. This systematic method of investigation provides deep insight into the research methods used, which includes both the core case study method and additional techniques such as reflective writing and netnography (Collis and Hussey, 2014).
[bookmark: _Toc166653664][bookmark: _Toc166668450]Case Study Methodology
A case-oriented approach to this research is the one used, namely case study methodology (Saunders et al., 2012). This method allows students to dive into a definite phenomenon within its realistic context, which makes it very appropriate for topics that are complex assuming given hospitality demeanor (Hennink et al., 2020). This study will prove to be very useful because it will be able to reflect on a single case - the Best Western York House Hotel, and will be able to go into the details of communication strategies and their impact on the satisfaction of the guests.
[bookmark: _Toc166653665][bookmark: _Toc166668451]Benefits of Case Study Methodology
Case studies through them you learn the depth, and the aspects of the thing you are studying, and by the case study you get to understand the complex concepts from a holistic point of view (Hancock et al., 2021). The approach enables researchers to seize contextual nuances and understand how different factors interact in a certain place which finally leads to the development of theories and applications (Cottrell, 2014).
[bookmark: _Toc166653666][bookmark: _Toc166668452]Limitations of Case Study Methodology
Even though case studies have many benefits, they only apply to the context in which they occurred and can generate subjective views. Generalizability can be a problem here, as the findings from a single case study cannot be easily extended to the broader population (Tomaszewski et al., 2020). On the other hand, we have to state that a case study might be resource-demanding and time-consuming that requires comprehensive planning and implementation.
[bookmark: _Toc166653667][bookmark: _Toc166668453]Reflective Writing
The case study method, along with reflective writing, is the other method that is used to capture the researchers' personal insights and reflections throughout the research process (Pizam et al., 2022). This way of research is based on the researcher's self-examination and critical analysis of their own experiences, biases and changing views.
[bookmark: _Toc166653668][bookmark: _Toc166668454]Netnography
Netnography is used to examine the online communication channels and the guest feedback platforms within the hospitality industry (Coe et al., 2021). The qualitative research method here is the systematic analysis of online communities, reviews, and social media interactions which is used to gain insights into guest perceptions and behaviors.
Using the methodology of case study, reflective writing, and netnography this study uses a multi-faceted approach to communicate the strategies in the hospitality industry. Although the case studies give detailed insights into particular issues, the reflective writing allows for the critical self-reflection and the netnography gives access to the abundant online data (Zopiatis et al., 2021). Through joint application of these methods, we enhance the understanding of the research field, which, in turn, supports the findings and applications of the study (Veal, 2006).
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[bookmark: _Toc166583160]Introduction
The company Best Western was founded in year 1946. The company has expanded in 80 countries around the world. The company have 4000 hotels which are managed by the company as well as independently. The company started providing their services in the British sector in the year 1967 (Best Western, 2024). The company is a group of independent hotels that works in the direction of providing the best possible stay services to guests and customers. The company always have the focus on Quality of their service or hotels, creativity, self-expression, individuality, and quirkiness. The company always wants to be the heart of the community by providing the best possible care to its customers. Apart from the customers the company also focus on improving the surroundings of the location. The company also focuses on the pricing system of the company for their hotels (Best Western, 2024). The company charge fair prices for their stays and hotels from their customers and avoids conveying false prices in their promotional activities. The company also focus on developing the green tourism business scheme. The company has excellent quality and prices and has integrity in both personal and professional mediums. York House Hotel is the hotel which belongs to the Best Western. The hotel contains a three-star rating from its customers. 
The Best Western York House Hotel provides various facilities to their customers such as Bars, indoor pools, free WIFI, restaurants and many more. The hotel also allowed pets such as dogs and cats at a very low cost of $20 and accessibility with wheelchairs on all floors (Best Western, 2024). The hotel is presented in front of the sea at Eastbourne. The sea-facing location makes the hotels more attractive and interesting for the customers. The Best Western York House Hotel is perfect destination for stays, weddings, and business conferences. The Best Western York House Hotel is also a great choice for individuals who just want to relax in the hotel and enjoy the indoor pools. The Best Western York House Hotel also provide parking services with limited charges. The company established their hotel near the airport, train station and motorway. The hotel also provides restaurant and bar service and named them Verandah Restaurant and Bar (Best Western, 2024). The company also provides the exclusive packages. The Best Western York House Hotel provides the rooms from the comfort, standard, and superior types. The hotels are popular among individuals and also with family members because of their services and accessibility.  
