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The hotel industry is quite intense, and firms must adopt several trends to preserve their places in the market. Customers must receive top-notch services from hotel companies in order for them to have a competitive edge. The professionalism and high standards that are maintained by the hotel standards help to guarantee better customer experiences. Critical elements of the hospitality sector include hotel standards, reputation management, and client loyalty. Standards for brand consistency will be highlighted in the present report. The study will also focus on the necessity of proper guest review management and client loyalty.
[bookmark: _Toc129036423]Main findings 
[bookmark: _Toc129036424]Brand consistency standards 
In order to make sure that the activities are accurately represented to customers, it is important for hotels to strengthen brand consistency. Jeong et al. (2022) claimed that cohesion is created by management through the use of proper standards, which is important for the hotel's existence. If the consistency criteria for hotels are communicated effectively, it means that the services are efficient in satisfying the requirements and desires of the client. Consistent standards help hotels improve their reputation and retain customers. The most widely utilised standard in the hotel industry to ensure the brand is ISO. The recreation industry, accommodation, restaurants, and guest services are where these standards are most useful. Hotels in the UK adhere to adequate standards and regulations to ensure consistency in their operations. Hotel standards are not a theoretical idea. Such as, Marriott, a major hotel chain in Britain, adheres to ISO 14001 standards and ensures proper accreditation for environmental practices. However, with the help of this standard, Marriott management can easily implement EMS measures in operations and guard against a significant pollution level even though Ritz Carlton complies with the ISO 9000 system, which comprises five global quality standards (Johnson and Chvala, 2017). All types of companies must follow the rules ( Ritz obtained ISO 22000, which is effectively a worldwide accreditation, along with the Hazard Analysis and Critical Control Points (HACCP), by continuous efforts. The guidelines aid Ritz in enhancing its standing, obtaining more credibility, cutting costs, boosting efficiency, and increasing consumer pleasure. In addition to this, Ritz was capable of establishing a pretty efficient management framework and improving its environmental standards due to the application of ISO 9000. Not only that, but Sheraton hotels have embraced ISO 9001 standards and were awarded the HACCP accreditation like Ritz (Forbes, 2016). The hotel conforms to the standard admirably and ensures the safety of the food and quality. The hotel also upholds a health and hygiene system and established certified worldwide standards to gauge advancement and enhance uniformity suitably.
[bookmark: _Toc129036425]How hotel manage their reputation 
According to the study of Pollak et al. (2019), reputation management is a well-defined approach through which an organisation can influence and shape how its clients see the brand or the services it offers. It involves keeping track of and influencing how the target audience views the hotel brand in terms of the hospitality sector. Reputation management holds significance for the hotel business since it is thought to be a useful way to boost overall income by acquiring the trust of potential customers and maintaining connections with current customers. However, it is essential to create a positive opinion in the target market because doing so is crucial to increasing sales and, consequently, revenue. As it is directly connected to the shareholders and real resources of the hotel, it can be stated that the reputation of the business is a valuable asset for the management. The hotel's management can strengthen and improve reputation management with the use of different social networking strategies and a conducive environment. The best strategy to boost a hotel's reputation in the competitive market of today is by using social networks and other Google ratings (Quora and Khalifa, 2016). Thus, the Hilton Hotel places first among all of its rivals in terms of reputation-building. Yelp and Trip Advisor, which are useful resources for tracking reviews and frequently posing questions, are used by the brand (TripAdvisor, 2023). Furthermore, one example is Marriot, a chain of the hotel that used Revinate as its online reputation management system. According to this, one of the other examples is Premier Inn, which has selected BART as the customer relationship management solution. This is useful for the brand in helping to establish a strong connection with the market it is targeting, which eventually ends in creating a positive reputation (Padlet, 2023)
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As considered to be a significant tool for managing the whole reputation of the brand, many hotels in the hospitality sector depend on guest review management. In the present digital environment, a substantial chunk of industry consumers depends on internet reviews provided by other visitors to learn more about the services provided by the hotel. They provide an opportunity to determine the efficacy of the management solution, the need for change and reform, and the suitability of the company's policies and goals. However, it acts as word-of-mouth promotion. A favourable review on such platforms aids the brand in attracting clients (Bell et al. 2018). Negative reviews, on the other hand, can be very valuable for the brand's reputation as a whole. More often than not, a poor review of a brand's services will reflect poorly on the hotel's reputation as a whole. In the same way, standards and reviews are a normal way to preserve a company's reputation and limit complaints of hotel brands. To satisfy customer requirements and develop brand loyalty, Marriott places great value on digital marketing and word-of-mouth. It is clear that customers have accessibility to a Moxy Account, which permits them to ask a question and receive a speedy response. The website also helps managers to understand about consumer complaints and questions so that it may actually respond (Chen and Tabari, 2017).  
[bookmark: _Toc129036427]How hotel build and retain customer loyalty 
When a consumer continually has a positive experience, they gradually start to favour one brand over others, which is what is meant when a company talks about having loyal customers. Customers who are brand loyal tend to stick with the company because of the emotional attachment they have to it (Lai, 2019). These clients are typically the ones who are most inclined to purchase the company's high-margin services and goods. However, a loyal client base has a considerably higher lifetime value, and establishing customer loyalty is considered one of the main goals for hotels. As a result, brands can get a financial return for a much longer period of time. In addition, Dandis and Al Haj (2022) cited that hotel loyalty schemes are considered a successful marketing tactic employed by hotel chains to attract in guests, keep them coming back, and, as a result, gain an edge over their rivals. One illustration is the World of Hyatt rewards programmer. Also, the company is a transfer partner of Chase Ultimate Rewards; as a result, points from Bilt rewards can be transferred to Hyatt. One of the other notable instances is the IHG reward, which is how the company currently updates cobranded credit cards (Shin et al. 2022). Further, when a traveller favours staying at the same hotel over other brands whenever they travel, that traveler is said to be a brand loyalist. Brands in the hotel sector concentrate on using a variety of techniques to win over customers; one of the most popular ones is putting in place a loyalty programme. Hence, it is noted that Hilton uses visual displays and films, just like they produce alluring material to help people recognise the brand draw in customers and keep them coming back. The hotel sector has a variety of challenges since it is difficult for management to stay on top of the competitive industry and follow consumer trends. It is critical for management to take into account the main challenges that consumers have, such as a lack of self-serve options, technical faults, unsuitable attitudes, unclean rooms, and other environmental issues (Kalra et al., 2020). 
[bookmark: _Toc129036428]Recommendation 
The brands in the hotel sector can be able to hold onto their competitive advantage with the help of the suggestions below.
· It is advised that brands put their attention towards implementing tools that are focused on customers, as this will help them better understand the wants and needs of their target audience.
· Additionally, using cutting-edge technologies like augmented reality can help boost overall performance while also giving customers a top-notch experience.
· The hotel must generate excess returns over an extended time 
· They must implement sustainable strategies to enhance the revenues and operations of hotels 

[bookmark: _Toc129036429]Conclusion 
From the discussion above, it is determined that brands within the hotel business need to emphasise adopting multiple methods in order to maintain a strong position. Due to fierce competition in the hospitality sector, brands must adopt effective tactics that will help to ensure client pleasure, which will eventually result in a larger customer base. Maintaining a good reputation and securing client loyalty are some of the crucial aspects that require attention, as was described above. With these goals in mind, attention must also be paid to preserving brand consistency.
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