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Abstract: In the dissertation, major trends, difficulties, and possibilities within the Indian hospitality business
are uncovered. This is accomplished by drawing upon a rich tapestry of theoretical frameworks and empirical
data. The study sheds light on the evolving strategies that hospitality organizations are employing in order to
navigate the complexities of the modern communication landscape. These strategies range from the
incorporation of digital platforms to the cultivation of corporate social responsibility initiatives. In addition,
the dissertation offers insights that may be put into practice by industry practitioners, policymakers, and
scholars who are interested in improving the efficiency of communication and the resilience of organizations
within the context of the Indian hospitality sector. This research acts as a catalyst for informed decision-
making and strategic planning in the hotel industry by providing an explanation of the connection that exists
between strategic communication, public relations, and organizational performance. In summary, the purpose
of this dissertation is to highlight the crucial necessity of strategic communication and public relations in the
Indian hotel business in terms of generating sustainable development and gaining a competitive edge. The
study makes a contribution to the advancement of knowledge and practice in this vital sector by shedding
light on the pathways that lead to effective communication strategies. This helps to position Indian hospitality
organizations for success in a global marketplace that is becoming increasingly interconnected and dynamic.

INTRODUCTION

Background of the hospitality industry in India

The hospitality business in India is a thriving and quickly increasing sector that comprises a varied variety of
facilities, including hotels, restaurants, resorts, and tourism-related services with its abundant cultural legacy,
varied landscapes, and rapidly growing economy, India has emerged as one of the most popular tourist
destinations in the world. Each year, millions of people from all over the globe go to India to see its different
landscapes and rich cultural heritage.

It is possible to trace the origins of the hospitality sector in India back hundreds of years, with the culture of
the nation being profoundly rooted in the traditions of hospitality. As far back as ancient times, India has been
recognized for its warmth and hospitality towards visitors. This is expressed in the notion of "Atithi Devo
Bhava,” which literally translates to "Guest is God." This philosophy is still prevalent in contemporary
hospitality practices, and it continues to influence the way in which the sector approaches customer service
and the overall experience of its guests.

In the most recent decades, the hospitality business in India has seen tremendous expansion and change, which
has been driven by a number of causes including economic liberalization, the development of infrastructure,
and rising levels of disposable income respectively. As a result of the proliferation of online travel platforms,
the emergence of multinational hotel chains, the rise of domestic hospitality brands, and the proliferation of
online travel platforms have further fuelled the expansion of the sector, resulting in the creation of a
competitive marketplace with diverse offerings cater to various segments of travellers.
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In spite of its fast expansion, the hotel business in India is confronted with a multitude of issues, such as
bottlenecks in the infrastructure, obstacles posed by regulatory authorities, and shifting tastes among
consumers. The industry, on the other hand, has been able to overcome these hurdles and continue on a
trajectory of expansion and innovation because to its resilience and flexibility.

It can be said that the hospitality business in India is a vibrant and varied sector that plays an important part
in the cultural environment of the nation as well as the economics of the country. In the Indian hospitality
business, there are many prospects for investment, innovation, and sustainable expansion. This is due to the
industry's rich tradition, various products, and unrealized potential.

Research Obijective

The research problem center’s on understanding the nuanced implications of strategic communication and
public relations within the Indian hospitality industry, its rapid growth and evolving landscape. Specifically,
the study seeks to address questions such as:

» To identify the importance and role of public relations in Indian hospitality sector.

» To identify the relationship between strategic communication and public relations in Indian hospitality

sector.

> To identify the emerging trends, such as digitalization and CSR initiatives, play in shaping

communication strategies within the Indian hospitality sector.

Need of the study in the Indian context

Starting off, the hotel industry in India is seeing growth that has never been witnessed before in the country's
history. Numerous factors, including as economic growth, urbanization, and increased disposable incomes,
are contributing to its expansion. These factors are driving this expansion. Companies are being compelled to
differentiate themselves from their competitors by creating communication strategies that are effective and
connect with a broad range of stakeholders. This is because the market is expanding in size, which is causing
the level of competition to increase.

India's socio-cultural diversity, in conjunction with the country's complex business environment, offers
hospitality companies with a one-of-a-kind mix of challenges and opportunities. This is the second item to
take into consideration. When it comes to effectively interacting with multiple audiences across a number of
markets and segments, it is vital to adopt communication tactics that are customized to the individual cultural
nuances, linguistic diversity, and regional preferences accessible.

In the third place, the hotel sector in India has seen a shift in the communication dynamics as a result of the
advent of social media and digitalization platforms. Businesses are now required to properly manage their
online reputation, respond to feedback from consumers, and make use of digital channels for the purpose of
marketing and engagement. This is because of the proliferation of online platforms and review websites at the
present time.

A further consequence of the COVID-19 outbreak is that it has increased awareness of the necessity of crisis
communication and reputation management in the hospitality industry. Some examples of these problems
include worries about health and safety, travel limits, and altering customer confidence expectations.

The hospitality industry in India is rife with opportunities for innovation and development, despite the
challenges that have been presented. In the event that organizations possess a comprehensive understanding
of the consequences of strategic communication and public relations techniques, they have the capacity to
enhance their competitiveness, establish brand resilience, and cultivate long-term connections with customers,
workers, and other stakeholders.

Clear statement of the main objectives of the research

The primary objectives of this study are to investigate the ways in which hospitality organizations have
integrated strategic communication and public relations practices, to investigate the challenges and
opportunities that they face when putting these practices into practice, and to investigate the role that these
practices play within the Indian hospitality industry. Additionally, the research will investigate the impact that
these practices have on the industry. These objectives are the goals of this study, which aims to achieve these
objectives through the accomplishment of these objectives. The study's goals include providing valuable
insights into the dynamics of communication strategies, informing strategic decision-making, and enhancing
organizational effectiveness within the Indian hospitality landscape.
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Alignment with the broader research problem and guestions

The objectives and objectives of this study are closely aligned with the wider research subject and questions,
which are situated within the context of the Indian hotel industry. The major purpose of this research is to
evaluate the influence that strategic communication and public relations have on the outcomes of situations.
In the process of pursuing these objectives, the study attempts to give comprehensive insights into the
dynamics of communication as well as the effect that these dynamics have on the growth of organizations.