[bookmark: _Toc166583161]SWOT analysis
SWOT analysis of the Best Western York House Hotel can provide an internal analysis of the company by analysing the strengths, weaknesses, opportunities, and threats as well. 
Strength
The Best Western York House Hotel is part of the parent company named Best Western. The company Best Western is one of the largest hotel chains in the United States. The company provides their services in over 80 countries and 4100 hotels. The Best Western York House Hotel have its own identity. This can help them to increase their brand image. The Best Western York House Hotel is located in front of the sea. This factor can also be considered as the biggest strength of the hotels. The Best Western York House Hotel also provide various services to the customers and guests such as Wi-Fi, dining in restaurants, free breakfast, bars, and parking services (Best Western, 2024). The Best Western York House Hotel is perfect destination for stays, weddings, and business conferences. The Best Western York House Hotel is also a great choice for individuals who just want to relax in the hotel and enjoy the indoor pools. This can also be considered as the strength of the hotel. They also allow the pets of the guest for the minimum charges this can also attract the customers who love their pets most.
Weakness
The negative reviews on the social platform can be the biggest weakness of the Best Western York House Hotel. The negative reviews about the hotel and its services can affect the customer's engagement and profitability. Other than this the competition in the hotel and accommodation industry can also be the biggest weakness of the Best Western York House Hotel. This can also affect the growth of the hotel. The hotel can also have the premium prices for some of their services (Best Western, 2024). This can also affect their image in the competitive market. 
Opportunity
The company can establish their hotels in different locations also other than Eastbourne. The company also can enhance their online presence by adopting digitalisation. The Best Western York House Hotel can also attend festivals all around the world to attract more customers from different regions and different segments. The Best Western York House Hotel can also provide group discounts on the booking of hotel rooms (Best Western, 2024). 
Threat
The new hotel chains and the existing hotel chains in the market are the biggest threat to the company. This hotel chain can increase the competition of the Best Western York House Hotel. The rapidly changing customer preferences and changing market conditions can also be a big threat to the Best Western York House Hotel. This can pressure them to adopt certain changes in their business strategy which can also affect the business operation of Best Western York House Hotel.
[bookmark: _Toc166583162]PESTEL analysis
The pest analysis can help to evaluate the external environment of the Best Western York House hotel. This external environment contains the Political factor, Economic factor, social factor, and technological factor. 
Political factor
The political instability in the country can also affect the growth of the Best Western York House Hotel.  A stable political environment can provide the best environment for the hotel to grow and increase its profit margin. On the other hand, the instability in the political factor can also decrease the rate of growth of the Best Western York House hotel. Other than these the continuously changing government policies can also affect the performance of the Best Western York House hotel. Bureaucracy and corruption also affect business growth negatively. This makes the environment of the business unpredictable. Taxation laws, trade laws and regulations and intellectual property can also affect the business (Sharma et al., 2022). All of these political factors have the ability to affect the growth of the Best Western York House Hotel and its profitability. This factor can also increase the legal complications of the business.
Economic Factor
Economic factors such as inflation rate, interest rate and exchange rate can also affect the Economic growth of the Best Western York House hotel. The inflation rate can affect the customer's power to purchase the services and accommodation from the business of the Best Western York House Hotel. The increasing interest rate can also affect the growth and profitability of the company. These factors can also reduce the efficiency of business operations and their business strategy. These economic factors can create a situation of malfunction in the business operation. Employment wages are also another factor which can be the biggest hurdle in the path of the success of the Best Western York House Hotel. 
Social factor
Continuously changing demographic patterns such as the ageing population can affect the business and their growth. The Best Western York House Hotel has to target the proper segments for its business and position its business strategy according to the targeted segment (Leyva and Parra, 2021). The income level of the society can also decide the future sales of the services and accommodation of the Best Western York House hotel. Other than all of these factors the spending patterns of the customers and guests can also be the factors that can affect the business growth and profit margin of the Best Western York House hotel. 
Technological factor 
The technologies can be proven as the most profitable innovation in the years. Technology such as social media marketing can help the Best Western York House hotel to attract a larger customer base towards the company and their services and accommodations. Social media marketing can help the Best Western York House Hotel to adapt to the modern business environment and engage more people towards the business. The business Best Western York House Hotel can use the latest and emerging technology to analyse the market by using various technologies such as block chain and artificial intelligence (Varelas et al., 2021). This technology can help them to increase the customer's experiences by implementing the services the customers want. The Best Western York House hotel can also implement virtual reality to provide the virtual tour to their customers who want to book the hotel and other services through online booking.
