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[bookmark: _Toc129167935]Executive Summary
The hospitality industry is one of the most expanding industries globally. In 2023, the global hospitality industry accounts for $4,699.57 billion compared to $4,390.59 billion in 2022. In this competitive industry, hotels standard, reputation management, and customer loyalty are very important. Hotel standard refers to both operational standards and physical standards. Hotel standards may refer to the quality of services and amenities a hotel offers in relation to its competitors. Hotels have different standards depending on the services, amenities, location, ownership, and target audience. Brand consistency can be defined as the way a business delivers and maintains its services and messages centred on its core values and brand identity across all its business premises. The backbone of any hotel is its marketing content, such as images, logos, copy and brand guidelines. Consistency in brands enables a business to gain and maintain trust and credibility.
A hotel's reputation refers to how the image of a hotel is painted in people's minds. Reputation management, therefore, refers to a hotel's practices to enhance, boost and sustain its good image in people's minds. Some of the most effective methods of reputation management include protecting the name, staying open to criticism, being active on social media to respond quickly to customers' concerns and optimizing a website for search engines. The Hotel designs a customer loyalty program to increase customers' faithfulness and commitment towards that brand. The main aim of customer loyalty programs is to motivate the customer to make repeated purchases. The loyalty programs include the Coalition, Cashback, and Points loyalty programs.
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Introduction
The hospitality industry is one of the most expanding industries globally. In 2023, the global hospitality industry accounts for $4,699.57 billion compared to $4,390.59 billion in 2022 (Levey and Natalia, 2023, p.8). The compound annual growth rate of the hotel industry is about 7.0%. Hotel standards, reputation management, and customer loyalty are very important in this competitive industry. Hotel standard refers to both operational standards and physical standards. Operational standards refer to the state of amenities, services, staffing, advertising and management. The physical standards refer to the quality and condition of fixtures and properties. Organizational reputation refers to the sum of beliefs, views and comments the public holds about a hotel based on their interactions, history or prospects (Etter et al., 2019, p.32). Customer loyalty, on the hand, refers to having clients repeatedly use your services or buy your products because of how much they are satisfied. In this report, I will focus on these three topics in depth.
[bookmark: _Toc129167937]Hotel Standards
Hotel standards may refer to the quality of services and amenities a hotel offers in relation to its competitors. Hotels have different standards depending on the services offered, amenities provided, location, ownership and target audience (Chun et al., 2016, p.1327). Hotel standards are mostly rated using stars such that a four- or five-star Hotel is considered high standards while a three-star hotel is considered a mid-range one. Hilton Hotels, for instance, is a huge organization with 18 brands representing more than 6, 500 properties globally (Chang et al., 2019, p.267). This Hotel is considered a high-standard hotel due to its luxurious and high-quality services. On the other side, low standards hotels are usually accessible and offer cheap accommodation and services for travellers. They are mostly referred to as hostels. A good example is Hotel Lily in Fulham, rated as a two-star hotel focusing on its budget class.
Brand consistency can be defined as the way a business delivers and maintains its services and messages centred on its core values and brand identity across all its business premises. The backbone of any hotel is its marketing content, such as images, logos, copy and brand guidelines (Šerić, Maja, and Josip, 2020,p.462). Consistency in brands enables a business to gain and maintain trust and credibility. Brand consistency is important because it makes the Hotel to be recognized. The benefits of brand consistency to a chain hotel are that it helps shape the brand perception, evokes positive emotions among the customers, and helps build brand loyalty and trust (Foroudi and Pantea, 2019, p.281). The 2021 analysis by the leading brand valuation consultancy, Brand Finance, revealed the Taj hotels of India to have the strongest global brand globally for the second year. It had a BSI (Brand Strength Index) score of 88.9 out of 100 and a corresponding AAA brand rating (Chhatwal and Puneet, 2022, p.71). Although the pandemic hit hard on the hospitality industry, Taj hotels remained consistent in their brands. It was at the forefront of developing initiatives that greatly benefited the healthcare centre. Its customer base has increased worldwide and is recognized because of brand consistency.
[bookmark: _Toc129167938]Reputation Management 
A hotel's reputation refers to how the image of a hotel is painted in people's minds. Reputation management, therefore, refers to a hotel's practices to enhance, boost and sustain its good image in people's minds. One of the factors customers tend to consider while selecting the Hotel to use is the reviews and public opinion about the Hotel (Pollák et al., 2019, p.61). It is, therefore, significant for every Hotel to strategize on the most effective methods of managing its reputation. Marriot hotel is one of the hotels that have successfully promoted their reputation through online platforms. Marriot reputation management services include a $499 monthly package from commingle: engage, an interactive hospitality industry service provider (Aula, Pekka and Saku, 2020). This package includes Instagram, Twitter and Facebook weekly posting, Responding to all TripAdvisor guest reviews seven days a week, comprehensive monthly reporting and Property management approvals for social media posts and guest review responses. These services have greatly helped the Hotel in managing its reputation.
