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1. INTRODUCTION

               The hotel industry is constantly evolving and so are the guests' expectations.
For now, hotels must remain vigilant by keeping up with the latest trends and adapting to the ever-changing needs of their customers. This will ensure that they are still competitive in the market and continue to supply excellent service to their guests.
In this digital age, the importance of having a Hotel Website and monitoring reviews on this website or another platform like TripAdvisor, Instagram, Facebook is verry natural. The way and the reaction speed to handle these reviews is the mirror of the hotel. A significant role on this online platform is played by the influencers who promote and defend the brand reputation of one hotel. “Although trends certainly come and go, one tool that remains essential for building long-lasting relationships with your customers is the Newsletter.” (Tomeo Fiol, CMO de Hotlinking)


    2. REPUTATION MANAGEMENT
              
[bookmark: _Int_xNad72aF][bookmark: _Int_5vqE5GOi]          In these digital era days, where anyone can say anything about everything online, maintaining a brand’s reputation is becoming more difficult for businesses.                  The dissatisfaction of guests can be seen online for all, and companies need an online reputation management strategy to deal with these situations and their consequences. A key step in this direction is monitoring yours and your competitors apps, social media, reviews, forums, blogs, and websites. This will show where you and your competitors are situated, according to customers' opinions. This can also help you to improve your brand reputation, by acknowledging, understanding and comparing the way your competitors do good and how they handle bad situations. This plan must include all team members of the company. Making your brand stand out positively can help you win over competitors, by encouraging new guests to visit and recommend your hotel, which is good for the image of the business.
Let's look at some brand hotels and how they kept their brand consistency and how they manage their reputation.
 Holiday Inn: 
· [bookmark: _Int_RHkX4k3i]family long stays vacation oriented, leisure and business, with more than 1000 three stars hotels all over the world, focused on providing basic comfort without extra frills (Forbes Advisor); kids stay and eat free,
· under InterContinental Hotels Group umbrella, they have a loyalty reward program for all hotels under this brand,
· known by green capital letter H,
· Connected with the Bing Crosby and Fred Astaire movie (1942)
·  was prevented since the 1970’s from running in Niagara Falls, Ontario, by a hotel called the same, with a similar logo and site, until 2006, when, after an agreement between Niagara Falls and IHG incorporate both in the IHG system (Wikipedia). 
· [bookmark: _Int_vtwx6PaF]this is the most recognizable tier of service, where there are two distinct types: high rise, full-service plaza, and low-rise, full-service hotels.
· known in UK by been under hackers' card payments attack (BBC, 19 April 2017) and by been close in Birmingham based of luck cleanliness, water or food available. Along the years, including 2021(Trip Advisor, 7 June 2021 Christopher W. Review) 
· He came back with extensions in the UK and profitability who keep and mirror his brand consistency during the past years. "The owner of Holiday Inn has reported growing sales and strong summer bookings as it said travel demand bounced back to pre-pandemic levels” (Independent, Friday 20 October 2023).

Six Senses:
· One of the world’s most luxury brands, specialized in wellness-spa, rejuvenation and reconnection with your senses as the six bullets shows, targeting long-term luxury holidays for wealthy people,
· Parent is also InterContinental Hotels Group 
· a restored palazzo in Italy, white-sanded tropical private islands in Maldives, ski-on/ski-off in Swiss Crans-Montana, are some of the brand locations where guests of these five stars hotels and spa can experience LIFE.
· Known for innovative “Sleep with Six Senses”, who incorporate smart tech into guest rooms since 2014 or “Eat with Six Senses”, cancerogenic free menus who become since 2015 more healthier and nutritious,
· [bookmark: _Int_1PDpvYtx]2020(pandemic year) was "an eye-opener "for Six Senses, who remained resolutely solutions oriented, been one of the first ambassadors of the “Global Tourism Plastics Initiative”; with international travel at a standstill, they find a way to come into our houses through live At Home with Six Senses digital content. (Six Senses.com)



Premier Inn hotels chain:
· On of the most loved brand in UK hospitality, with over the 840 three stars hotels across UK and Germany, where they became an established player, with competitive prices for short term travelers.
· Under Whitbread 
· [bookmark: _Int_MQOf24fI]Strong track record of attractive returns for shareholders, outside the pandemic (Whitbread.co.uk)
· Market leader in UK, whenever you go you will find a Premier Inn Hotel in key points places
· Kids eat free (2 kids under 10 years per adult)
· Known as have treats with fire procedures when Premier Inn Bristol was ravaged by fire in 2019(BBC News,18 July 2019)
Back in track with a new soft management platform with a safety and security procedures and online trainings, with new and ergonomic furniture, comfortable beds and linen as the “Good Night Guarantee” program suggests, Refunds and Discounts, Shareholders and employees offers and vouchers discounts codes (March 2024, Telegraph Media Group).
 What do they all have in common? 
             1. The management who trusts and supports them according to each of them          specifically importance and target audience preferences.
        2. They all recovered their brand consistency and came back stronger after isolated incidents or failures.