Environmental factor
The Best Western York House Hotel already has very strict and strong rules and regulations about the waste management and recycling of materials. These factors can help the company to attract customers who are more aware towards the environment. The company also have a focus on increasing the use of renewable energies (Leyva and Parra, 2021). These factors can help the Best Western York House Hotel to increase the customer's satisfaction as well as the stakeholder’s satisfaction. These factors can also help the business to gain the trust of the stakeholders and customers. 
Legal factor
There are various laws that can affect the business strategy of the Best Western York House Hotel. Employment laws, consumer protection laws, and intellectual property laws are the major problems for the Best Western York House Hotel (Pirlot and Culot, 2021). The hotel has to follow all the required guidelines to work within the laws and regulations to reduce the legal; complications. 
[bookmark: _Toc166583163]Porter’s Five Force Analysis
 Porter’s five forces analysis can help the business to analyse the competitive environment of the Best Western York House Hotel. Through this, the company can also identify the areas they need to focus on. 
Threat of new entrants: (Weak Force) 
The new entrants require premium investments and attractive infrastructure. This factor can be a problem for new entrants to pursue, and because of this reason, it was difficult for the business to enter the market as the hotel chain (Schweinsberg et al., 2022). Apart from this, there is always a risk for the new entrants of loss this factor also make the threat of new entrants low. 
Threat of substitutes: (Strong Force)
The Best Western York House Hotel provides basic services to its customers and guests. This makes the factor powerful in the market to increase the number of substitutes. This can also increase the competition in the market. 
Bargaining power of customers: (Medium Force)
The customers who are visiting the hotel for the first time cannot bargain for the prices because they do not have the experience of the services. However, customers who are dealing with third-party dealers can bargain for the prices and services (Schweinsberg et al., 2022). These factors make the force medium strong. 
Bargaining power of suppliers: (Weak Force)
The Best Western York House Hotel needs various raw materials for its restaurant and hotel. The business already has bounded with the best possible suppliers for the raw materials. This factor makes the power of the suppliers weak. Other than this the hotel industry contains various suppliers which makes them a weak force.
Competitive rivalry: (Very Strong Force)
The hotel and accommodation industry has very high competition. This can affect the growth of the Best Western York House Hotel and its profitability. This makes the competitive rivalry a very strong force. The biggest competitors of Best Western York House Hotel are Choice Hotels, Hilton, Marriott, Wyndham Hotels & resorts, Hyatt, booking, and many more (Similarweb, 2024). 
[bookmark: _Toc166583164]Conclusion
The Best Western York House Hotel is an independent hotel of the group Best Western. The Best Western York House Hotel works in the direction of providing the best possible stay services to guests and customers. The company always have the focus on Quality of their service or hotels, creativity, self-expression, individuality, and quirkiness. The Best Western York House Hotel provides various facilities to their customers such as Bars, indoor pools, free WIFI, restaurants and many more. The hotel also allowed pets such as dogs and cats at a very low cost and accessibility with wheelchairs on all floors. Hotels are the perfect destination for stays, weddings, and business conferences. The company established their hotel near the airport, train station and motorway which makes them more accessible.


[bookmark: _Toc166653670][bookmark: _Toc166668456]Theme Exploration
This part is devoted to the communication strategies that are used at Best Western York House Hotel, and the analysis tackles the impact of these strategies on the guest satisfaction and the ways of their improvement (Mensah et al., 2024). The aim of the research is to find out the degree of effectiveness of the communication in the hotel and to identify both the good and bad parts that need to be improved. The hotel is using different communication channels, like email, phone, and social media, to find out how they are involved in the guest engagement and the overall experience. Besides, the clarity, consistency, and responsiveness of communication efforts are also measured to find out the influence of the communication on the guest satisfaction levels (Stephenson, 2022). Consequently, the critical analysis provides the very valuable information which is used to create the communication strategies which evoke guests' loyalty and satisfaction at Best Western York House Hotel.
