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[bookmark: _Toc]Executive Summary
With the increasingly competitive landscape in the hospitality industry, it has become imperative for businesses to comply with the latest market and industry trends for achieving top-helm positions in the industry. Hotel brand consistency is essential as it leads to brand recognition within the hospitality industry whereas effective guest review management must be carried out by hotel brands to maximise revenue and attract potential guests for maintaining reputation. Additionally, building and retaining customer loyalty is vital for hotel brands in order to enhance their brand value, image, and competitiveness in the present business environment.
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[bookmark: _Toc1]Introduction
The need for maintaining brand consistency standards has become essential for hoteliers in order to enhance their reputation and build customer loyalty significantly. Based on such context, in this report, a detailed analysis of the hotel standards, reputation management as well as building and retaining customer loyalty has been put forward with regard to significant examples of different global hotel players. Lastly, realistic recommendations have been further proposed to the hospitality industry for maintaining hotel standards, and reputation and achieving customer loyalty.
[bookmark: _Toc2]The purpose of brand consistency standards within the hospitality industry
As put forward by Salem (2021), when customers recognize a brand and have positive engagement with it, they intend to make purchases as well as commit to the brand for the long term. In terms of the hospitality industry, the purpose of brand consistency standards is to maintain communication and effective positioning in line with the hotels’ values and the elements that directly make up its identity. For instance, the global hotel brand Hilton capitalises on the highest standard of integrity by competing on the basis of quality, price, and service when conducting their business, (Malik et al. 2020). The best interests and brand consistency standards are well aligned in favor of the hotel brand. As a result, the hotel brand ensures that the marketing channels unify the image and message in front of the customers which indicates integrity, quality, price, and service.
Other than that, Özkan et al. (2020) argued that good brand consistency standards can bring incredible results for hotel brands in the long term, specifically based on public relations and competitiveness by differentiating the business in the market. Additionally, it boosts authority as well as creates customer loyalty which is highly vital for maintaining competitiveness within the hospitality industry for hotel brands. Likewise, the international hotel brand Marriot capitalizes on quality, reliability, and trust as its brand consistency standards, (Avgeli et al. 2020). In addition, they put people first, pursue excellence, act with integrity, embrace change as well as serve the world which has been effective in maintaining an effective brand consistency standard. Based on the above analysis, it has been well comprehended that the purpose of brand consistency standards is to create an image of the hotel brand in the wider marketplace. However, all hotels do not have the same brand consistency standards. For instance, Hilton’s standards are based on integrity, quality, price, and service which are aligned with the best interest of the hotel brand whereas Marriot’s standards are based on putting people first, pursuing excellence, and acting with integrity to serve the world. These differences in brand consistency standards act as a unique value proposition for hotels to attract potential customers while building their reputation and customer loyalty.
[bookmark: _Toc3]Ways hotels manage their reputation effectively
As indicated by Kim and Han (2022), hotels must manage their reputation effectively by monitoring and influencing how the hotel brand is perceived on both online and offline platforms. Firstly, staying active on social media is essential for hotel brands to offer customers a way to connect with the brand directly. Secondly, online, and offline campaigns can assist to engage the target audience in real-time but the need to optimize website performance is essential. Thirdly, acquiring good reviews on the online platform is highly essential for analysing the brand image and identity of the hotel in the marketplace. Likewise, top hotel brands like Hilton Worldwide, Marriot International, and Hyatt capitalize on online reputation management for attracting the present tech-savvy customers in the global world. This has offered them global brand recognition and higher brand value, (Refer to the below figure).
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Fig: 1 (Top hotel brands based on the brand value in global terms)
Source: (Statista.com, 2022)
On the other hand, Özkan et al. (2020) reflected that guest reviews management is highly important for hotel brands in order to analyse reviews left by the guests directly at the hotel during their check-outs and on the online platform. It can assist to comprehend overall customer satisfaction and increases the ability of the hotel brands to satisfy guests in terms of their needs and demands through effective feedback mechanisms, (Al-Ghraibah, 2020). For instance, top hotel brands like the Wyndham Hotel Group have increased their hotel brand value through standards and by capitalizing on guests’ feedback on both offline and online platforms. This has resulted in the global market leading position within the hospitality industry.
