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[bookmark: _Toc128693419]Executive Summary  
The report is about the description of the hotel standards, customer loyalty and reputation management of a hotel. Here the writer analysed the purpose of brand consistency and the similarity and dissimilarity of brand standards of various hotels. In the second part of the report review management system of a hotel has been described. It also highlights the importance of the review management system’s impact on negative reviews which shows that negative reviews decrease the customer number. Customer loyalty is also an important factor for a hotel. If a hotel earns loyal customers it may enlarge its business outside the country boundary. 
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[bookmark: _Toc128693420]Introduction 
Management of hotels should maintain and enforce Hotel Standards, including, but not limited to, requirements of upkeep and maintenance for all Common Elements and Shared Components, in order to conform with their own or their licensor's branding and operating standards (Torres and Kline, 2013). Management of one's reputation is the art of shaping public opinion about oneself, one's group, or one's company. In order to calculate how likely it is that a customer would do business with a company or brand again, we need to measure their level of consumer loyalty. It is the sum of a customer's positive experiences with a firm, the quality of the goods and services they get, and their satisfaction with those goods and services (Shamsudin et al., 2019). This report will describe the purpose of brand consistency standards, reputation management, and customer loyalty. There will be also a recommendation for a hotel about standard service, customer loyalty, and reputation management. 

[bookmark: _Toc128693421]Hotel Standards 
It means ensuring top quality services, usually, a prime location, and extensive amenities along with premier maintenance. Leading to brand recognition, standard consistency is significant because customer recognisation of the brand has positive associations. Labeling legitimacy Raise trust and loyalty among the clientele. Consumers are more likely to interact with a brand that they perceive to have a personality. Trustworthiness of the Brand Differentiates the company from the crowd. It sets the company apart from its rivals in the market and provides convincing arguments in favor of doing business with the company. Maintaining coherence across marketing materials is essential for building trust in a brand. When a brand becomes well-respected, it may be considered a leader in its field.  Different hotels with different types and price points will have different sets of requirements (Browning et al., 2013). For hotels that are part of a chain, standardization is quite important. Brand uniformity may be affected by several factors, including design, service, dress, facilities, loyalty programs, and the use of technology. For example, the Ritz Carlton hotel adopts a standard with a premium pricing strategy and high-quality service.  
[bookmark: _Toc128693422]Key criteria to measure hotel standard  
Technical Standard 
It refers to a set of requirements that set down different functions which must be followed to me the purpose.
Operating Standard  
These are all about policies, procedures, specifications, and processes which put into operation, maintenance, and rehabilitation. 
International Standards 
The term "international standard" refers to a set of criteria that has been ratified and published by an international standardizing or standards organization (Levis et al., 2016).

Environmental Standard 
Environmental Standards are regulations or guidelines for obtaining certification that govern how goods and materials used in civil aircraft are to handle noise, fuel venting, and exhaust pollutants.
[bookmark: _Toc128693423]Reputation Management 
The hotel's internet reputation is something the hotel needs to keep an eye on and, ideally, shape. Review site monitoring, social media engagement, search engine optimization, and other similar tasks are all a part of it. Having a positive internet reputation is crucial to the success of the hotel and may have a major impact on how the hotel competes with similar establishments (Proserpio and Zervas, 2017). 
[bookmark: _Toc128693424]Ways of Managing Reputation 
Stay active on social media 
Social media is a great tool for the hotel to interact with its audience since it allows the brand to have a visible presence and a voice. With the plethora of content available on all social media platforms, consistency is essential for developing and maintaining the hotel planning community and target audience. Make sure the hotlines have the same feel across all mediums (Baka, 2016).
Engage with the audience in real-life 
The hotel keeps in touch with event planners and guests through social media. The hotel's ability to draw repeat guests who are likely to book more rooms might benefit from efforts to strengthen the brand's reputation. Quickly respond to both positive and negative feedback, as well as questions (Liu, 2015).