The study is important in the context of the Indian hospitality industry

This study is of the highest relevance in the context of the hotel industry in India for a variety of compelling
reasons, and it is of the ultimate significance. To begin, the industry is now undergoing a time of substantial
expansion and development, which is being driven by a range of factors such as the growth of the economy,
the transition of preferences among customers, and the advancement of technological advancements (Singh,
2017). In order to differentiate themselves from their rivals, build up their brand equity, and cultivate positive
connections with stakeholders, it is essential for hospitality companies to have effective strategic
communication and public relations in order to thrive in a world that is constantly evolving (Gupta, 2020).
Second, communication professionals who operate in the hotel sector have a one-of-a-kind set of challenges
and opportunities as a result of India's diverse cultural landscape and one-of-a-kind business environment
(Sharma, 2016). The ability to have a comprehensive awareness of these complexities and to alter
communication strategies in a manner that is acceptable is very necessary in order to guarantee the success of
a corporation. In addition, the significance of digital platforms and social media is continuously increasing,
which has resulted in an increased need for effective communication strategies. This, in turn, shows the vital
need for research in this specific subject (Mohanty, 2019). As a result, this research helps to close a significant
gap in the existing body of knowledge by delivering insightful information regarding the dynamics of
communication within the Indian hospitality industry, thereby contributing to the formation of strategic
decisions and improving the efficiency of organizations.

Identification of gaps in existing literature or practical applications

It is vital to discover gaps in the existing literature and practical applications in order to have a better
understanding of the research landscape and to highlight areas that need more examination. This may be
accomplished by identifying gaps in the literature. Although there is a growing body of literature on strategic
communication and public relations, there is still a notable lack of research that is particularly focused on the
implications that these concepts have within the Indian hospitality industry. This is despite the fact that there
is a growing body of literature on these topics (Singh, 2017). Studies that are now accessible to the public
either provide broad overviews or focus on Western contexts, so neglecting the one-of-a-kind challenges and
opportunities that are present in the Indian hospitality business (Gupta, 2020). Furthermore, there is a dearth
of major documentation about the practical applications of communication strategies inside Indian hospitality
organizations. As a result, practitioners are left with very little guidance regarding how communication
strategies should be properly applied (Sharma, 2016). Furthermore, in light of the rapid development of
technology and the shifting behaviors of customers, there is a need for contemporary research that addresses
the expansion of trends and the challenges that are associated with communication methods within the Indian
hospitality industry (Mohanty, 2019). This research aims to fill in these gaps by providing an exhaustive
examination of communication dynamics and the consequences that these dynamics have for the operational
performance of organizations that operate within the Indian hospitality setting. As a result, the purpose of this
research is to fill in these gaps.

Justification for the relevance and significance of the research topic

It is the potential of the study subject to solve crucial gaps in the knowledge of strategic communication and
public relations within the Indian hospitality sector that lies at the heart of its relevance and importance (Singh,
2017). This study has the potential to empower hospitality organizations to improve their brand perception,
customer engagement, and stakeholder relationships, thereby driving organizational success in a competitive
market landscape. It does this by providing insights into effective communication strategies (Gupta, 2020).
For this reason, research in this field is essential for informing strategic decision-making and promoting
innovation within the Indian hospitality sector. This is because the business is continuing to adapt in the face
of technology breakthroughs and shifting customer habits (Sharma, 2016).
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REVIEW OF LITERATUR

Definition and conceptualization of strateqic communication and public relations in the Indian hospitality

industry
The definition and conception of strategic communication and public relations within the Indian hospitality
sector are varied and dynamic. This is a reflection of the one-of-a-kind difficulties and possibilities that are
present in this setting.
When it comes to the hotel business in India, strategic communication refers to the process of consciously
planning and carrying out communication activities with the purpose of attaining corporate goals and
cultivating good relationships with stakeholders. It entails the strategic alignment of messaging, channels, and
tactics in order to successfully deliver essential themes and improve the impression of the brand (Singh &
Gursoy, 2020). In the context of India, strategic communication strategies frequently center on promoting the
distinctive value propositions of hospitality establishments, such as individualized service, cultural
experiences, and sustainability initiatives, with the goal of attracting and retaining customers in a market
environment that is highly competitive (Gupta, 2020).
On the other hand, public relations are centered on the process of establishing and sustaining relationships
that are mutually beneficial between hospitality firms and its different stakeholders. These stakeholders
include visitors, staff, investors, and members of the community. The fields of media relations, community
involvement, crisis communication, and reputation management are often included in the scope of public
relations operations throughout India (Sharma et al., 2018). Within the Indian hotel business, public relations
experts play a crucial role in the management of perceptions, the addressing of problems, and the enhancement
of trust and credibility via the use of communication methods that are both authenticity and transparency
(Mishra & Mishra, 2019).
In addition, the idea of strategic communication and public relations in the Indian hospitality business goes
beyond the conventional ways that have been used in the past and incorporates new trends and technology.
Digital marketing, influencer partnerships, and online reputation management technologies are being used by
hospitality firms in India in order to interact with consumers and magnify their brand presence. This is in
response to the growing impact of digital platforms and social media (Mohanty, 2019). Furthermore, the
incorporation of corporate social responsibility (CSR) activities into communication strategies is gaining
popularity within the Indian consumer market, which is increasingly placing an emphasis on ethical and
environmentally responsible business operations (Sahay, 2019).
In conclusion, strategic communication and public relations in the Indian hospitality business are
distinguished by their strategic nature, their emphasis on relationship-building, and their ability to react to
changing communication trends and the preferences of consumers. Hospitality organizations are able to
effectively navigate challenges, capitalize on opportunities, and foster long-term success in a market
environment that is both dynamic and competitive if they have a thorough understanding of the nuances of
strategic communication and public relations within this context.

The examination of key theoretical views and models in strategic communication and public relations gives
a complete knowledge of the dynamics that shape communication practices within the hotel sector. This
understanding is provided in the context of India.

The stakeholder theory is a popular theoretical approach that highlights the significance of recognizing and
prioritizing the demands and interests of diverse stakeholders in the process of decision-making within an
organization (Freeman, 1984). Guests, staff, investors, government agencies, and members of the local
community are all considered to be stakeholders in the hospitality business which operates in India. Through
the implementation of a communication strategy that is centered on the stakeholders, hospitality businesses
have the ability to improve their reputation, trustworthiness, and long-term relationships with stakeholders,
which ultimately contributes to the success of the company (Singh & Gursoy, 2020).