[bookmark: _Toc166653671][bookmark: _Toc166668457]Understanding the Importance of Communication 
Effective communication is like the glue that binds the guest's experience to the hospitality industry. It is the main tool through which hotels communicate information, solve problems, and create the much needed relationship with guests (Aleksandrovna et al., 2021). Hotels, by promoting open and honest communication, can make guests feel safe and trusted, thus increasing their overall satisfaction and loyalty. Besides, great communication is key to improving service delivery as it guarantees that guests get on time and the right information about the facilities, rules, and available services. At the end of the day, hotels which take the time to communicate with their guests create a situation where the guests are happy, satisfied and well looked after, resulting in good reviews, repeat visits and recommendations to others (Adkhamjonovich, 2023).
[bookmark: _Toc166653672][bookmark: _Toc166668458]Key Elements of Effective Communication 
The four cornerstones of excellent communication in the hospitality industry are clarity, consistency, empathy, and responsiveness. Clarity guarantees that the messages are well-understood and easily comprehensible, thus leaving no space for confusion or misinterpretation (Ghosh and Jhamb, 2022). Continuity in communication means that the guests get the same information from every point of contact, which in turn makes the hotel seem trustworthy and professional. Through empathy, hotel staff can easily understand the needs, preferences and concerns of their guests and thus, they can connect with them on a personal level. Responsiveness is the way the hotel proves it cares about its guests by answering questions, doing what the customers want, and dealing with problems as soon as they come up (Nyanjom et al., 2023). With all these parts working together, they form a communication system that not only meets but goes beyond the guests’ expectations, thus, creating a positive experience and the lasting impression.
[bookmark: _Toc166653673][bookmark: _Toc166668459]Current Communication Practices 
[bookmark: _Toc166653674][bookmark: _Toc166668460]Utilization of Various Communication Channels
Best Western York House Hotel uses a variety of communication channels to get in touch with its guests (Mensah et al., 2020). These channels comprise of email, phone, and social media platforms, thus giving guests the opportunity to connect with the hotel through different avenues.
Pre-Arrival Communication Efforts
The hotel's pre-arrival communication is not only comprehensive but also proactive, making it a unique feature. It takes care of the booking confirmations and the sending of the general information emails (Giousmpasoglou and Marinakou, 2021). These emails are so detailed that they are almost like actual letters; they are outlining all the good stuff the hotel can offer you, and they also tell you all the cool stuff you can do outside the hotel.
The Best Western York House Hotel really puts in the effort to make sure that the guests are informed and ready for their stay (Islam, 2021). Through the use of various modes of communication and the provision of detailed pre-arrival information, the hotel endeavours to make the guest experience more easy-going and address any queries or problems beforehand.
Overall Impact and Effectiveness
The use of various channels of communication and the priority on pre-arrival communication are the pillars of the hotel's success in engaging guests (McKercher et al., 2024). The hotel then provides clear and timely information to the guests resulting in guest satisfaction and positive guest experiences right from the beginning of the stay.
To sum up, Currently, the way Best Western York House Hotel communicates with its guests is a model of proactive guest engagement and service excellence (Berjozkina and Melanthiou, 2021). By using the communication channels excellently and being very careful in the pre-arrival communication of the guests, the hotel gives the possibility for the guests to have a very nice experience when they come.
[bookmark: _Toc166653675][bookmark: _Toc166668461]Strengths of Current Communication Strategies 
Clarity and Consistency in Communication
Best Western York House Hotel is the top hotel in this category because of its great communication skills that ensure the clarity and consistency of its messages. You will get a lot of helpful information about the room features, dining options, and local attractions (Everett et al., 2020). This way, visitors will know exactly what services and amenities are offered to them and will be able to smoothly enjoy their stay.
Empathy and Responsiveness of Staff Members
The hotel's staff members are truly amazing at being there for the guests and showing sympathy when they need it the most. They handle the guest questions and requests with true concern and attention, thus making the guests' experiences good (Ghani et al., 2022). The employee is always ready and willing to help the guests with any questions about the hotel facilities or to give them advice for nearby attractions.
The hotel has all the things that my uncle likes and I like too. This fact is the reason that this said hotel is so careful in its treatment for the guests. First, let us make the time to talk to guests, and then listen to what they say. A friendly conversation helps to create a warm atmosphere that a guest would love. Besides, an empathetic employee will make the guest feel loved and taken care of (Edeh et al., 2022). Therefore, the hotel makes the best way to create a great experience for the guests that makes them stay longer.