Optimise the website for search  
Search engine optimisation of a hotel's website is a part of reputation management. If people can easily find the website using search engines, the hotel has a better chance of attracting visitors. According to imForza, a whopping 93 percent of all online experiences start with a search engine; hence, it's important for hotels to have websites that stand out (Zhang and Vásquez, 2014).  
[bookmark: _Toc128693425]Importance of Guest Review Management 
Guest review is one of the most considerable things in the hotel industry. Consumers want to know what they are receiving and whether the price is justified, whether they are buying a new toothbrush or planning a trip. Skeptical travelers might be won over by the hotel's many glowing reviews. These are some reasons why the guest’s reviews are important: 
Improves online visibility 
Online reputation will get stronger with positive comments. When more people write reviews and share their experiences online, the hotel will rank higher in search results. The benefits of local SEO are substantial. Hotels that have many reviews in which the word "London" occurs often will rank better than hotels that have fewer reviews when a potential guest searches for "hotel in London" on Google (Melián-González et al., 2013).
Highlight the better things 
Customer feedback is important for hotels for several reasons, not the least of which is that it might sway potential guests to book a stay or not. It might be difficult for management to offer an unbiased assessment of the hotel, thus any constructive criticism from a visitor is always appreciated. It usually only needs a few simple adjustments, which the hotel probably can provide swiftly and cheaply (Li, and Law, 2013). Investigate ways to decrease the hotel's negative impact on the environment and delight customers. 
Increase the interaction with guests 
When guests have checked out, management may approach them with questions and a request to leave gently. That's the end of our usual encounters. Yet, it does not mean that this is always the case. A hotel has the ability to follow up with a visitor who has written a review.
[bookmark: _Toc128693426]Impact of Negative Reviews 
All service providers may greatly benefit from hearing directly from their customers. Word of mouth, which was formerly mostly centralized, is now spread due to the availability of several review sites on computers, tablets, and smartphones. Both positive and negative reviews are helpful to hotels. More than 35% of internet travelers would not stay at a hotel with more negative than positive reviews. Just 20% of participants were open to disclosing their findings (Sparks and Browning, 2011). For instance, a negative review posted in the Netherlands at the peak booking time of the year might cause the loss of hundreds of bookings in that country alone. 
[bookmark: _Toc128693427]Customer Loyalty 
It may be difficult for hotels to retain visitors and encourage return stays in such competitive circumstances, given the plethora of competing hotel brands and locations. Hotel patron loyalty may also be influenced by a number of other factors outside the quality of their overall stay. 
[bookmark: _Toc128693428]Ways of Building Customer Loyalty 
Loyalty Program 
An incentive program is the most efficient method for retaining loyal customers. The most common and widespread loyalty programs provide customers with points whenever they make a purchase (Kandampully and Suhartanto, 2000). For instance, after interacting with Starbucks, a client may redeem 125 stars for a free meal or drink. 
Customer care priority 
Successful businesses understand the importance of providing excellent customer service. A better understanding of each customer's unique needs is the outcome of well-managed client relationships (Saleem and Raja, 2014). Collect information on the company's various customer segments, such as their purchasing habits, product preferences, and feedback on specific items or the brand as a whole.
Boost customer experience 
It's possible that customers' desire to show off their social standing as part of a company's customer loyalty strategy is very influential. Creating special tiers of membership for the most loyal customers may boost loyalty among existing buyers and entice new, less dedicated buyers to get invested in the company (Narteh et al., 2013).
[bookmark: _Toc128693429]Purpose of Customer Loyalty 
A company's performance may be broken down into two categories: client retention and new client acquisition. Hotel rooms are subject to the same rules. Hotels that want to succeed in the long run should constantly make their customers feel appreciated and valued. Customers who stay at a hotel often not only boost profits and occupancy rates but also provide staff members a chance to get to know each guest on a personal level (Kandampully et al., 2015). If a facility uses this information, it may be better prepared to meet the needs of its visitors. 



[bookmark: _Toc128693430]Conclusion 
Hotels strive to create lifelong guests as their primary business goal. This is because clients who return to a hotel or hotel chain have a greater lifetime value and may provide steady revenue for years or even decades. Reputation management is critical in the hospitality industry since attracting new clients and keeping old ones is how businesses succeed and grow. How consistently the hotel displays and performs the required service quality is a key factor in how comfortable guests feel there. Many people would rather have consistent service in order to prevent any surprises and have peace of mind. The hotel industry spends lots of money to achieve these factors. 


[bookmark: _Toc128693431]Recommendation
To improve brand consistency hotels can establish their own brand standards internally, and they can improve their staff training programs. Along with these hotels can exchange shifts of employees to improve cross-training and provide better technical support. Hotel owners that desire repeat business from a certain demographic of people should focus on learning as much as they can about those people. With software designed for the hospitality industry's guests, businesses may easily gather and store customer comments and ratings from all points of contact. They may improve their hotel's reputation management by making former guests and event organizers aware of the value of guest reviews. Especially if a personal connection has been made, it is important to encourage on-site employees to actively seek feedback. Nonetheless, moderation is key. They may get feedback on the property from past visitors and event planners by sending them an email after their stay. 
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