One more popular viewpoint is the Relationship Management Theory, which asserts that successful
companies are those that are able to cultivate and sustain favorable connections with constituents and other
stakeholders (Grunig & Hunt, 1984). In the context of Indian hospitality, relationship management tactics are
an essential component of public relations efforts. These strategies involve a wide range of activities,
including community participation, media relations, and customer relationship management (Sharma et al.,
2018). Through the cultivation of meaningful connections with guests, workers, and other stakeholders,
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hospitality firms have the ability to cultivate loyalty, improve their reputation, and drive both sustainable
development and expansion.

Additionally, the Communication Accommodation Theory emphasizes the significance of modifying
communication styles and techniques in order to accommodate the many cultural and linguistic backgrounds
of stakeholders (Giles & Coupland, 1991). It is necessary to have sensitivity to regional subtleties, language
preferences, and cultural standards in order to communicate effectively in India, which is characterized by a
rich cultural legacy and a significant number of languages. Hospitality businesses that are able to exhibit
cultural competency and language proficiency in their communication efforts are in a better position to interact
with a wide variety of audiences and to build an inclusive environment (Mishra & Mishra, 2019).
Furthermore, the Excellence Theory of Public Relations highlights the strategic significance of public
relations in the process of establishing organizational excellence and gaining a competitive advantage (Grunig
et al., 2002). When it comes to the hotel business in India, excellence in public relations is defined by
proactive involvement, openness, and responsiveness to the demands and expectations of stakeholders
(Sharma et al., 2018). The ability to improve their reputation, reduce the impact of crises, and distinguish
themselves in the market are all things that hospitality firms may do by aligning their communication strategy
with their company aims and values.

In addition, the Integrated Marketing Communication (IMC) model places an emphasis on the significance of
integrating the many communication channels and messaging in order to provide a brand experience that is
consistent and unified (Schultz et al., 1993). In India, where digital media and omnichannel marketing are
becoming more prevalent, integrated marketing communications (IMC) is becoming an increasingly
important strategy for hospitality firms that want to communicate with customers across a variety of
touchpoints (Mohanty, 2019). Hospitality firms have the ability to generate synergies and increase their brand
visibility in the Indian market by merging several marketing strategies like as advertising, public relations,
social media, and experiential marketing.

RESEARCH METHODOLOGY

Research Design

In the current investigation, a mixed-methods research design was used in order to investigate the variables
that influence the level of pleasure experienced by guests in the Indian hospitality business. A thorough
knowledge of the study subject from a variety of viewpoints is made possible by the use of the mixed-methods
approach, which blends qualitative and quantitative methods of data gathering and analysis.

The quantitative aspect of the research consisted of a survey design that was cross-sectional. The purpose of
this survey was to provide a snapshot of the current attitudes and experiences of hotel guests across a variety
of places in India. This method made it possible to gather numerical data from a large sample, which made
statistical analysis and the generalization of the results much easier to do.

A qualitative method was used in addition to the quantitative component in order to get more profound
comprehension of the subtleties and contextual aspects that have an effect on the level of pleasure experienced
by guests. The data collection process consisted of conducting semi-structured interviews and case studies
with hotel customers, staff members, and industry experts in order to collect rich, descriptive information.

Data Collection Methods

Questionnaires: Following an exhaustive assessment of the relevant literature and discussions with
professionals in the relevant industry, a complete questionnaire was prepared. A number of different sections
were included in the survey. These sections included demographic information, rating scales for various
aspects of the hotel experience (such as the check-in and check-out process, room amenities, food and
beverage options, and staff interactions), and open-ended questions to collect additional feedback. The poll
was modified to fit the Indian setting, taking into account the cultural subtleties and preferences of the local
population. The survey was sent to hotel guests in India, spanning a wide range of star classifications and
locations, and it was conducted both online and in person.

The interviews consisted of semi-structured interviews with a purposeful sample of hotel visitors. These
interviews allowed for an in-depth study of the guests' experiences, perceptions, and expectations. The
interviews were conducted in accordance with a flexible framework, but they also offered participants the
chance to contribute their own viewpoints and tales. Interviews were carried out in a variety of languages,
including English, Hindi, and regional languages, in order to guarantee cultural sensitivity and encourage
participation from all individuals.
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Case Studies: In order to get a comprehensive grasp of the level of pleasure experienced by guests staying at
certain hotel properties or chains, a number of case studies were carried out. For the purpose of these case
studies, on-site observations, document analysis, and interviews with hotel workers, management, and
customers were conducted. The case studies made it possible to investigate situations that really occurred in
the real world and to identify both the most effective approaches and the most difficult obstacles that are
unique to the Indian hospitality sector.

For the purpose of ensuring that the sample of the Indian hospitality sector was both varied and representative,
the research used a mix of probability and non-probability sampling methodologies.

The selection of hotel establishments across various star categories (such as 5-star, 4-star, and 3-star) and
geographic locations in India was accomplished via the use of stratified random sampling. This was done to
ensure that appropriate percentages of the population were represented.

The use of systematic random sampling was used inside each of the hotels that were chosen in order to ask
visitors to take part in the survey, hence reducing the likelihood of any biases occurring.

Purposive sampling was used for the qualitative component, which included interviews and case studies. This
kind of sampling might be considered non-probability sampling. Participants were chosen for participation
based on their prior knowledge, experience, and relevance to the aims of the study. This ensured that the data
gathering process was comprehensive and full of information.

- There was also the use of snowball sampling, in which the first participants suggested more possible
participants who may offer insightful feedback.

Data Analysis Procedures

Analysis of Quantitative Data: - The survey data were coded and put into statistical software (such as SPSS)
or the purpose of analysis.

For the purpose of providing a concise summary of the sample characteristics and variable distributions,
descriptive statistics were computed. These statistics included frequencies, means, and standard deviations.
In the event that it was deemed essential, suitable corrective actions were performed after the statistical
assumptions were thoroughly examined.

The data from the interviews and case studies were transcribed word for word and arranged with the use of
qualitative data analysis software following the qualitative data analysis process.

In order to find recurrent patterns, themes, and subthemes within the data, a thematic analysis was carried out.
The data were coded in an iterative manner, which allowed for the development of new themes as well as the
refining of those that were already there. A coding system was thus constructed.

Regular comparison approaches were used in order to continually compare and contrast data both inside and
between instances. This was done in order to guarantee a comprehensive investigation of the similarities and
differences between the cases.

The legitimacy and trustworthiness of the results were improved by the use of triangulation, which included
the collection of data from many sources (surveys, interviews, and case studies).