[bookmark: _Toc166653676][bookmark: _Toc166668462]Areas for Improvement 
Personalization and Guest Recognition
The management of Best Western York House Hotel, through the introduction of guest recognition programs, will be able to concretely prove that they recognize their guests as individuals and not just as customers (Kapoor et al., 2020). This way, they will be able to create a more personal and attentive approach that will help to enhance their guests' experiences. Guests will talk about not just the hotel, but also its personal touch, because of the fact that the hotel will address each guest by their name and will also inform about their special days. This personal touch, which is also the key to building a strong emotional bond with guests, therefore, is the one that boosts the likelihood of the guest to come back and recommend this hotel to others (Ezzaouia and Bulchand-Gidumal, 2020).
Proactive Communication
The fanciest Best Western York House Hotel of all can gain a lot from taking a more upfront, sincere, and honest approach to communication. Doing the things that guests need or want, before they ask, will let you know that there is a certain attentiveness and foresight, which makes the whole guest experience better (Pillai et al., 2021). Furthermore, the hotel could even warn the guests about the possible changes in the weather, let them know about the upcoming events in the area or even give them a personalized recommendation, or even give them a tip for the easy and safe navigation through the local area. The hotel can be a place where people recommend to others and the management can do something to express to the guests how much they appreciate them (Longoni et al., 2024).
Utilization of Technology
Using technology-based communication tools is like putting on a pair of headphones and suddenly being able to chug coffee and text your friends (Köseoglu et al., 2020). That is how you can decrease complicated procedures and thus increase the work efficiency at Best Western York House Hotel. Mobile apps for the guest inquiries and feedback let the guests to contact and leave the opinions of the hotel easily and in real-time, which is good for the guests and the hotel. Besides, the hotel can use the data analysis to find out the guests' preferences and behaviour and then the hotel can be the one using the communication strategy to fit the guests' needs. Through the use of technology, the hotel becomes more humanistic, easier to operate, and the guest experience will be even better (Anubala, 2023).
Enhancing Multilingual Communication
If Best Western York House Hotel wanted to be more universal, it could certainly improve its multilingual communication capabilities. Giving information and services in different languages, the hotel caters to such a diverse range of guests, making everyone feel welcome and that they belong, and thus, making the hotel more accessible and inclusive (Shen et al., 2020). This can include arranging for the training of multilingual staff, translation of all key communication materials like signage and room information, and the introduction of multilingual customer service support.
Implementing Guest Feedback Mechanisms
Making the feedback of guests an integral part of the assessment of their experiences at the Best Western York House Hotel is a powerful and practical way for the hotel to improve itself on a regular basis, to better serve its guests (Liu et al., 2022). This can also mean doing things like giving the guests post-stay surveys, comment cards, or online feedback platforms to get their feedback systematically. By looking into the feedback, the hotel can be on top of such things like trends and recurring issues, which in turn lets them go on and make the guest experience even better (dos Santos et al., 2020).
Staff Empowerment and Training
By putting a lot of effort into staff empowerment and training programs, the staff will be in a position to offer the customer the best service they ever had. Now, imagine, they allow the staff to get training after they already know some communication techniques, problem-solving, and conflict resolution, this way they will be really good at handling the guest's interaction with them, and they will do it with professionalism and empathy (Kwok et al., 2022). The staff members given with more authority are more likely to foresee the needs of the guests, solve the problems quickly, and thus forever in the minds of the guests.
With a focus on the areas of improvement and the existing communication strategies, Best Western York House Hotel can be the most admired and renowned in the hospitality industry (Atadil and Lu, 2021). By putting oneself in the shoes of the guests, using the best communication methods, reaching out to guests before they need anything, and utilizing the latest technology, guest satisfaction is raised leading to a good reputation and guest loyalty. When the hotel knows the guests' likes and dislikes and their individual needs, it can create a unforgettable experience that will be remembered by the guests for years to come (Wang et al., 2024).
Besides, through the use of the power of effective communication, Best Western York House Hotel can set itself apart in a market where competition is fierce (Pisicchio and Toaldo, 2021). The hotel that clearly and consistently communicates with its guests, is bound to be the top choice for guests who consider it their most reliable and trustworthy hotel. The hotel takes the initiative to communicate with its guests, thus showing its dedication to meeting their needs before they ask for anything, and this in return makes it even more attractive (Nematilloyevna et al., 2021).
