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[bookmark: _Toc129293636]EXECUTIVE SUMMARY
The report is based on three concepts namely customer loyalty, reputation management and hotel standards. In this report, there will be a discussion of the brand consistency standards of different hotels which are Marriott, Hilton and InterContinental hotels and resorts. The report will also explain about the suggestions regarding for the market trends.   


[bookmark: _Toc129293637]INTRODUCTION 
Hospitality administration is defined to the term which mainly focuses on managing the hospitality functions in an effective way for smooth running into the market (Nusair, Butt and Nikhashemi, 2019). It is relevant for the hotel to focus on managing their operations in order to target large customer base. The report mainly focuses on three topics that are hotel standards, customer loyalty, and reputation management. The report is based on three hotel brands namely Marriott, Hilton and IHG. First one, Marriott is referred to a hospitality service provider which offers various services to the customers. Marriott is headquartered in USA and provide several employment opportunities to the candidates. Next, Hilton is considered as one of the leading hospitality company which manages many hotels across the nation. Hilton's headquarters is in McLean, Virginia, and U.S. Last one is IHG which is known as InterContinental Hotels and Resorts and provides hospitality services to the guests. Its headquarters is in London, UK. 

[bookmark: _Toc129293638]MAIN BODY 
[bookmark: _Toc129293639]Function of brand stability values. Do all the brands have the similar values.
The goal of brand stability values is to preserve a consistent image and message for a company across all communication platforms. Creating a trustworthy and recognisable brand identity that connects with consumers and fosters everlasting loyalty is the main goal of brand consistency guidelines (Mohsin, Rodrigues and Brochado, 2019). Brand awareness can be increased and competitors can be distinguished from one another by maintaining a consistent and clear image for the brand. Companies can convey their message and values to customers by maintaining a consistent brand image, which make it simpler for consumers to recognize and relate to the brand. 
The reality that brand consistency guidelines help in streamlining marketing and communication operations is another significant advantage. Companies may guarantee that their marketing materials are consistent and successful across all channels, which can eventually result in greater ROI and a stronger brand reputation, by outlining specific standards on how to use the brand's verbal and visual components (Shanti and Joshi, 2022). However, not all brands adhere to the same guidelines for maintaining their identity. Every brand has its own particular set of policies and regulations that represent its values, target market, and corporate objectives. A luxury brand might, for example, have stricter rules for how its logo and graphic components are utilized, whereas a cheap brand might have greater opportunity (Padma and Ahn, 2020).
Consistent usage of the logo, font, colour scheme, and images across all communication platforms is one of Marriott Hotels' brand consistency requirements. These guidelines also specify the messaging tone and style, delivering a unified and recognisable brand identity. Consistent brand identification, voice, and tone, visual branding, messaging, brand standards, and digital experience are all part of the Hilton Hotel's brand consistency considerations. The user experience should be smooth and straightforward across all platforms, and all staff members should be educated to deliver the Hilton experience consistently. The brand consistency criteria of Intercontinental Hotel and Resorts include a consistent brand identity, voice, and tone, as well as visual branding, messaging, and digital experience. The user experience should be smooth and accessible across all platforms, and all staff members should be educated to deliver the Intercontinental experience consistently.
[bookmark: _Toc129293640]How can hotels handle their reputation successfully and the significance of effective guest review administration And the influence of negative reviews.
The success of a hotel is directly impacted by reputation management in the hospitality sector. Managing a hotel's reputation is increasingly difficult now that social media, online reviews, and digital marketing are more prevalent. Hence, in order to stay ahead of the competition, hotels must have a thorough reputation management strategy in place (Bortoluzzi and et.al., 2020).
A hotel's reputation management strategy must include effective management of guest reviews. Good customer feedback is a potent marketing tool that can boost bookings and revenue. Negative reviews, on the other side, can seriously harm a hotel's reputation and reduce bookings. Hence, it is imperative to reply to customer reviews promptly and appropriately. A prompt response demonstrates the hotel's concern for customer input and willingness to address any issues. Also, it offers a chance to address the problem and give a resolution in order to change a negative review into a positive one (Gunasekar and Sudhakar, 2019).