Furthermore, Khan et al. (2022) opined that at present online hotel bookings have been significant among the global population. This means that the hotel’s online reputation is highly based on the guests’ reviews. In case negative reviews dominate the online presence of a hotel, the number of bookings as well as their revenue will significantly decrease. In addition, the potential to impact other visitors’ intention to book the hotel brand with negative reviews diminishes at a significant level.
[bookmark: _Toc4]The significance of the building and retaining customer loyalty within the hospitality industry
As stated by Ngoma et al. (2020), building and retaining customer loyalty within the hospitality industry for hotel brands have become highly essential. The purpose of building and retaining customer loyalty for hotel brands is to lower the cost of acquiring new customers as it is much higher than retaining existing customers. In addition, retained customers are more likely to engage in word-of-mouth marketing, and referrals or become brand ambassadors that can be capitalized for boosting customer share and competitiveness. For instance, top hotel brands like Holiday Inn and Hilton capitalise on word-of-mouth marketing tactics as well as integrate customer loyalty programmes for attracting and retaining potential and existing customers towards the brand, (Akunja, 2020).
Likewise, Nyasulu (2020) suggested that hotels can build and retain customer loyalty by making an emotional connection, taking advantage of digitalisation, creating a powerful first impression, offering concierge service for the guests, as well as providing appropriate ambiance for guests based on their travel intention and needs. Additionally, the need to offer free snacks and drinks, plan theme parties in the hotel, offer branded goodbye gifts as well as reward customer loyalty can further assist hoteliers to build and retain customers at a significant level. 
[bookmark: _Toc5]Conclusion
In conclusion, it can be stated that brand consistency standards are essential for hotel brands to create in order to increase their brand value and effectively communicate their brand message to the wider marketplace. In addition, the need to gather feedback and reviews is also vital for hotel brands for maintaining their reputation within the hotel and hospitality industry effectively. Lastly, by building customer loyalty and retaining them, hotel brands can maximise their profitability as well as can attract wider target segments towards the brand that can contribute towards growth and competitiveness in the industry.
[bookmark: _Toc6]Recommendations
In terms of brand consistency standards, hotel brands must focus on consistent marketing tactics for conveying their brand message by setting brand guidelines, organizing marketing assets, and repurposing content for attracting a wider customer base and enhance guests’ experience. Additionally, Shams et al. (2021) pointed out that daily management leadership of the hotel by fostering a strong culture and development tools is a significant industry trend that can assist to develop brand consistency standards. The need to highlight desirable service qualities and product offerings to prospective customers is further needed by hotel brands for exceeding expectations for guests and maintain hotel standards significantly.
Based on reputation management, hotel brands need to focus on effective guest review management. In addition, it is essential to research, monitor, and audit the brand’s reputation in the marketplace while creating proactive and reactive management strategies. The development of a time guide for responding to guests' reviews is essential as it is a trending business practice in the present technological era, (Quoquab et al. 2020). Furthermore, an action-based approach in terms of comments, feedback, and reviews must be undertaken by hotel brands for maintaining a reputation within the hotel and hospitality industry. 
With regards to building and retaining customer loyalty, the hotel brands must use customer accounts for acquiring market sensitive information, always improve customer support and initiate customer loyalty programs at an extensive level for effective engagement of customers towards the hotel brands. In addition, Ngoma et al. (2020) argued that sending engaging emails, a discount after the first booking, and a referral program are the major trend within the industry can further assist hotel brands to build and retain customers effectively. However, the need to gather customer feedback and offer personalised stay experiences can further enhance guests’ experience and make them loyal to the hotel brand.
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