The never-ending improvement of communication methods is a must for preserving top-notch hospitality service. A regular evaluation of guest feedback, keeping abreast of industry trends, and training of the staff allows the hotel to be always ready to meet the changing guest expectations (Shulga, 2021). Through the promotion of an effective communication at every touch point of the guest journey, Best Western York House Hotel can be in a position to consistently deliver the best experiences which will exceed the guest expectations and hence, will be able to establish its status as the most preferred destination for the travellers. 

[bookmark: _Toc166653677][bookmark: _Toc166668463]Conclusions
The communication that is effective is what makes the guest to be satisfied and loyal to the industry. During this report, it has been shown that the main thing that influences the guests’ experiences is the clear, consistent and personalized communication strategies. The Best Western York House Hotel is an example of a hotel that does its best in all the aspects of communication, which include transparency, empathy, and responsiveness (Rutherford, 2021). Nevertheless, there are chances for the improvement of the guest experience and thus, keeping the leading position in the market.
[bookmark: _Toc166653678][bookmark: _Toc166668464]Recommendations
Personalization and Guest Recognition: The guest recognition programs will greatly increase the feeling of being cared and being attentive at the Best Western York House Hotel. Through the addition of guest desires in their communication, for example, the guests can be greeted by name when they arrive and also the special occasions like birthday or anniversary can be recognized by the hotel, the hotel can create a personalized and memorable experience for the guests (Labanauskaitė et al., 2020). This personal approach creates a more intimate relationship with the guests, which in turn increases the probability of them coming back and telling others about the hotel.
Proactive Communication: Best Western York House Hotel will gain from the application of a more active communication strategy. The preparation for the guest's needs and the provision of the relevant information before the guest needs them indicates the foresight and attentiveness of the guests, which increases the whole guest experience (Gonzalez et al., 2020). For example, the hotel could inform the guests about the upcoming events or attractions in the area, suggest their personal recommendations based on their interests, or give them tips for the local area navigation. Through the proactive approach, the hotel can not only meet but also surpass the guests’ expectations and show its passion for the service.
Utilization of Technology: The use of technology-driven communication tools can make the processes simpler and the efficiency to be improved at Best Western York House Hotel (Bernard et al., 2024). Inserting mobile apps for guest inquiries and feedback makes it possible for guests to communicate with the hotel conveniently and in real-time, and this, in turn, will increase the responsiveness and the satisfaction of the guests. Moreover, the use of data analytics to study the guest preferences and behavior leads to the hotel's ability to create communication strategies that are suitable for individual needs. Through the effective use of technology, the hotel can improve the guest experience, optimize the operations, and be the first in the field of hospitality (Šerić, and Mikulić, 2020).
Enhancing Multilingual Communication: The Best Western York House Hotel would be on the right path if it could upgrade its multilingual communication skills. The giving of information and services in different languages is meant to reach a varied group of visitors, thus, the integration and accessibility (Rabiul et al., 2023) are promoted. This can be done by providing multilingual staff training, translating the important communication materials such as the signage and room information and the customer service support in many languages.

Implementing Guest Feedback Mechanisms: Putting up strong guest feedback systems makes it possible for Best Western York House Hotel to get the important information about guest experiences and the areas that need to be improved. This may mean the choice of the methods to collect the guest feedback like the post-stay surveys, comment cards or online feedback platforms to be systematic (Yurur et al., 2021). The feedback analysis helps the hotel to identify the trends, solve the problems that keep on repeating and, thus, to keep the guest experience better.
Staff Empowerment and Training: The staff empowerment and training programs are the ways of acquiring the skills and the confidence of the employees which will help them to deliver the excellent customer service. The continuous training on communication techniques, problem-solving, and conflict resolution allows the staff to deal with the guest interaction professionally and empathetically (Malheiro et al., 2020). Empowered staff members will be in a better position to foresee guest needs, settle the issues quickly and thus create memorable experiences.
To sum up, by tackling the listed issues and further developing the advantages of the current communication strategies, Best Western York House Hotel can be the top in the hospitality industry. The course of action that will increase the satisfaction of guests by means of the personalized communication, proactive outreach, and the efficient use of technology will be the one, which will create a good reputation and will establish the guests’ loyalty. The on-going improvement of communication techniques is vital for preserving the quality of hospitality service delivery. The consistent evaluation of guest feedback, the monitoring of industry trends and the training of staff are the factors that make sure that the hotel is always ready to meet the changing guest expectations. Through the prioritization of effective communication at every touch point of the guest journey the Best Western York House Hotel can consistently deliver the exceptional experiences that will be more than the guest expectations and thus will be able to be the best destination for travellers.


