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EXECUTIVE SUMMARY
 This study is focused on the relationship between hotel standards, reputation and customer loyalty. Amongst the hospitality sector, the hotel is the one most affected with standards, ratings, reviews which may or may not affect the reputation of a company abysmally. The end goal of any hospitality sector is customer satisfaction but a satisfied customer does not always mean a returning customer. Customer loyalty hints on a relationship between the hotel and a customer. Without returning customers, the hotel industry cannot prosper, thus maintaining a positive business image is crucial for keeping customers
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Among the hospitality sectors, the hotel industry is the one that makes the biggest investments in enhancing its name and image. Hotel reputation is an essential element of a hotel's value and a crucial performance indicator, acting as a mechanism to reduce client uncertainty and boost marketing effectiveness, customer happiness, and customer base (Jeong et al., 2022). A hotel's reputation arises as an intangible asset that sets it apart from competitors, entices customers back, and drives up prices for the goods and services offered there (Veh et al., 2019). Most people no longer view using hotel amenities as a luxury, and as a result, the demand for hospitality services has expanded beyond just basic needs (Padma and Ahn, 2020). The hospitality sector is currently experiencing fierce competition because many big name hotels are ready to provide more than the traditional luxuries in hotels (Lam and Law, 2019). As a result, retaining customer loyalty has evolved into a crucial requirement for a hotel chain to succeed (Rather, 2018). Without returning customers, the hotel industry cannot prosper, thus maintaining a positive business image is crucial for keeping customers (lean, 2017).
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The term "Hotel Standard" refers to both the operational standards that is staffing, facilities provided to visitors, advertising and the physical standards such as the quality, condition, and utility of the Fixtures and Leased Personal Property (Lindell et al., 2019). There are five different levels of lodging standards for hotels, resorts, and apartment hotels, ranging from one to five stars (Ishizaka et al., 2019). 
Brand Consistency standard is essentially what the hotel is known for. Brand consistency standard implies that the hotel is living up to the standards it initially set for itself and is surpassing it. When a hotel is inconsistent with the brand standard it put out there, its market becomes compromised and there is a decline in guest services. A significant portion of marketing for a hospitality venture might be focused on hotel standards and branding consistency (Salakhiddinovna, 2021). The purpose of Hotel brand consistency standard is so every time they visit, customers know what to expect, which fosters loyalty and confidence in the hotel brand (Shin et al, 2020). It is essential for all hospitality organizations( Morrison, 2022).
Hotel Standards varies from hotel to hotel hence the classification of hotels into one to five star ratings (Hlee, 2021). Sheraton as a luxury hotel with a five-star rating has a wide range of amenities, including gyms, spas, fine dining establishments, and more than the normal traditional offerings of a hotel (Oskam and Jandberg, 2019). Sheraton provides to suit the needs of its customers personally ( Sonith, 2022). In comparison to Corbigoe hotel located in the UK with its one star rating which tries to provides to provide basic amenities at an affordable rate (Guo et al., 2017). Although Sheraton hotels and Corbigoe hotel are miles apart in customer service and ratings, they have the same goal that is customer satisfaction (Alnawas and Hemsley-Brown, 2019).  
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The main focus of managing your hotel's reputation online is keeping an eye on and influencing how people view it (Foroudi, 2019). Managing a hotel reputation also includes guest review management. Guest review management means monitoring review websites and trying to effectively make guests understand they matter especially when bad reviews are given. Guest review management is so important because review gives an insight as to the standard to expect from a hotel when visiting for the first time. 
Where there is no effective guest review management in a hotel, it means a bad reputation of the hotel due to the consistently bad reviews (Rutherford, 2021). Posting and interacting on social media, improving the visibility of your website, and other activities are all part of it (Sotriadis, 2017). Although, reputation management is only one of the worries, it is extremely vital your hotel won't function if it has a bad reputation. Hotel Reputation management is understood to be the process of keeping tabs on and modifying the perception of your business online (Huerta-Alvarez et al., 2020). 
