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[bookmark: _Toc129147535]Executive summary: 
In this report for hotel management, the hotel standards and why they differ in their operations, the reputation management of hotels and customer loyalty will be highlighted through and through using enriched academic resources. 
[bookmark: _Toc129147536]Introduction: 
The emergence of the service economy has naturally become the front liner in case emergence of the service-based marketing. There are certain unique services for the features such as the inseparability, intangibility as well as heterogeneity which makes the expectation of the customer very pertinent. The issue of regularly delivering quality service has become hard if not impossible in order to match the dynamic expectations of the customer for the service providers. The hotels are seen as an establishment for supplying the lodging and food to public and the hotel keepers are public servant (Adeniyi and Ogunnaike, 2013). It is incumbent upon the hotel to keep trying to increase hotel standards with brand consistency, manage their built reputation and create customer loyalty so that they can focus on customer retaining and acquisition for long term growth of the hotel business. In this report, all three aspects will be analysed along with different examples from the service industry which would be mentioned.


[bookmark: _Toc129147537]Hotel standards:
There is official classification system for the hotels which has goal for providing objective evaluation for the hotel industry. As number of travellers are increasing worldwide, the actual number of victors had created the necessity for the travellers for having some kind of guide when choosing the desired accommodation(Ministry of Tourism, 2017). The WTO and the international hotel and restaurant association has mentioned the hotel rating as a measure for classification of accommodation establishments which denotes a system, duly published where the classification of the accommodation establishment of the similar type (inns, hotels or motels) has been conventionally broken down into categories, classes and grades which follow common physical and service based characteristics and had been established at government, industry or any other private levels (Alčaković, Mizdraković and Džamić, 2016).The purpose the classification systems is to harmonize the standards and confirm that various criteria are fulfilled. There are different requirements in case of rewarding the hotels with star category and thus, there are three-star rating in Athens which again differs from the three-star ratings in Kerala, India. Europe follows star rating which again applies for non-European countries as well(Vagena and La, 2021). The classifications of hotels are done through star systems, size or number of rooms, level of service, level of stays, based on target market, based on ownership, based on theme and based on clientele etc (Yuvraj, 2017). The major type of classification includes official and unofficial systems. The one-star hotels are those which are small and are independently owned with the family atmosphere. The services are very informal basis. For example, lunch may not be served, and bedrooms may lack en-suite shower as well. In case of two-star hotel, it is observed to be small or medium sized and has extensive facilities to offer comparing the one start hotel. The three-star hotels are the usually the size to support the higher staff and has range of facilities with significantly greater quality to offer. There are more public rooms and restaurants which are also catered for non-residents in hotels. The four-star hotels have higher expectations which has degree of luxury as well as quality in the décor, furnishings, and equipment’s in all areas of hotels. The ratio of staff to guest are way higher and en-suite bathrooms has both shower and bath with 24-hour services such as cleaning, laundry etc. The five-star hotels do have lot to offer with luxurious accommodation throughout the hotel and maintains international standards. The interior has attention given to comfort, elegance, and detail. The services are highly formal and flawless, and the restaurant demonstrate high levels producing dishes with highest international standards (Yeamdao, 1999). The example of four-star hotels includes Radisson Blu and Hilton hotels. The example of five-star hotels includes Ritz Carlton, Burj al Arab, Mandarin oriental, The plaza and The Inn etc. The five stars also have sustainable practices such as proper waste management, water management and other service related aspects such as responsible and ethical staffing, environmental concerns etc (Kumar, Mahajan and Sharma, 2020).