The purpose of the mixed-methods approach, which combines quantitative and qualitative methods, was to
provide a comprehensive understanding of guest satisfaction in the Indian hospitality industry. This approach
aimed to capture both generalizable trends and nuanced insights that were specific to the context. For the
purpose of ensuring that the results are culturally relevant and applicable, the study design, data collecting
methodologies, sample strategies, and analytic processes were meticulously adapted to the Indian setting.

DATA COLLECTION

For the purpose of this research, the procedure of collecting data resulted in the acquisition of a comprehensive
and varied collection of information from a variety of sources within the Indian hospitality business. In order
to guarantee a pool of viewpoints that is representative of the whole, the sample was made up of people who
had a wide range of demographic traits.

The utilization of both quantitative and qualitative data sources made it possible to conduct an all-
encompassing investigation into the level of satisfaction experienced by hotel guests in the Indian context.
This investigation was able to identify both broad trends and specific, context-specific factors that have an
impact on the overall hotel experience.
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How satisfied were you with the overall quality of your stay at our

hotel?
Cumulative
Frequency Percent Walid Percent Fercent

Walid  Strongly Disagree 43 21.6 216 216

Disagree 45 226 226 442

Meutral 40 201 201 64.3

Agree 40 2001 201 844

Strogly Agree K 15.6 15.6 100.0

Total 189 100.0 100.0

How satisfied were you with the overall quality of your stay at our hotel?

M Strongly Disagree
M Disagree
W neutral
M Agres
3 W Strogly Agree
15.58%
Strogly Agree 13
21 81%
Strongly Disagres

45
2261%
Disagree

40
2010%
Mevtral

How satisfied are you with the efficiency of the check-in and check-
out process?

Cumulative
Frequency Fercent  “alid Percent Fercent
Walid Strongly Disagree 49 246 246 246
Disagree 36 18.1 18.1 427
Meutral 43 21.6 216 £4.3
Agree 42 211 21.1 B5.4
Stroaly Agree 249 14.6 14.6 100.0

Total 199 100.0 100.0
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How satisfied are you with the efficiency of the check-in and check-out process?

W Strongly Disagree
Disagree
Meutral

EAgree

29 W Strogly Agree
1457%
Strogly Agree

49
24 B2%
Strongly Disagree

36
168.08%
Disagree

43
21 61%
Meutral

To what extent do you agree that personalized services enhance
your guest experience?

Cumulative
Frequency Fercent  “alid Percent FPercent
Walid Strongly Disagree a0 251 251 251
Disagree 28 141 141 382
Meutral 41 206 206 59.8
Agree 46 231 231 8249
Strogly Agree 34 171 171 100.0

Total 149 100.0 100.0

To what extent do you agree that personalized services enhance your guest experience?

M Strongly Disagree
M Disagree

W neutral

HAgree

W Strogly Agree

Strogly Agree
34
17.089%
Strongly Disagree
50
2513%

Disagree
28
14.07%
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How important is sustainability (e.g., eco-friendly practices) in
influencing your choice of accommodation?

Cumulative
Frequency Fercent  “alid Percent Fercent
Walid Strongly Disagree M 15.6 15.6 15.6
Disagree 30 161 151 307
Meutral 51 256 256 56.3
Agree 42 211 21.1 774
Stroaly Agree 45 226 226 100.0

Total 199 100.0 100.0

How important is sustainability (e.g., eco-friendly practices) in influencing your choice of accommodation?
M Strongly Disagres

M Disagree

W Neutral

EAgree

W Strogly Agree

Strongly31Disagree
15.58%

Strogly Agree
45
2261%

Disagree
30
15.08%
Agree
42
21 1%

How satisfied are you with the cleanliness and hygiene standards
of our facilities?

Cumulative
Frequency Fercent Yalid Percent FPercent
Walid Strongly Disagree 45 226 226 226
Disagree 46 231 231 457
Meutral 42 211 21.1 66.8
Agree 35 17.6 17.6 84.4
Strogly Agree 3 156 156 100.0

Total 149 100.0 100.0
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How satisfied are you with the cleanliness and hygiene standards of our facilities?

M Strongly Disagree
M Disagree

W Neutral

EAgree

.Strogly Agree

S‘lroglgﬁgree
15.58%
Strongly Disagree
45
22 61%

Disagree
)
2312%

To what extent do you agree that technelogy (e.g., mobile check-in,
smart room controls) positively impacts your stay?

Cumulative
Frequency Fercent  “alid Percent FPercent
Walid Strongly Disagree 41 2086 206 2086
Disagree 33 191 191 387
Meutral 46 231 231 62.8
Agree ar 186 18.6 81.4
Strogly Agree ar 186 18.6 100.0

Total 149 100.0 100.0

To what extent do you agree that technology (e.g., mobile check-in, smart room controls) positively impacts
your stay?

M Strongly Disagree
M Disagree

W neutral

EAgree

W Strogly Agree

Stroglg Agree
7 Strongly Disagree
18.55% 41
2060%

Disa%ree
3
19.10%
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How satisfied are you with the variety and quality of food and
beverage options?

Cumulative
Frequency Fercent  “alid Percent Fercent
Walid Strongly Disagree v 18.6 18.6 18.6
Disagree 42 211 211 3497
Meutral 29 14.6 14.6 54.3
Agree 46 231 231 774
Stroaly Agree 45 226 226 100.0

Total 199 100.0 100.0

How satisfied are you with the variety and quality of food and beverage options?

M Strongly Disagree
M Disagree

W Neutral

EAgree

W Strogly Agree

Strongly Disagree
37
18.55%

Strogly Agree
45
2261%

Disagree|
42
2111%

How well did our staff address your specific needs and preferences
during your stay?

Cumulative
Frequency Fercent  “alid Percent Fercent
Walid Strongly Disagree 38 191 19.1 191
Disagree 38 191 19.1 38.2
Meutral 43 21.6 216 59.8
Agree 27 136 136 734
Stroaly Agree 53 26.6 26.6 100.0

Total 199 100.0 100.0
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How well did our staff address your specific needs and preferences during your stay?