Three of the most well-known hotel chains in the world are Marriott, Hilton, and InterContinental Hotels and Resorts. Each of these hotel brands has a strong reputation management plan in place that includes efficient management of customer reviews. Some hotel businesses keep a close eye on customer reviews posted on various websites and respond to them immediately and respectfully. For contrast, Marriott has a centralized reputation management staff that keeps track of customer feedback at all of its locations around the world. Within 24 hours, our staff replies to reviews and elevates any unfavourable comments to the management of the relevant property. Also, Marriott offers a special website where customers may express their opinions and the management staff can resolve their issues (Lu, Cai and King, 2020). 
Similar to this, Hilton Hotels and Resorts has a reputation management plan in place that entails keeping an eye on customer evaluations across different internet platforms and swiftly responding to them. Also, Hilton Hotels and Resorts have a "Make it Right" initiative where they give their personnel the authority to address customer issues immediately in order to prevent bad ratings. Also, InterContinental Hotels and Resorts have a strong reputation management plan in place that involves tracking customer evaluations and swiftly responding to them (Schuckert and et.al., 2019). A specialized team from InterContinental Hotels and Resorts keeps track of customer feedback at all of their properties around the world.
The reputation of a hotel can be significantly impacted by unfavourable reviews. Negative comments must be responded to quickly and professionally. Negative reviews can have a significant influence, and Marriott, Hilton, and InterContinental Hotels and Resorts are aware of this and have reputation management strategies in place to deal with it (Palalic and et.al., 2021).
[bookmark: _Toc129293641]How can hotels construct and maintain customer loyalty
Hotels must construct and keep customer dependability if they want to succeed in the fiercely competitive hospitality sector (Park, Lee and Back, 2020). Three of the biggest hotel brands in the world are Marriott, Hilton, and IHG which use a variety of tactics to attract and keep customers. Offering tailored experiences to customers is one efficient method to increase their loyalty. The loyalty programs at Marriott, Hilton, and IHG hotels give guests advantages and incentives like free room upgrades, late checkout, and exclusive access to lounges. These loyalty programs are made to give customers a more tailored experience, which fosters loyalty and boosts client retention.
Making sure visitors have an exceptional and memorable experience is another method to increase consumer loyalty (Pooya, Abed Khorasani and Gholamian Ghouzhdi, 2020). Hotels owned by Marriott, Hilton, and IHG have made investments to provide visitors one-of-a-kind experiences like spa services, exquisite dining, and local tours. Hotels may set themselves apart from their rivals and develop a devoted clientele by providing distinctive experiences.
[bookmark: _Toc129293642]Recommendations for hotels regarding market trends
Hotels must remain updated with current market trends to stay competitive in the ever-evolving hospitality sector (Li, Chen and Zhang, 2020). Regarding current market trends, the following advice is provided for hotels-
Embrace technology- As technology advances, hotels must do so in order to improve the visitor experience. To enhance the guest experience, hotels should think about making investments in mobile apps, online check-in, and smart room technologies (Otto, Szymanski and Varadarajan, 2020).
Sustainability- Hotels should take the initiative to lessen their environmental effect because visitors are placing a growing amount of importance on sustainability. Hotels can implement environmentally responsible measures including recycling, employing renewable energy sources, and minimizing plastic waste (Shams and et.al., 2021).
Health & wellbeing- As visitors' awareness of their own health increases, hotels can capitalize on this trend by providing healthy cuisine options, workout centres, and wellness initiatives.
Personalization- As the value of tailored experiences for visitors grows, hotels may deliver them by leveraging guest data to tailor their services. For instance, hotels can offer customized room amenities or suggest nearby attractions based on visitor interests.
[bookmark: _Toc129293643]Local experiences- In order to give the distinctive and genuine local experiences that visitors are looking for, hotels can work with nearby companies and tour guides (Sürücü and et.al., 2019). Local excursions, cultural encounters, and culinary experiences are examples of this.

CONCLUSION
         In this report, it is concluded that it is relevant for the hotel to focus on considering the brand consistency standards for smooth running into the market. If the hotel doesn't focus on managing their reputation effectively, it leads to reduce their performance as well as profitability in the market. The report discusses about the purpose of brand consistency standards and importance of effective guest reviews management. The report also covers the way of building and retaining the client dependability.         
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