[bookmark: _Toc129147538]Reputation management for hotels:
The reputational management has been seen as one of the vital components which help to measure the performance, functions as mechanism which helps to decrease the uncertainty of the customers while increasing the marketing based effectiveness , customer base and customer satisfaction (Lai, 2019). The reputation of the hotel is part of the asset of the hotel along with the tangible property which include the social property such as relationship with the consumers, regulative instructions and environmental property which include energy, clean water, material sources, air as well as local environment (Qoura and Khalifa, 2013). Strong reputations are often desired where it is seen as the prerequisite for promotion of luxury hotel in the competitive business environment and it is important element which helps the valuation of a hotel on the capital markets. The hotel reputations include emotional appeal, vision and leadership, product and services, social and environmental responsibility, workplace environment, financial performances made by hotel and the competitive advantages of the hotel reputation management include product innovation, price/cost effectiveness, delivery dependability, quality, time to market etc (Khairy, 2018). It has been seen that luxury amenities provided for the guests in the restaurants and rooms accounted for 12 percent of the operational costs associated with hotel management. The common measure for the reduction of operational costs is removal of luxury amenities from the daily operations without prior knowledge of the guests. This has led to significant impact on the service and reputation of such hotel and reduced the personal performance of the hotels (Chauhan and Kularatne, 2021). The financial risks include internal factors such as debt and income of the hotel while the external factors include GDP of country of operation of the hotel, gross domestic product and debt to income aspects (M.RAJASGERAN, 2018). Other reputation risks are attributed to brand imaging which include monitoring and engagement in social web for creating customer satisfaction and attract more profit in the hotel business. The monitoring and organisation the online record of the customers is necessary for maintaining the e-reputation of hotel brands. This includes various medium such as vlog, word to mouth promotion, social media  or web based promotion, question and answer based platform and review rating based platforms (Mayang Anggani and Herlan Suherlan, 2005). For example, Marriott hotels have strict cleanliness protocols which are followed by the international hotel chain strictly. The hotel chain has recycling, thermal screening, follows local public health resource and had covid-19 case protocols for all the guests (Mariott, 2020).

[bookmark: _Toc129147539]Customer loyalty for hotels: 

Customer loyalty is something that the customers will exhibit toward the brands, services, activities, or product categories. The customer loyalty are features of people but not inherent in the brands. Loyalty is expressed in terms of revealed behaviour such as past purchase pattern, leads to building relationships and the buying moderated by the characteristics of the individual, purchase situation and circumstances (Uncles, Dowling and Hammond, 2003). Hotels use customer loyalty by providing different services to the customer such as price, food, housekeeping, cleaning etc. The reduction of price in case of services are said to attract more customers to the hotels (Kandampully and Suhartanto, 2000). Customer loyalty is highly associated with the customer satisfaction, and this involves actual performance of the hotel matching certain standards. The outcomes often involve confirmation that performance will meet certain standards leading to neutral feelings. According to Thompson and Getty( 1994), the relationship between the quality of the lodging, satisfaction and the results which effect on the customer’s intention to provide recommendation are function of the perspective of the satisfaction and the quality provided from the lodging experience itself(Al-Msallam and Alhaddad, 2016). Customer commitment can be attained by customer loyalty which is defined as the desire to maintain the attachment toward company. In case of hotels, the customer commitment toward hotels would be emotional attachment and the contexts include sales, services and channels of hotel (Bansal, Irving and Taylor, 2004). Customer loyalty in case of hotels can be evaluated in behavioural manner through repeat purchasing and purchase sequence(Liu, Kil and Spears, 2005). The loyal customer would refer and speak favourably about the hotel and recommend them to others as well as return for the hotel service in future and provide word-to-mouth referral (Bowen and Shoemaker, 2003). Study conducted on Premier inn Croydon showed that, customer loyalty and satisfaction has been exhibited by customers who have provided reviews on social media and recommended family and friends for the services of the hotel chain through responsiveness and reliability (Ghandour, Jebai and Hussain, 2015). 

[bookmark: _Toc129147540]Conclusion and recommendations: 
To sum up, it can be understood from the operations in the hotel industry that the standard maintenance, reputation management and customer loyalty are some of the important aspects that the hotels need to pay attention to gain more profits and attract customers overall. The standards can be improved by offering more improved services to the customers, the brand image can be enhanced by better advertisement and brand loyalty can be increased by providing quality service and providing satisfaction to the customers who in turn will recommend the hotel services to others. 
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