In comparison to the hospitality sector, hardly any other industry is similarly impacted by reputation management. When making a hotel reservation, people from all walks of life and all age groups utilize the internet to study the reviews and ratings of other guests ( Xiu, 2018).
Guest review management ensures that although it is almost impossible for a hotel not to get at least one negative review, bad reviews are kept minimal as too much negative reviews would not only deter new customers from coming to the hotels but also the returning customers (Cenis and Goethals, 2017). How managers manage negative reviews has a lot to do on the overall image of the hotel. An effective guest review management can be seen In Hilton Grand Vacation hotel in North America, where when bad reviews are given, they are not ignored by hotel managers (Belarrmino and koh, 2020). Instead apologies are given and amends made. When Hilton Grand Vacation gets a review, the hotel management begins by expressing gratitude to the visitor for taking the time to submit the review. 
Whether it's positive or negative, it's crucial to acknowledge the hotel may learn from the guest's input (Totini et al., 2017). Without attempting an explanation, an apology is then extended if it is a bad review. The visitor is addressed personally if possible and apology is given for any shortcomings, and strategies the hotel manager has in place to prevent a repeat of the incident are mentioned. The high standard of the Hilton brand is a global one as Hilton hotel remains one of the best rated hotel in the UK (Chang et al., 2019).
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Hotel managers think that by making clients happy, businesses may increase their profitability (Nicolaides, 2018). Customer loyalty is built by ensuring great standard and customer satisfaction but retaining the loyalty however isn’t a child’s play (Ali et al., 2021). Customer loyalty is now understood to be substantially more critical to a company organization's success than customer satisfaction (Rather and Sharma, 2017). Hotel managers now face a new difficulty as a result of the increasingly sophisticated client demands and the escalating level of market competitiveness (Tfaily, 2018). The loyalty program is one of the most popular methods in the hotel sector for increasing client loyalty. The company-customer relationship should be strengthened by a hotel loyalty program, which should also promote repeat business (Liu and Jo, 2020). Loyalty programs encourage client retention, which can aid businesses in generating income, boosting referrals, and achieving overall growth (Sanchez Casado et al., 2021). 
An example of a hotel implementing the customer loyalty program is Hilton Hotels. Hilton Honors is the name of their rewards program (formerly Hilton HHonors).As a member, for each visit, you can choose from a variety of customizable point earning and hotel advantages through Hilton Honors (Liu and Jo, 2020).
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 Hotel standards, reputation management, building and retaining customer loyalty are all interwoven as without one or the order, the success of hotel operations cannot be assured. Hotel standards and reputation ensures customer loyalty is built while a customer loyalty problem ensures the built loyalty is not lost. Customer loyalty ensures business is assured and retained in certain individual that is the loyal customers.
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Every day new market trends are adopted to attract customers in the hospitality industry. Some marketing trends that have stayed over time are: wellness and spa hotels, boutique hotels, online booking, ecology and the use of influencers for marketing. Before marketing trends should be adopted by hotels, it should be thoroughly analyzed as to whether it is a short term marketing trend or a long term marketing trend. Marketing trends that can be adopted to improve visibility of a hotel and make them more appealing to customers is the Virtual reality tour and the use of chats bots to answer questions, alleviate concerns and help with bookings. Since the world is digitalized, a virtual reality tour means an intending customer gets to experience the hotel without being physically there. 

Businesses in the hospitality sector are usually faced with rising cost of daily consumables, change in expectations of customers, hiring competent staffs and most importantly the constant change in market trends. To curb the issue of the rising cost of daily consumables, hotel managers should keep constant check on inventories, control stock and keep wastage to a minimal level. When managers are up to date with trends in the hospitality sector, it will be easier for them to keep up with the expectations of customers; also the use of chat bots for this will be essentially effective as it can be used as a self service guest portal. Here guests can give recommendations and expectations can equally be met in the most interesting way possible.
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