W Strongly Disagree
Disagree

M neutral

EAgree

W Strogly Agree

Strongly Disagree
38
19.10%
Strogly Agree
an gl
26.63%

D\sagree
3
19.10%

Agree
27
1357%

To what extent do you agree that seamless communication
channels (e.g., chatbots, instant messaging) enhance guest

satisfaction?
Cumulative
Frequency Percent Walid Percent Percent

Walid Strongly Disagree 41 2086 206 206

Disagree 41 2086 206 41.2

Meutral 49 246 246 65.8

Adree 35 17.6 17.6 834

Strogly Agree 33 16.6 16.6 100.0

Total 199 100.0 100.0

To what extent do you agree that seamless communication channels (e.g., chatbots, instant messaging)
enhance guest satisfaction?

W Strongly Disagree
M Disagree

W Neutral

HAgree

M Strogly Agree

Strogly Agree
33
16.58% Strongly Disagree
41
20.60%

Dizagree
41
20.60%
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How satisfied are you with the ambiance and decor of our common
areas (lobby, restaurant, etc.)?

Cumulative
Frequency Fercent  “alid Percent Fercent
Walid Strongly Disagree M 15.6 15.6 15.6
Disagree 33 16.6 16.6 322
Meutral ar 18.6 18.6 50.8
Agree 45 226 226 734
Stroaly Agree 53 26.6 26.6 100.0

Total 199 100.0 100.0

How satisfied are you with the ambiance and decor of our common areas (lobby, restaurant, etc.)?

M Strongly Disagree
Disagree

W tieutral

HAgree

M strogly Agree

Strongl\ra?lsagree
15.58%

Strogly Agree
£
26.63%

Disagree
33
16.58%
Agree
E5
22.61%

MeLtral
37
18.58%

How important is the availability of wellness amenities (e.g., gym,
spa) in your overall satisfaction?

Cumulative
Frequency Fercent  “alid Percent Fercent
Walid Strongly Disagree v 18.6 18.6 18.6
Disagree 35 17.6 17.6 36.2
Meutral 36 18.1 18.1 54.3
Agree 47 236 236 774
Stroaly Agree 44 221 221 100.0

Total 199 100.0 100.0
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How important is the availability of wellness amenities (e.g., gym, spa) in your overall satisfaction?

M Strongly Disagree
M Disagree

W Neutral

H Agree

M strogly Agree

Strongly Disagree
a7
18.59%

Strogly Agree
44
2211%

Disagree
35
17.59%

To what extent do you agree that local experiences (e.g., cultural
tours, culinary workshops) enhance your stay?

Cumulative
Frequency Percent Yalid Percent Percent
Walid Strongly Disagree 42 211 211 211
Disagree 39 19.6 19.6 40.7
Meutral 39 19.6 19.6 60.3
Agree 40 20.1 20.1 80.4
Stroaly Agree 39 19.6 19.6 100.0

Total 199 100.0 100.0

To what extent do you agree that local experiences %e.g’; cultural tours, culinary workshops) enhance your
stay?
W Strongly Disagree
Disagree
Meutral
HAgree
M strogly Agree

Strogly Agree =
gg Strongly Disagree
1960% 42
21.11%

Disagree
39
19.60%
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How satisfied are you with the responsiveness of our guest
services team to your requests?

Cumulative
Frequency Fercent  “alid Percent Fercent
Walid Strongly Disagree 41 20.6 20.6 20.6
Disagree v 18.6 18.6 349.2
Meutral 36 18.1 18.1 57.3
Agree 47 236 236 80.9
Stroaly Agree 38 191 19.1 100.0

Total 199 100.0 100.0

How satisfied are you with the responsiveness of our guest services team to your requests?
W Strongly Disagree
.Disagree

Meutral
HAgree
W strogly Agree

Strogly Agree|
38 Strongly Disagree|
19.10% 41
20.60%

Disag;ee
3
18.59%

How well did our hotel meet your expectations in terms of safety

and security?
Cumulative
Frequency Fercent  “alid Percent Fercent

Walid Strongly Disagree 34 171 17.1 171

Disagree 40 201 201 3ar.z2

Meutral 35 17.6 17.6 548

Agree 44 221 221 V6.9

Stroaly Agree 46 231 231 100.0

Total 14949 100.0 100.0
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How well did our hotel meet your expectations in terms of safety and security?

[ Strangly Disagree
M Disagree

W neutral

EAgree

W Strogly Agree

Strongly Disagree
34
17.09%

Strogly Agree
46
2312%

Disagree
40
20.10%

To what extent do you agree that personalized recommendations
(e.g., based on past preferences) enhance your guest experience?

Cumulative
Frequency Percent Yalid Percent Percent

Walid Strongly Disagree 38 191 19.1 191
Disagree 35 17.6 17.6 36.7
Meutral 36 18.1 18.1 54.8
Agree 41 20.6 20.6 75.4
Stroaly Agree 49 246 246 100.0
Total 1498 100.0 100.0

To what extent do you agree that personalized recommendations (e.g., based on past preferences) enhance

your guest experience?

M Strongly Disagree
.Disagree

W Neutral

EAgree

W strogly Agree

Strongly Disagree
38
19.10%

Strogly Agree
1]

24 62%
Disagree
35
17.59%

Agree
11
20.60%
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How satisfied are you with the speed and reliability of our Wi-Fi

service?
Cumulative
Frequency Fercent Yalid Percent FPercent

Walid Strongly Disagree 35 176 176 176

Disagree 47 236 236 41.2

Meutral 41 206 206 £1.8

Agree 41 206 206 82.4

Strogly Agree 35 176 176 100.0

Tatal 1498 100.0 100.0

How satisfied are you with the speed and reliability of our Wi-Fi service?

W Strongly Disagree
Disagree

W neutral

M Agree

W strogly Agree

Strogly Agree Strongly Disagree
s D
17 59% 17.55%

Disagree
Ey
2362%

How important is the availability of contactless payment options (e.
g., mobile wallets) to you?

Cumulative
Frequency Fercent Yalid Percent FPercent
Walid Strongly Disagree 43 241 241 241
Disagree 32 16.1 16.1 40.2
Meutral 46 231 231 £3.3
Agree 33 16.6 16.6 79.9
Strogly Agree 40 201 201 100.0

Total 149 100.0 100.0
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How important is the availability of contactless payment options (e.g., mobile wallets) to you?
M Strongly Disagree

M Disagree

B eutral

EAgree

W Strogly Agree

Strogly Agree
40
20.10% Strongly Disagree
48
24.12%

Disagree
32
16.08%

To what extent do you agree that social responsibility initiatives (e.
g.. community engagement, charity partnerships) positively impact
your perception of our hotel?

