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Executive summary
Hotel standards, reputation management and customer’s loyalty are three aspects which are crucial for the good reputation of a business.  Customer’s loyalty programs are effective in managing the brand’s reputation. Satisfied customers are more likely to recommend a hotel to friends and family, which can lead to new business. In addition, a positive reputation can attract more customers and increase revenue.  Retention of tourists is considered as the main objective of the hotel industry. 
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For the hotel industry Hotel chain standardization plays an important role in developing and retention of customer loyalty.  Hotel standardization ensures that guests receive the same level of service and amenities regardless of which location they stay at. This consistency is essential in building brand loyalty and trust.(Nikolskaya et al, 2020) Reputation management is essential in the hotel industry as it can directly impact a hotel's profitability, customer satisfaction, and employee morale. By managing their reputation effectively, hotels can increase their bookings, charge higher rates, and build a loyal customer base. A hotel with a positive reputation is more likely to receive repeat business from satisfied guests. Repeat business is essential in the hotel industry as it can provide a steady stream of income. (Pamukcu et al, 2021) Moreover, customer loyalty helps to build a strong brand reputation for a hotel. Positive reviews and recommendations from satisfied customers can help to attract new customers and build trust in the hotel's brand.
[bookmark: _Toc129131817]Purpose of brand consistency standards in the hotel industry
Brand consistency standards can help create a sense of familiarity and comfort for customers, which can increase their loyalty to the brand. Consistent brand standards help establish trust with customers. When customers have a positive experience at one property, they expect the same level of service and quality at other properties within the same brand. Consistency in operations and service delivery can help maintain quality standards across all properties. (Olimvoich et al, 2020) Customers expect a certain level of quality and service from a brand, and consistency helps ensure that those expectations are met.   The hotels in any country don’t offer the same consistency standards and the same is the case in the United Kingdom. For example, Brown's Hotel is a luxury hotel located in London, UK. As part of The Rocco Forte Collection, Brown's Hotel upholds a high standard of consistency in its services and amenities. It provides exceptional services in health and safety and food and beverage offerings.  Moreover, the hotel ensures that all amenities and facilities are of the highest quality and are well-maintained. This includes comfortable and well-appointed guest rooms, top-of-the-line bedding and linens, and high-end bathroom products. (Choi et al, 2019) Similarly, Hilton’s hotel in the UK is famous for providing exceptional services to customers with greater experiences and it results in the maintenance of customer loyalty.  Stormont hotel UK provides excellent services to customers specifically with property amenities and extraordinary room features.  All these features are responsible for a good reputation and customer loyalty for the brand.
[bookmark: _Toc129131818] Management of the hotel’s reputation
Managing reputation is crucial for hotels as it can impact customer loyalty, revenue, and profitability. In this technological era, the trends have changed now.  By monitoring the online reviews it is easier for the hotels to track their performance effectively.  Hotels should regularly monitor online reviews on platforms such as Trip Advisor, Google, and Yelp (Ouyang et al, 2019). This helps them identify areas where they are excelling or need to improve. Hotels should respond to both positive and negative reviews promptly and professionally. This shows that the hotel values feedback and cares about its guests' experiences. Hilton hotel manages its reputation to maintain customer loyalty but it is found that the hotel is not responsive toward negative attitudes and which results in a loss of customer loyalty.  The old mindsets are not valid in the 21st century as people are more inclined towards online platforms. Bad reviews on online platforms lead to decreased customer loyalty, a negative impact on brand image, and poor business performance (Kandampully et al, 2017).