[bookmark: _Toc166583165][bookmark: _Toc166653679][bookmark: _Toc166668465]Reflective account
The hotel I worked at is Best Western York House Hotel; this hotel is located in front of the sea in Eastbourne. The Best Western York House Hotel provides various services to their customers and guests such as Bars, indoor pools, free WIFI, and restaurants. The Best Western York House Hotel also allows their guest to bring pets such as dogs and cats to the hotel. The hotel charges only a little money in exchange for this service. I observed that the Best Western York House Hotel is the best place for weddings, business meetings and conferences, and also for a place to chill and relax or to enjoy. The Best Western York House Hotel provides free parking services to the guests and customers. Because of these facilities and services, the Best Western York House Hotel is the best choice for individuals. The person can choose the Best Western York House Hotel for their accommodation because of their services and environment. I also observed that the location of the Best Western York House Hotel is the biggest strength for them (Ali et al., 2021). The sea-facing location attracts many guests towards it. The Best Western York House Hotel has the power to attract the nature lover people towards them.
Another big strength of the Best Western York House Hotel is its accessibility. The Best Western York House Hotel is established at a location where they are accessible to most people. The hotel is located very near to the railway station, bus station, airport, and also the motorway. This makes the hotel more visible to the guests and customers (Ali et al., 2021). I also observed that the brand image of the parent company of the Best Western York House Hotel is also very strong in the hospitality market. This factor can also bring various opportunities for the business. The Best Western York House Hotel can also use the brand name for the promotion of their hotel. The Best Western York House Hotel works individually. This factor brings them the freedom to make their own decision and change and maintain the business strategy and business operation according to them. I also observed that the services which are provided by the Best Western York House Hotel are very common. This can increase the level of competition for the hotel. The hotel industry already has a lot of competition. This makes it difficult for the Best Western York House Hotel to sustain itself in the market. The Best Western York House Hotel also has a focus on the environment and sustainability. The business is very responsible for the management of waste and reducing the usage of non-renewable sources (Floričić, 2020). The company always have their focus on using renewable sources of energy. This factor helps them to enhance their brand image in the society. This can also help the Best Western York House Hotel to attract guests who are more aware towards the environment. Apart from the strengths, the Best Western York House Hotel also has some weaknesses in its business strategy. The company can be stuck in legal compliances such as laws and regulations like employment laws, consumer protection laws, and intellectual property laws. The company have to follow all the laws and regulations to ensure safety and reduce the risk of legal allegations. The company can also face criticism because of the negative reviews on the online and social platforms. This factor can affect the brand image of the Best Western York House Hotel. 
Apart from this, the hospitality market is changing very rapidly. These changes can make the market uncertain for the same period. The rapidly changing market trends and customer preferences can lead the Best Western York House Hotel towards the situation of pressure to adopt the changes on a priority basis. This can also affect the growth of the hotel and also their performance. The Best Western York House Hotel has to adopt the various changes and new emerging technology.
The Best Western York House Hotel can adopt various technologies (Buhalis et al., 2024). Technologies like block chain and artificial intelligence can help the company to analysis the targeted market or identify the new trends and changing customer preferences. This technology can help the Best Western York House Hotel to enhance the customer’s experience. All of this technology can help them to increase the level of customer satisfaction and enhance their experiences with the best possible services as well as digitalisation. The company can implement technologies such as virtual reality and augmented reality to provide a virtual tour of the hotel and its infrastructure (D’Souza and D’Souza, 2023). This can make people aware of the hotel and their immense facilities which can help the Best Western York House Hotel or another hotel chain to increase the number of customers and help meet the customers’ expectations. This new and emerging technology can help the business to increase the rate of customers. At last, I also observed that the company also need to enhance the level of their social media promotion. The company have to post regularly on their social media handle and have to stay active with the new trends. The company can also use search engine optimisation to increase the rank of the site on the search engine results page such as Google and Yahoo. I also observed that the Best Western York House Hotel also needs to enhance the user interface of its official websites. The Best Western York House Hotel has to provide all the related information about their rooms and other facilities about the pricing and timing of the breakfast, golf stadium and many more. By adopting this strategy the Best Western York House Hotel can make a great impact on the customers and enhance the level of their satisfaction.
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