Cumulative
Frequency Percent Yalid Percent FPercent
Walid Strongly Disagree 45 226 226 22.6
Disagree 44 221 221 447
Meutral 31 15.6 16.6 60.3
Agree 32 16.1 16.1 76.4
Strogly Agree 47 236 236 100.0

Total 149 100.0 100.0

To what extent do you agree that social responsibility initiatives (e.g., community engagement, charity
partnerships) positively impact your perception of our hotel?

M Strongly Disagree

M Disagree

W eutral

EAgree

W strogly Agree

StrogIX?Agree S‘tronglvgmagree
53 6% 2261%

Disagree
44
2211%
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How satisfied are you with the noise levels in your room during

your stay?
Cumulative
Frequency Fercent  “alid Percent Fercent

Walid Strongly Disagree 41 20.6 20.6 20.6

Disagree v 18.6 18.6 349.2

Meutral 39 19.6 19.6 58.8

Agree 39 19.6 19.6 78.4

Stroaly Agree 43 21.6 21.6 100.0

Total 1498 100.0 100.0

How satisfied are you with the noise levels in your room during your stay?

M Strongly Disagree
Disagree

W Neutral

HAgree

W Strogly Agree

Strogly Agree Strongly4l1:)|sagree
43
21 B1% 20.60%

oi
Agree |sa3gree
39 18.59%
19 60%

How well did our hotel address any issues or concerns you raised
during your visit?

Cumulative
Frequency Fercent Yalid Percent FPercent
Walid Strongly Disagree 47 236 236 236
Disagree 43 216 216 452
Meutral 41 206 206 £5.8
Agree a2 16.1 16.1 81.49
Strogly Agree 36 181 181 100.0

Total 149 100.0 100.0
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How well did our hotel address any issues or concerns you raised during your visit?

W Strongly Disagree
Disagree

W Weutral

HAgree

.Strog\y Agree

Strogly Agres
Q%a g
18.09%
Strongly Disagree
47
2362%

Disagree
43
21.61%

DATA ANALYSIS

The qualitative data were subjected to thematic analysis, which showed a number of recurrent themes that
shed light on the distinctive elements of visitor satisfaction in the Indian hospitality business.

Service that is Personalized and Conscious of Cultural Concerns:

One of the most prevalent themes that emerged from the interviews and case studies was the significance of
providing individualized service and adhering to cultural norms in order to increase the level of pleasure
experienced by guests. The warm hospitality, careful service, and individual touches that appealed to the
cultural tastes and customs of Indian visitors were highly enjoyed by the guests throughout their stay. The
capacity of the hotel personnel to anticipate and meet cultural preferences, such as food restrictions, religious
observances, and language competency, was a key contributor to the overall pleasure of the guests.

Interpretation and Implications:

The results of this research have important significance for the hospitality industry in India. They provide an
abundance of useful insights and ideas for improving the level of pleasure experienced by guests and gaining
a competitive edge.

First the significance of providing individualized care and being sensitive to other cultures cannot be
emphasized. Investing in comprehensive training programs for their employees is something that hotels in
India should do. These programs should equip employees with cultural knowledge, language proficiency, and
interpersonal skills so that they can provide individualized experiences that resonate with a variety of guest
segments. The visitor experience may be further enhanced and a feeling of authenticity can be fostered via
the use of traditional hospitality traditions and the involvement of local communities in the hospitality
industry.

Second the sector has to acknowledge and adjust to the ever-changing expectations of both local and foreign
visitors. In addition to ensuring that global service standards are met, hotels should make it a priority to include
local cultural features, culinary experiences, and immersive activities that are appealing to all demographics.
For the purpose of catering to a wide range of tastes and ensuring that each and every visitor has a positive
experience, flexible service models and customized solutions are available.

Thirdly the increasing focus on social responsibility and sustainability offers Indian hotels with a number of
possibilities as well as problems. Not only can the improvement of visitor pleasure be achieved via the
implementation of eco-friendly methods, the procurement of local goods, and the engagement with local
communities, but it may also contribute to the general sustainability of the industry. In a market that is
becoming more mindful, hotels that proactively embrace these initiatives and successfully convey their efforts
have the ability to distinguish themselves from their competitors.

With that being said, the use of technology and digital experiences is very necessary in order to maintain a
competitive edge and fulfil the requirements of contemporary visitors. However, it is very necessary to make
sure that the interfaces are easy to use, that the infrastructure is solid, and that the staff receives sufficient
training in order to make good use of these technologies. When it comes to offering seamless digital
experiences that are adapted to the Indian environment, collaborations with technology providers and
continual innovation will be essential.
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The outcomes of this research, taken as a whole, highlight the need of adopting a multi-pronged strategy in
order to improve the level of pleasure experienced by guests in the Indian hospitality business. Creating
memorable experiences, cultivating brand loyalty, and positioning themselves as leaders in the competitive
hospitality landscape are all things that Indian hotels can accomplish by catering to the varied requirements
and preferences of their guests, embracing sustainability and social responsibility, and utilizing technology
while preserving their cultural authenticity.

FINDINGS

The importance and role of public relations in Indian hospitality

For the purpose of establishing and sustaining strong connections with stakeholders, increasing brand
reputation, and propelling organizational performance, the significance and function of public relations (PR)
in the Indian hospitality business are of the utmost importance.

In the hotel industry in India, one of the most important roles of public relations is to manage reputation and
perception among customers. Public relations experts play a significant part in the process of molding the
public's perception of hospitality businesses via the applications of strategic communication (Sharma et al.,
2018). Public relations professionals assist hospitality organizations in establishing trust, credibility, and
goodwill among all parties involved, including guests, employees, investors, and the general public. They do
this by developing narratives that are compelling, utilizing media relations, and engaging with influential
individuals.

Additionally, public relations play a significant role in crisis communication and the handling of difficulties
associated with the hotel industry in India. It is crucial to have good crisis communication in order to mitigate
reputational damage and restore stakeholder trust in a sector that is prone to a variety of issues, such as service
interruptions, safety concerns, and unfavorable media (Mishra & Mishra, 2019). In times of challenging
circumstances, public relations professionals are faced with the responsibility of formulating crisis
communication strategies, coordinating response actions, and guaranteeing openness and accountability.
Furthermore, public relations activities in the Indian hospitality industry cover not just communication with
external stakeholders but also communications with employees and engagement with the workforce. Because
hospitality firms understand the significance of having a staff that is both engaged and well-informed, they
make investments in internal communication programs in order to connect their workers with the
organization's aims, values, and brand identity (Sharma et al., 2018). PR professionals contribute to a healthy
corporate culture and high employee morale by encouraging open communication, acknowledging employee
accomplishments, and giving opportunity for professional growth. These are all ways in which they
contribute.