[bookmark: _Toc129131819]Importance of effective guest review management 
Effective guest review management is essential in the hotel industry for maintaining a positive reputation, identifying areas for improvement, gaining a competitive advantage, building guest engagement, and generating revenue. In today's highly competitive hospitality industry, hotels that actively manage guest reviews have a distinct advantage over those that do not. Positive reviews can boost a hotel's visibility and credibility, making it more attractive to potential customers. (Hardjono et al, 2017) Guest reviews provide valuable feedback to hotels, enabling them to identify areas for improvement. Effective review management involves analyzing guest feedback and using it to make changes that enhance the guest experience. The hotel rankings are crucial when the customer’s loyalty is concerned.  Competition in the hospitality industry is getting transformed by Social media and user-generated reviews. So, hotels must focus on effective guest review management. (Myo et al, 2019)
[bookmark: _Toc129131820]Impact of negative reviews
Negative reviews can deter potential customers from booking a stay at a hotel or dining at a restaurant. According to a study, a single negative review can lead to a 12% decrease in bookings. As a result of fewer bookings, businesses can experience a decline in revenue. (Moon et al, 2021)  Additionally, customers may choose to spend less money at a restaurant or hotel if they have read negative reviews about the quality of service or amenities. Negative reviews can make it difficult for businesses to attract new customers, especially if the reviews are prominently displayed on popular review sites. This can lead to a decrease in repeat customers, which is important for the long-term success of a business. (Ma et al, 2017)
[bookmark: _Toc129131821]Customer loyalty programs
Loyalty programs can be an effective way to build and retain customer loyalty. These programs typically offer rewards, such as points or discounts, to customers who stay at the hotel multiple times or spend a certain amount of money.  Customer loyalty programs are an important aspect of the hotel industry, as they help to create a loyal customer base and encourage repeat business. These programs offer rewards, discounts, and other incentives to customers who frequently stay at a particular hotel or chain of hotels. (Kim et al, 2015)
Customer loyalty programs are an effective marketing tool used by hotels to encourage repeat business from customers. These programs provide incentives for guests to stay at the hotel repeatedly, which can lead to increased revenue and higher customer satisfaction.
[bookmark: _Toc129131822]Some common loyalty programs in the hotel industry include:
Point-Based Systems: These programs reward guests with points for each night they stay at the hotel. The points can be redeemed for free stays, upgrades, and other perks.
[bookmark: _Toc129131823]Tiered Programs: These programs offer different levels of membership based on the amount of money spent or the number of stays. Members receive increasing rewards as they move up in the program. (Filieri et al, 2021)
[bookmark: _Toc129131824]Co-Branded Credit Cards: These programs offer rewards for using a co-branded credit card to pay for hotel stays. The rewards can include free nights, upgrades, and other perks.
[bookmark: _Toc129131825]Partnership Programs: These programs offer rewards for staying at a hotel and also for using partner services, such as rental cars or airlines.
Loyalty programs can be beneficial for both the hotel and the guest. The hotel benefits from increased revenue and repeat business, while the guest benefits from rewards and a sense of loyalty to the brand.  (Xu et al, 2020) For example, Marriott’s loyalty program is called as Marriot Bonvoy program and it is considered one of the largest hotel reward programs as it focuses on budget-friendly practices and luxurious gateways all over the world. 
[bookmark: _Toc129131826]Recommendations
· The hotel industry is called a “People’s business” as there is extensive social engagement in this business. It is essential to retain loyal customers in the hotel industry as the success of the business is based on the positive reviews of the customers.  The trends have changed so hotel management should focus on creating unique customer experiences (El et al, 2020). 
· Along with basic facilities, many travelers are looking for more than just a place to stay - they want to have unique experiences and make lasting memories. Consider offering packages that include activities like local tours, cooking classes, or outdoor adventures. The staff should treat the customers in a friendly way and a user-friendly administration system should be ensured in the industry. 
· It is needed that the hotels should work on generating higher standards for customers. Customer’s retention is possible by providing different retention programs by the hotel industry (Shin et al, 2020).
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Hotel standards help build and maintain a brand's reputation. Consistency in service, amenities, and overall guest experience can create a positive image for the hotel and build trust with customers, leading to repeat business and positive word-of-mouth recommendations. Customer retention and reputation management can lead to increased revenue. Customer loyalty programs are an effective marketing tool used by hotels to encourage repeat business from customers.  In addition, a positive reputation can attract more customers and increase revenue.  So hotel management should focus on hotel standards, reputation management, and customer loyalty.
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