Some of the most effective reputation management methods include protecting the brand's name by ensuring consistent and accurate information on all media platforms. Secondly, staying open to criticism; this comes by allowing those with concerns to freely and openly express them without fear and not ignoring the negative reviews on social media platforms (Doorley, John and Helio, 2015) and thirdly, being active on social media to respond quickly to customers concerns and finally optimizing your website for the search engines. Guest reviews are very important in analyzing the Hotel's strengths and weaknesses and knowing the opportunities for improvement (De Pelsmacker et al., 2018, p.51). Guest reviews are also important in decision-making for hotel management and customers. Negative reviews about a hotel will scare off customers and investors. It is therefore crucial for every Hotel to manage its online and onsite reputation. 
[bookmark: _Toc129167939]Customer Loyalty
The Hotel designs a customer loyalty program to increase customers' faithfulness and commitment towards that brand. The main aim of customer loyalty programs is to motivate the customer to make repeated purchases (Khadka, Kabu, and Soniya, 2017, p.61). Customer loyalty programs increase the customer's engagement with the business, building strong business-customer relationships. It is from loyalty programs that hotels have gotten their brand ambassadors. The loyalty programs include the Coalition, Cashback, and Points loyalty programs.
1. [bookmark: _Toc129167940]Coalition loyalty program- This program functions by multiple businesses with strong partnerships allowing customers to benefit from the rewards of the different partners. All the businesses record the customer's data across the partnered businesses; this helps in getting a broader customer base. A good example is the Marriot Bonvoy's Program (Jainchill and Johanna, 2021). This award program allows members to redeem their cumulative points within the hotel group for one of its airline partners' Avios.
2. [bookmark: _Toc129167941]Points Loyalty Program- The Points loyalty program involves customers being awarded points for every successful transaction. After the points accumulate to a certain level, they have rewarded with benefits such as free meals or travel; this encourages the customers to repeatedly buy or use the Hotel's services until they hit the threshold for the reward. For example, the Hyatt hotel’s reward system (Miasoid, H and Shevchenko, 2020, p.54). Using its Hyatt Credit card allows customers to redeem certain points for services such as taxi, gym e t c. 
3. [bookmark: _Toc129167942]Cashback Loyalty program- The cashback loyalty program saves a certain percentage of each pound the customer spends in their loyalty account (Christino et al., 2019, p.81). This program is easy to implement, and it allows clients to spend with less cash and top up their loyalty accounts.
[bookmark: _Toc129167943]Recommendations on Market Trends
The performance of any hotel depends on how the Hotel is up to date in providing its services to customers. I will recommend the following trends for hotel marketing and customer experiences. First and foremost, hotels should digitalize guest experiences; this can happen by having online bookings, orders, and digitalized payment methods (Buhalis, Dimitrios and Iuliia, 2021, p.41). Secondly, hotels should embrace holistic hospitality, health and well-being, which involves being at the forefront of providing other services in health diagnostic spas (Han, Heesup, and Sunghyup, 2019, p.630). Thirdly, hotels should also embrace hyper-personalization; this involves personalized interactions. Hotels should also shift to Renewable sources of energy. Renewable energy involves using renewable sources of energy such as solar energy and geothermal, and biofuels to contribute to sustainability (Navratil et al., 2017, p.1072). Virtual and augmented reality gives customers a virtual experience of the Hotel's facilities through videos and clips. I recommend that hotels invest in these trends because they will promote customer experience and brand image. The most common obstacles businesses need are more capital to incorporate the market trends, staff shortages and retention, inflations and recessions, and strict legal policies such as taxation.
[bookmark: _Toc129167944]Conclusion
In conclusion, the competitive hospitality industry requires that hotels invest much in hotel standards, reputation management and building and sustaining customer loyalty. Hotels differ in standards depending on the services they provide, ownerships, locations and the core values they stand for. Hotel standards measure the quality of the operational and physical services. Four or five stars usually rate high-standard hotels. Reputation management involves the general practices that aid a hotel in promoting public opinions and views about it. Hotels should invest in reputation management, especially on online platforms. A hotel can build and sustain its reputation by protecting the brand's name, staying open to criticism, being active on social media to respond quickly to customers' concerns and optimizing its website for search engines. The main aim of customer loyalty programs is to motivate the customer to make repeated purchases. Customer loyalty programs increase the customer's engagement with the business, building strong business-customer relationships. The loyalty programs include the Coalition, Cashback, and Points loyalty programs.
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