3. CUSTOMERS SATISFACTION AND CUSTOMERS LOYALTY:

[bookmark: _Int_SzK01wcW]          Customer satisfaction is one of the goals of marketing activity, linking the processes of purchasing and consumption with post-purchase phenomena (Churchill&Suprenant,1982). Studies show that the image can influence customers' loyalty. The effect of image on loyalty was explained by Fredericks and Salter (1995:2). Company or brand image can support or undermine the value the value that customers feel they are getting, and therefore, image can affect loyalty. For example, visitors of the Raffles Hotel, Singapore, are proud to mention and rated this hotel in their comments just because hosted celebrities like, Queen Elizabeth II, Charlie Chaplin, Liz Taylor, Ava Gardner, John Wayne, Michael Jackson, Pablo Neruda, Rudyard Keepling, and this make them feel important (Travel Insider,2023). Similarly, Bhote (1996) contended that image is an attitude that leads to customer enthusiasm: value, delight and loyalty. Studies show that the image of the location, employee attitudes, facilities and the services of a hotel are key factors in deciding customers loyalty (Ostrowsky, O’Brian & Gordon, 1993). Customer satisfaction with reception, food and beverage, housekeeping and price are crucial factors in deciding customers' loyalty. 
The relationship between customer satisfaction and customer loyalty is measured by the customer's willingness to return. Su and Sun (2007) and Yu (2014) said that customers could comment on their experience after leaving the hotel, using the online travel agents’ websites TripAdvisor, Booking.com, to share their evaluation of the service quality and grade the hotels according to their reviews. According to Yu (2014:35) “the web portals in all cases use a double rating system: one for the rating and one for customer comment”. This is an indicator that by improving customer loyalty, hotels can increase their hotel ratings though word of mouth or online guest review platforms. (“African Journal of Hospitality, Tourism and Leisure”, 2014)
According to Similar Web:
Holiday Inn- 52.18% WhatsApp
                  - 35.49% Facebook
                  - 12.33% Pinterest
Six Senses- 54.1% Facebook
                   -21.88% YouTube
                   - 15.21% Instagram
Premier Inn- 35.97% YouTube
                   - 28.58% Facebook
                   -  9.57% Reddit
                
[bookmark: _Int_yz5sUuRm]      There are technology stack websites used by industry on hotel websites for checking the websites' performance, customers' habits and expectations, and to know their competitors better. Holiday Inn, for example, has 86 technologies from 16 different industries; Six Senses uses 48 technologies from 14 industries. By monitoring these websites regularly, management departments can learn more about the trends in hospitality and what services are needed to level up their offers to guest expectations. Data like ranks (global, country, industry), geographic, age and gender distributions, paid or organic search, marketing channels, visits over time, traffic and engagement, display advertising, social traffic, referrals, device distribution (mobile app, desktop), top publishers, offer to companies a clear image of where they are situated vs competition and what they can do to improve or change this data's where is necessary.  
                4.Conclusions and recommendations:

   The hotel industry is experiencing massive changes in customer behavior, expectations and technology. It is recommended that management ensures that employees, especially the front office team, are always professional, trained, understand and share the hotel values and culture, and not in the end, rewarded. Hotel managers or owners need to understand also, the hotels double rating system according to international standards to not do “over-promises”. The entire industry is now in a state of perpetual transformation as it tries to reinvent itself for a profitable and sustainable future. To survive, hotels need leaders with visions that look beyond analytics that only tell them what worked yesterday. They need to stay on top of industry trends and developments, keep up with the latest technology, amenities and designs in hotels. (Preno). 21st-century leaders need to be brave pioneers who-as one of the greatest American writers of the 20st-century, Kurt Vonnegut said-” continually jump off cliffs and develop their wings on the way down.” (Press Reader).
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