In addition, the Indian hospitality sector places a significant emphasis on the role that public relations play in
community involvement and corporate social responsibility (CSR) efforts. In recognition of their
responsibility as corporate citizens, hospitality firms take an active part in charitable undertakings, community
development projects, and programs aimed at promoting environmental sustainability (Sahay, 2019).
Through the use of narrative and media outreach, public relations professionals are able to enhance
stakeholder involvement, effectively convey corporate social responsibility (CSR) activities, and magnify the
impact of social responsibility programs.

Additionally, when it comes to the hotel industry in India, public relations are becoming increasingly linked
with digital marketing and social media techniques. Public relations practitioners are able to interact with
audiences, magnify brand message, and nurture user-generated content by using online channels. This is made
possible by the proliferation of digital platforms and the subsequent emergence of influencer marketing
(Mohanty, 2019). Hospitality firms have the ability to improve their brand exposure and reputation in the
digital world by monitoring online discussions, reacting to consumer feedback, and using material provided
by users.

In a nutshell, the hotel sector in India must acknowledge the diverse and vital function that public relations
play in the business. Public relations professionals contribute to the success of an organization by establishing
trust, credibility, and positive relationships with stakeholders. This includes managing the organization's
reputation and crisis communication, as well as fostering employee engagement and driving corporate social
responsibility initiatives. The strategic importance of public relations in the Indian hospitality industry is
expected to grow as the industry continues to evolve in the face of technological advancements and changing
consumer behaviors. This will emphasize the need for effective communication practices and skilled public
relations professionals.
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The relationship between strategic communication and public relations in India

Strategic communication and public relations in India have a mutually beneficial connection, with both fields
working together to accomplish corporate goals, improve the public's impression of the brand, and cultivate
favorable relationships with various stakeholders.

In its most fundamental form, strategic communication may be seen as the overall framework with which
public relations functions. The process of strategic communication involves the purposeful design and
implementation of communication activities with the overarching goal of accomplishing certain corporate
objectives (Singh & Gursoy, 2020). The field of public relations is a subfield of strategic communication that
focuses on the establishment and maintenance of relationships that are mutually beneficial between companies
and the many stakeholders among those organizations (Gupta, 2020). Therefore, strategic communication
serves as the strategic direction and framework within which public relations efforts are carried out. It also
serves as a guide for the formulation of message, the selection of communication channels, and the assessment
of results.

In turn, public relations play a crucial role in the execution of strategic communication goals by means of
focused messaging and interaction with stakeholders. Amplification of essential messages, management of
reputation, and building trust with stakeholders are all goals that public relations specialists strive to achieve
by using their skills in media relations, community involvement, and crisis communication (Sharma et al.,
2018). It is possible for businesses to guarantee consistency, coherence, and success in their communication
strategy if they link their public relations activities with wider strategic communication objectives.

In addition, the use of digital media and technology is becoming more linked with strategic communication
and public relations in India. Organizations now have chances that have never been available before to connect
with audiences, amplify brand message, and analyses the effect of communication initiatives. These
opportunities have been made possible by the introduction of digital platforms and social media (Mohanty,
2019). The use of digital channels by specialists in public relations allows for the dissemination of
information, the solicitation of feedback, and the response to queries in real time. This, in turn, increases the
reach of communication efforts and ensures that they are relevant. In addition, strategic communication
strategies are used to guide the incorporation of digital tools and platforms into public relations practices. This
helps to ensure that the practices are aligned with the aims of the business as well as the preferences of certain
audiences.

As an additional point of interest, the link between strategic communication and public relations in India is
defined by a proactive approach to the involvement of stakeholders and the establishment of relationships. In
their communication efforts, companies place a higher priority on open conversation, openness, and
authenticity than they do on communication strategies that are reactive (Mishra & Mishra, 2019). When
organizations demonstrate their dedication to establishing trust and cultivating long-term relationships by
actively listening to stakeholders, soliciting feedback, and addressing concerns, they are able to enhance their
brand reputation and loyalty, which ultimately leads to increased customer satisfaction.

The link between strategic communication and public relations is further supported by the fact that both fields
place an equal priority on the implementation of communication methods that are both ethical and responsible.
In India, where cultural sensitivities and social conventions play a key role in defining communication
dynamics, corporations place a high priority on ethical behavior, cultural competency, and social
responsibility when it comes to the communication techniques they use (Sahay, 2019). In their capacity as
guardians of an organization's image, public relations professionals commit themselves to adhering to
professional codes of ethics and rules. This ensures that they maintain honesty, fairness, and responsibility in
their dealings with various stakeholders.

The link between strategic communication and public relations in India is defined by synergy, cooperation,
and alignment of goals and objectives. In a nutshell, these are the characteristics that define the relationship.
In order for enterprises to successfully negotiate the complexity of the Indian market environment, create trust
and credibility with stakeholders, and achieve sustained growth and success, it is necessary for them to
integrate strategic communication concepts with public relations methods.

Current trends and practices in strategic communication and PR in the Indian hospitality sector

An examination of the most recent tendencies and practices in strategic communication and public relations
(PR) in the Indian hospitality sector uncovers a number of significant innovations that are exerting an
influence on the industry.

The digitization and the use of technology have emerged as major developments in the realm of strategic
communication and public relations tactics. In order to interact with consumers, amplify brand message, and
analyses the effect of communication initiatives, hospitality firms are increasingly using digital platforms and
technologies. Some examples of these include social media, mobile apps, and data analytics. Through the use
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of digitalization, companies have the ability to expand their reach, relevance, and responsiveness in a world
that is becoming more linked.

The Indian hotel industry is placing an increasing amount of importance on experience marketing and
storytelling as part of its strategic communication and public relations operations. Immersive experiences,
storytelling methods, and user-generated material are being used by hospitality businesses in order to develop
brand narratives that are both memorable and genuine. The ability to separate oneself from competitors and
build stronger ties with clients may be achieved by firms that place an emphasis on emotional engagement
and individualized interactions.

