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[bookmark: _Toc212888211]Introduction to the Issue
Managing expectations of the guests in the hospitality industry is essential to achieve high levels of guest satisfaction and loyalty. The Marketing and Guest Experience department at the DoubleTree by Hilton Coventry will be an important element in balancing promises made by the brand and the actual experience to the guest (Gursoy, Buttle and Bowie, 2022). Whilst this was not the major problem that I noticed during my placement, one problem that I observed in my placement was the fact that guests had expectations of the services that were offered. This discussion will examine the impact of marketing activities in the hotel that contributed to the guest expectation and evaluate why these are causing the problems and what can be done to rectify them. I would be proposing some feasible solutions to maximise guest satisfaction and increase the overall business performance.
[bookmark: _Toc212888212]Theoretical Framework and Literature Review
In hospitality marketing, theoretical frameworks indicate that the focus is on the management expectations of the guests to boost their satisfaction and loyalty (Bardi, 2011). One of the most recommended models in this field is the SERVQUAL model, which emphasises customer expectations and perception of the quality of services (Ali et al. 2021). The model states that customer satisfaction depends on the difference between the expected service and perceived service quality. This theory highlights how hospitality facilities, including the Double Tree by Hilton Coventry, must be able to handle the expectations of guests by going ahead and ensuring the avoidance of expectations through express communication, as well as providing steady service delivery.
Kapoor (2021) marketing principles consider realistic expectations based on communication and focused marketing as a crucial step that should be taken in marketing. In cases where the marketing messages of the hotel do not match what the guests experience, dissatisfaction arises, such as when the hotel exaggerates the availability or quality of certain amenities. According to Gabbard (2023), more than 60% of hotel guests make decisions based on online reviews and pre-arrival marketing, and it is important to depict the guest experience in the most accurate manner. This proves that conscientious marketing is instrumental in establishing the expectation, and this prevents a discrepancy between the expectations of the guests and the real-time experience. 
[bookmark: _Toc212888213]Analysis of the Issue
The problem of guest expectation management in the DoubleTree by Hilton Coventry can be cultivated into a discrepancy that exists between the marketing information about the hotel and the actual experience of the guest. Another frequent strategy was a situation where the guests came in anticipating certain amenities that they had agreed to prior to coming, and they realised it was not as good as it was promised or even not available. To illustrate, press releases on a spa service boasting of an award-winning experience made the guests expect a high-end experience. Ultimately, there were no additional services available as the spa business had reached its full capacity during the peak period. Such incongruence between expectation and reality resulted in dissatisfaction and online negative reviews in a few instances.
According to Vo et al. (2022), 83% of guests in hotels consider online reviews as an important determinant when choosing to book in a hotel, and almost half of all travellers stated that they would not come back to a hotel that offered an experience unlike what the hotel advertised. According to Ali et al. (2021), the satisfaction level of the guests is strongly related to the consistency with which the service is provided, and differences in the expectations and the reality of the experiences may result in a considerable drop in customer loyalty.
[bookmark: _Toc212888214]Significance of the issue 
The role of guest expectations management in the hospitality industry cannot be overemphasised. This is because the role affects the satisfaction of their guests and the success of their business eventually (Jones, 2007). The failure of marketing-related materials to reflect the real experience of the guest may lead to devastating results in the form of negative reviews, reduced loyalty, and eventual loss of revenues. Baykal et al. (2024) state that verifiability of marketing information has been listed as one of the determining factors of overall satisfaction by the guest in any marketing strategy in hospitality. Thus, the role of consistent marketing messages cannot be overestimated.
The possible cost aspect based on the failure of some expected guests is expected to be high. Li et al. (2020) established that hotels that experienced high ratings on customer satisfaction experienced a 12% growth through repeat bookings, whereas hotels with low ratings experienced a reduction of 20% through guest loyalty. This implies that the minimal variation in the guest experience rates could lead to significant financial losses, particularly within the competitive sector, where retaining clients is crucial.
Besides the financial performance, a discrepancy between marketing communication and real experiences may damage the reputation of the hotel. As Mohammad et al. (2024) disclose, online reviews influence 86% of travellers, and a considerable number of reviews are made on whether a hotel fulfilled what was promised. In the case of DoubleTree by Hilton Coventry, it implies that making marketing messages reflect the experience correctly could be a critical factor in avoiding negative reviews and damaging the reputation and trust among the guests.
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	Solution
	Action Plan
	Alignment with Industry Best Practices
	Expected Impact on Guest Satisfaction and Business Performance

	Enhanced Marketing Transparency
	Refer to the website and promotional materials to have a clear and accurate description of the amenities, features, and services of the rooms.
Install live monitoring of availability, like spa booking.
	Regular spread of the hotel products is one of the essential elements of effective promotion tactics.
	This will minimise confusion among the guests and will make the expectations meet reality, thus resulting in better guest satisfaction, a low number of complaints and positive online reviews.

	Staff Training on Guest Communication
	Conduct customer service and front desk staff training on a regular basis to make them familiar with the hotel services and promotions.
	Communication and empowerment of the staff are crucial in the management of the expectations of the guests (Pham and Ahn, 2021).
	Employees will be in a better position to devise achievable expectations, enhance interactions with the guests and understand how to improve the quality of the services, which will lead to increased customer satisfaction and retention.

	Regular Guest Feedback Surveys
	Introduce post-stay surveys where the feedback will be on how the visitors view the marketing experience compared to the actual experience and make improvements to services accordingly.
	The routine of receiving feedback from the guests and working on it is a typical good measure in the hospitality sector.
	This will enable the hotel to keep its services in line with the expectations of its guests, enhance loyalty, repeat bookings and positive reviews. It will assist in determining improvement areas.


[bookmark: _Toc212888216]Conclusion
Dealing with expectations of guests has been observed to be significant in the context of retaining satisfaction levels of a higher degree and guaranteeing repeat business in the competitive hospitality sector. The problem analysis of the situation at DoubleTree by Hilton Coventry has depicted that the incongruence of the marketing content and the real experience of the guests was causing dissatisfaction, adverse reviews, and possible loss of loyalty. The improvement plan has been designed to bestow assistance to narrow the gap between the expectation and the reality. The improvement of marketing transparency has been identified to offer courses to staff members on multiple strategies to communicate and obtain feedback in regular intervals from guests. These strategies have been ascertained for the hotel to address the issue. 
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