Also, sustainability and corporate social responsibility (also known as CSR) have become increasingly
important components of strategic communication and public relations strategies in the hotel industry in India.
It is becoming increasingly common for hospitality organizations to incorporate corporate social
responsibility (CSR) programs and sustainability initiatives into their communication strategies in response
to growing consumer awareness and concerns regarding environmental sustainability and social impact
(Sahay, 2019). By effectively conveying their dedication to environmentally responsible and socially
responsible activities, firms have the ability to improve their brand image and attract customers that are
socially aware.

The crisis communication and reputation management have become increasingly important components of
strategic communication and public relations techniques in the Indian hotel industry. Organizations are
confronted with a variety of obstacles in a business climate that is turbulent and uncertain. These concerns
include natural catastrophes, potential security breaches, and poor publicity (Mishra & Mishra, 2019). It is
crucial to have effective crisis communication strategies, proactive reputation management, and transparent
communication practices in place in order to preserve the trust and confidence of stakeholders during times
of crisis.

The current trends and practices in strategic communication and public relations in the Indian hospitality
industry represent a dynamic and growing environment that is defined by digitization, experiential marketing,
sustainability, and crisis communication. Increasing their competitiveness, successfully engaging with
stakeholders, and driving sustainable development in the Indian market are all things that hospitality firms
can do by keeping up with current trends and employing new communication techniques.

CONCLUSION

The most important findings of this research study on strategic communication and public relations in the
Indian hospitality industry contribute valuable insights that are specific to the Indian context. These findings
enrich our understanding of the communication dynamics that are present within the sector.

The research does is identify the relevance of cultural subtleties and regional variety in the process of
establishing communication strategies and practices for engaging stakeholders within the Indian hospitality
sector. The purpose of this research is to provide light on successful techniques for engaging various audiences
and creating inclusion within the Indian market environment. This is accomplished by investigating the
influence that culture, language, and social conventions have in communication.

The study emphasizes the significance of using digital technology and social media platforms into
communication strategies in order to improve the visibility of brands, the engagement of customers, and the
management of reputations in India. The study provides practical recommendations for harnessing the power
of digital media to connect with consumers and differentiate hospitality offerings in a competitive
marketplace. These recommendations are derived from an examination of emerging trends in digital
marketing, influencer collaborations, and online reputation management.

The findings of this study contribute to the advancement of knowledge and best practices in strategic
communication and public relations within the Indian hospitality industry. These findings also offer insights
that can be put into action by hospitality organizations, communication professionals, and policymakers who
are looking to navigate the complexities of the Indian market and drive organizational success.

In the Indian hospitality industry, the findings of the research have a number of practical implications for
practitioners. These implications include providing insights that can be put into action to improve
communication strategies, practices for engaging stakeholders, and the overall effectiveness of organizations.
The practitioners may make use of the findings of this study to build communication methods that are
culturally sensitive and geographically adapted, and that connect with a variety of stakeholders in the Indian
market. Hospitality firms are able to develop messages and experiences that successfully engage local and
foreign visitors by gaining an awareness of the subtleties of Indian culture, language preferences, and social
conventions. This helps to build a feeling of belonging and cultural authenticity.
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The practitioners have the ability to leverage on the possibilities given by digital technology and social media
platforms in order to magnify their brand presence, generate consumer interaction, and distinguish their
products within the Indian hospitality sector. By embracing digital marketing, influencer collaborations, and
online reputation management tools, hospitality organizations have the ability to expand their reach to new
audiences, improve the visibility of their brand, and stay ahead of the ever-changing consumer trends that are
occurring in the digital sector.

Also, practitioners may use the results of this study to improve crisis communication readiness and reputation
management procedures inside their businesses by drawing upon the findings of this research. Through
proactive measures to address potential crises, transparent communication with stakeholders, and the
demonstration of accountability and empathy in times of adversity, hospitality organizations have the ability
to protect their reputation and maintain the trust of stakeholders, thereby minimizing the impact that crises
have on their brand equity and business operations.

Also, practitioners have the ability to cultivate a culture of continuous learning and professional development
among their communication teams. This will provide their teams with the knowledge, abilities, and resources
that are necessary to navigate the dynamic and competitive landscape of the Indian hospitality industry. To
enable their communication professionals to keep up with emerging trends, leverage new technologies, and
drive innovation in strategic communication and public relations practices, hospitality organizations can
empower their communication professionals by investing in training programs, workshops, and industry
collaborations.

In general, the practical implications that were derived from this research offer practitioners in the Indian
hospitality industry actionable guidance that can help them improve their communication strategies,
stakeholder engagement efforts, and organizational resilience, which will ultimately lead to sustainable
growth and success in a market environment that is becoming increasingly complex and competitive.

Limitations of the study in India

In spite of the fact that the study was exhaustive, there are a number of limitations that need to be
acknowledged. In the first place, the findings may not be able to be generalized to a wider audience because
they were concentrated on particular sub-industries or regions within the Indian hospitality industry. This may
have resulted in the omission of subtleties that are present in other contexts or sub-sectors. Additionally, the
dependence on self-reported data from interviews and surveys may include response bias or social desirability
bias, which will have an effect on the accuracy and dependability of the results. Additionally, due to the ever-
changing nature of the hospitality sector and the quick improvements in technology, it is possible that some
results may become obsolete or less useful over the course of time. In conclusion, it is possible that the replies
of the participants or their accessibility were impacted by cultural and linguistic obstacles, which might have
resulted in a reduction in the sample's variety and representativeness. Despite these limitations, the study
offers unique insights into strategic communication and public relations techniques in the Indian hospitality
sector. Italso lays the framework for future research and industry activities, which is a significant contribution.
Several different avenues could be investigated in the context of future research endeavors in the Indian
hospitality industry in order to broaden our understanding of strategic communication and public relations
practices, as well as the impact these practices have on the performance of organizations and the relationships
they have with stakeholders.

The longitudinal studies that monitor the development of communication strategies and industry trends over
the course of time have the potential to offer valuable insights into the dynamic nature of the hospitality
landscape in India as well as the efficacy of communication interventions in response to shifting market
dynamics.

The comparative studies that are conducted across various regions or states within India have the potential to
shed light on regional variations in communication practices, cultural influences, and consumer preferences.
This would allow practitioners to tailor their strategies accordingly and maximize their reach and impact.
Also, research that focuses on the incorporation of emerging technologies like artificial intelligence, virtual
reality, and augmented reality into communication strategies has the potential to provide novel solutions for
improving the experiences of guests, developing relationships with stakeholders, and propelling
organizational innovation in the Indian hospitality industry.
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